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7 Marketing Matters

Checkingout your brand

It doesn’t cost millions to create awinning brand
image according to Kim Gordon who writesfor Entre-
preneur Magazine. Gordon says that consistency and
follow-through allow small business ownersto keep
their brands on track. Here's how:

Differentiate your brand. Branding isall about
sending a strong and consistent message. If you arein a
highly competitive service area, your brand will sepa-
rate your company from the pack.

You want every contact a customer has with you to
leave the same good impression.

If you have not done a competitive analysisfor a
while, make timeto examine your competitors’ ads,
review their PR coverage, research them online and
buy their products. Then decide what makes your
product or service different or better. This differentia-
tion sets you apart.

Promise value. Once you know what sets you
apart, redefine your message so that it resonates with
your best prospects. The more you know about who
those people are the more targeted your message can
be. Research will help you choose the people most
receptive to the unique qualities you offer.

Be a market leader. Delivering value to your
target audience over the long term means that your
company will liveup toitsbranding effortsand will
become a market |eader. Focus on improving your
customers' experiences and interactions with your
company.

Integrate your messages. Every interaction with
acustomer must be uniform across all marketing
channels from your website to your stationery, bro-
chures and newdletters. Take along, hard look at all of
the messages you are sending out. Are they consistent?
Do they all have the same look and feel?

Over time, different pieces can become mis-
matched and disconnected from other marketing
efforts. If that has happened to your materials, it's time
to realign them with your company’s core messages to
create a stronger brand image.
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7 Management |ssues

Google redefines employee benefits

Google may be known as a popular verb meaning to
research a name through the Internet. But the company
isbecoming known for something else—providing its
employees wall-to-wall perks. Because of the extensive
employee benefitsit offers, Google has been named the
top place to work in Fortune magazine's top-100 list.

Google employees never work more than 150-feet
from afood source and multiple cafeterias at the Cali-
fornia offices they serve free meals to employees from
early morning to late night. Drivers get free oil changes,
car washes and a $5,000 subsidy towards the purchase
of ahybrid car.

The company offers aworkout room, free laundry
and barber services. There are childcare facilities for
employeeswith young children and if pets are well-
behaved, they can accompany their masters to the
office. In addition to good medical and dental plans,
doctors at the facilities provide free treatment.

Employment lawyer Mark Shickman saysthereis
something “big brotherish” about Googl€e's catering to
every need of it employees. But one thing for sure—in
raising the bar for employee benefits, Googleistesting
whether or not these lavish perkswill result in greater
employeeloyalty.

Contract employeeor real employee?

If you have independent contractors working for
you, it's agood idea to check to make sure they are
correctly classified. Why? Because you don't pay
workman's comp on contract employees. Nor do you
withhold income taxes. A mistake in classification can
earn you some steep penalties from the IRS.

A contract employee works for severa people, does
aspecific job for you and then moves on. A true em-
ployee works for you and no one else. You call the shots
and determine how they spend their time.

A statutory employeefallsin themiddle. Such
workers provide services such as traveling sales reps.
You arerequired to withhold social security from the
compensation.

NIR helps you boost your business

From networking to education to marketing assis-
tance, the National Institute of Restoration sup-
ports restoration specialists. 434.973.4200.
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7 Working Smarter

Controllingemail
Set aside time to do your email and relegate that

task to a specific period rather than letting email inter-

rupt you all day.

Be wary of using the “Reply All” or “CC" options.
Unlessthey arereally necessary, you'll just clutter up
other people’s email boxes.

If you want to cut down on email clutter, here'sa
neat trick. Use codesto let people know they don’t need
to reply. It's somewhat uniqueto tell people they don't
haveto be overly polite but if you are sending an email
and don’t need (or want) aresponse, you can use the
codes NRN (for no reply needed) or NTN (no thanks
needed) to save a few emails from coming back to you.
Dealingwith email glut

Email is supposed to be a productivity enhancer but
it can also be atremendous waste of time. If you divide
your yearly salary by 120,000 to get your per-minute
wage and then figure out how many minutes during the
work day you spend on email, you'll see amonetary
dimension to theemail problem.

Here are some waysto avoid email overload.

» Use the subject line to summarize, not describe. That
gives readers the chance to decide whether the
email isrelevant.

* Send or copy email only to those who need to seeiit.

» Use separate messages rather than BCC someone. If
you ask what you want the copied person to know,
you may not need to send a BCC.

* Make action requests clear. If you want something to
get done, say so and be clear about it.
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Californialimitsformaldehyde

Cdiforniaair regulators have passed the world's
toughest controls on toxic formaldehydein wood
products widely used in kitchen cabinets, countertops
and other construction. Widely used asagluein con-
struction material's, formal dehyde has been shown to
cause throat cancer, respiratory ailments and other
problems.

The action was cited as a tremendous victory for
those working with wood products.

Nation’sgreenest buildingslisted

Theannua list compiled by the American Institute
of Architects (AIA) has drawn twice as many entries
asin previousyears—asign that green building is
catching on. The AlA recently released its list of the
nation’smost environmentally friendly buildingsonits
website at http://www.aiatopten.org/.

Thelistincludes:

* an art center in Boston whose grassy courtyard is

irrigated by rainwater collected on the roof;

* avisitor center in Texas where big overhanging
roofs, flaps and porches shield interior spaces from
sun;

a courthouse in Eugene, Oregon with raised court-
roomsand an air distribution system under thefloor;

apubliclibrary in New Haven, Conn.,that includes a
public park and sanctuary for migrating birds,

ahousein Santa Monica, Calif., that uses natural
ventilation and optimizes passive solar heating,

an energy center in Hawaii that is cooled using deep
sea water. .
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