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1

Do you know why
you’re in business?

A

sk most executives about what the objective of their business is, and they’ll probably tell you that it’s primarily “to

make as much profit as possible.”
But they’d be wrong.
Of course, it’s crucial to make a profit—you can’t have a viable
business for very long unless you do. And, because your spread
sheet is easily the most measurable way to track your brand’s
viability, it’s simple to understand why “profits” can become
management’s focus and business definition.
But to view the purpose of your business strictly in terms of the
bottom line is a limiting perspective that often makes for ugly and
irresponsible business and marketing practices that can actually
hurt profitability—or even kill off your brand in the long run.
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The big problem with the “maximize profitability” mindset is
that it forces focus towards a traditional “buy low/ sell high” marketing strategy and mentality…

What can we do to trim expenses?
What incentives do we use to get
more people to buy our products?
But this isn’t a marketing strategy or marketing mentality at
all—it’s all about selling; and unfortunately, selling is antithetical
to building successful and profitable brands.

Change your objective from creating
more profits to creating more customers.
Perhaps if we’d consider that the real purpose of your business
(or any business, for that matter) isn’t just “to make a profit” but
is actually “to create customers,” it would force us to view things
a bit differently.
Then the focus shifts away from just selling and truly towards
marketing.
A different idea entirely.
Selling is all about getting past the objections, closing the deal,
moving on and doing it again—lots of times to make lots of sales.
“Buy low/sell high,” and make as much as you can as quickly as

20

booktextr5.5x8+index

3/4/04

3:32 PM

Page 43

Allan Gorman

5

Not as advertised
(What happens when a
brand doesn’t meet the
customer’s expectations?)

A

few months ago, a brand-new, architecturally striking, and
very inviting-looking animal hospital opened not too far

from our home.
Since the vet we had been using for the past fifteen years is
overworked and extremely busy—sometimes you have to wait an
hour or more—my wife and I agreed that we might try this coollooking new place the next time we had a need.
Our dog Ziggy is getting up in years and my wife brought him
by for a check-up.
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The building was well equipped and looked as great inside as it
did from the facade—it even won an architectural award. But the
young doctor she saw didn’t seem to know what he was talking
about and didn’t make much of an impression. There was another vet involved with the practice and maybe he was different.

(STRIKE ONE!)

Ziggy gave us all a bit of a scare recently—he fell down our
front steps and wouldn’t put down his back paw. He was clearly
in distress.
I called the new hospital to see if the doctor could see him. The
receptionist offered to schedule an appointment for the next day.
“Unacceptable. This dog is in pain—it’s an emergency!

Can’t

something be done to squeeze him in?”
Her response was that there would be extra charges and that
she’d have the doctor call me back.

(STRIKE TWO!)

A half-hour later, the doctor called. He listened to my description of Ziggy’s symptoms and agreed that he should come in
right way. At this point I registered an objection to extra charges
since Ziggy was a registered patient of the hospital’s. (Mind you,
they never said how much these extra charges would be.) The
doctor’s response was that since my request is an inconven-
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Bonus

2

Bonus #2:

AGCD’s Brand
IQ Test

T

hink your brand is in great shape? Successful marketing is
a function of the six pertinent P words…
Positioning
Packaging
Promotion
Persistence
Persuasion
Performance

Here’s a quick and easy self-assessment test to see how you’re
doing in these six critical areas that are important to connecting
with your potential customers, developing a distinctive identity,
and realizing market leadership.
Score yourself from 0 to 5 points, with 5 being highest, on each
of the questions. Subtotal each section, and then add up the
subtotals for an overall score.
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