A Monthly On-Line Newsletter for the Business Community

Mission Ready

Volume 4, Issue 11

Page 1

December 1, 2002

Seminars/Keynotes

The All-American Brand
A Guest Article by Kristine Kirby Webster

The other night | was sitting and knitting, and
working mentally on a presentation | am putting
together. Specifically, | was trying to encapsu-
late in afew points the hallmarks of a great
brand. | decided that agreat brand is enduring,

The Marines have consistently met their
monthly recruiting goals for more than seven
years running (unlike any of the other services).

For the Fiscal Year 2003 (which started

; o Octaober 1, 2002), there are 6,100 openings for
ﬁlt?;r?tl;erque establ |she:? affinity, and engenders [oyalty. Marines wishing to re-enlist during this year. As
o After mulling over these hallmarks, | found my-  of October 11, 2002, mo re than 5,100 Marines
Boston self wondering what | would consider to bethe  had requested re-enlistment. At that rate, three
Cancun Great American Brand. Would it be Sears, the  weeks into their fiscal year they would meet
Charlotte original catalog powerhouse? All the MaBells,  their annual goal. (Talk about excellent reten-
Chicago the forerunners of telecoms today? Would it be  tion!)

Dallas McDonald’s and their ubiquitous arches? How
FD;Z\:,%r about Coke and their national and global reach?  One of the main functions for success in brand-
Honolulu ; ; ; ing is consistency. The Marines have had some
Houston L\:]Z' J Q?e%res?tmé;nﬁr;?:ebéz?gg NMYEYES IS form of the Eagle, Globe, and Anchor logo since
Jacksonville their founding in 1775. The Commandant of the
Las Vegas Now, | can almost hear many of you saying, Marine Corps always has the license plates
Los Angeles “Wait just aminute, Kristine....the Marines “1775" on hisvehicle. Almost all Marines begin
kﬂ%‘ﬁvg:g don't sell anything! How can it be the Great or end all conversations, correspondence, etc.
Miamﬁ’ American Brand?’ with “ Semper Fi,” their motto (“ Semper Fide-
M'””eap‘l’"s I admit it. When most people think of branding, lis, meanrllng al;/vayztf?rjlth;xl )- Agd, Ofb I
'\N"O”tr.ea they think of it asapart of asalesplan, onede- ~ COUrse: Who cantorget thearine +.orps bu

ashville . . , dog? All of these symbols combineto reinforce
New Orleans signed to generate profits. But brands needn’t be the brand and serve as markers of lovalty and
New York about sales. Asthe hallmarks of agreat brand . yally anda
Oklahoma City demonstrate, the bond and the relationship cre- sense of community.
Orlando ated isthe most important goal of abrand. It In their book, The 22 Immutable Laws of
Ottawa can't be stated enough: the true promise of a Branding, Al and Laura Ries notes that “if the
iﬂ'{'}i‘:ﬁ)‘(ph'a brand is only realized through the customer- entire company is the marketing department,
Portland brand experience and the resultant relationship.  then the entire company isthe branding depart-
Rochester The Marines are the smallest of the U.S. mili- Eenr:.M Thisis abs‘z‘llf.ely ttgljﬁ'Of tgg Cotr_ps.
gacrame”t‘? tary services. But if you were to gauge size ach Marinesawaking, taing advertise-

alt Lake City . ment, and a persuasive one at that. The Marines
San Antonio merely by the number of bumper stickers on understand the importance of their brand-both
San Diego cars across America, the Marines wouldwin P
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Seattle

hands-down asthe largest. And the Marines
aren’t content to simply rest on their historic
laurels. They consistently promote their brand

externally and internally— more than any other
service, and more than most companies. To the
Marines, their brand is aliving, breathing, his-

Tampa through multi-channel marketing efforts (both torically-based but constantly evolving thing.
Vancouver ; . )

Washington DC exterqally and internally) more precisely and Every strong brand today recognizes that the
winnipeg effectively than any other service, and many brand is not a static thing; it needsto be con-

organizations. Perhapsthat iswhy they have
numbers such as the following that would make

stantly evolving to meet the needs of their cus-
tomers, and it needs to be nurtured and pro-
moted in order to endure. The Marines under-
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stand the need to go out and find those M a-
rines of tomorrow. They are sponsors of such
events as the X Games, NASCAR, NFL that
are attractive to their target audience. They
don’t just sit around waiting for candidates,
they use the proactive nature of their brand and
message and mission to go out and attract peo-
ple who want to be Marines. They promote not
only the tangible benefits of the brand—the
uniform, the respect, the ability to serveyour
nation, and a chance to see the world, but also
the intangible-the feeling of pride, of belong-
ing to aselect group, of aspiring to be sorme-
one great. (Another Marinetag lineis“The
Few, The Proud, The Marines.”) They also
use their proactive nature to “keep” the M a-
rines who have served in the past. Have you
ever heard the oft-said phrase, “Once A M a-
rine, Always A Marine?’ The Marines make
great effortsto retain the affinity and relation-
ship between the Corps and the Marine even
after aperson’s active serviceisover.

To thisend, they have a program called
“Marine for Life.” The Marine for Life pro-
gram’ s mission “is to provide sponsorship for
our more than 27,000 Marines each year who
honorably leave active service and return to
civilian lifein order to nurture and sustain the
positive, mutually beneficial relationshipsin-
herent in our ethos ‘Once A Marine, Always A
Marine."”

The Marines clearly understand the importance
of relationships, longevity, and of loyalty. Be-
sides being aforce to be reckoned with on the
battlefield (pun intended!), they are aforce to
be reckoned with off it. They have alarge
contingent of Marines—past and present— as
well astheir families, whom they can rely on
to promote the needs and the vision of the
Corps, from the halls of government to the
smallest farm communities, from inner cities
to Fortune 500 boardrooms. The amazing
reach of their message is only superseded by

their consistency of purpose and message.

What can your brand learn from the Marines?
That consistency isvital, that loyalty isavalu-
able asset, and that relationships created in the
brand promise and delivered on by the brand
fulfillment are lasting. That treated well, you
can create and have customersfor life.

So, perhaps your brand needs to go to boot
camp and learn some brand promotion and loy-
alty techniques from the Marines. Is your brand
up to the challenge?
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