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卖点：

· 本书提供可立即执行的实用建议，包括12个案例研究和成功商人的访谈。
· 每本书都附赠可下载的数字模板、框架和图表。

任何人都可以创业，但如何将其发展成品牌呢？在这本实用指南中，屡获殊荣的作家、商业教练和播客主持人菲奥娜·基拉基（咨询公司My Daily Business的创始人）将告诉您如何将企业转变为能与客户相连的品牌。无论您是刚刚起步还是已经营数载，您都将从本书学到必要的经营框架，将受众从买东西变为被您的东西改变。

从产品开发到定位，从视觉识别到企业价值，从团队建设到说话语调，您将清楚地了解自己的方向以及切实可行的实现方式。本书配有逐步提示和模板，以及成功品牌所有者的案例研究与访谈，本书将让您对未来充满活力与激情。
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Introduction

Think back to the last thing you bought that made you feel really good.

It might have been a product you have always wanted to own, or perhaps it
was a service you had been looking forward to engaging with and it exceeded
your expectations.

Chances are, this positive impact on your psyche, and even your ife, came
about as a result of you feeling an emotional connection to whatever it was you
bought; an alignment between your values and beliefs and the brand you were
connecting with.

Now, consider the business you're currently running.

What percentage of your audience would say they felt that same alignment or joy
when they bought from you? What about when they simply interact with you via
any one of the number of marketing channels you may be utllising? How many
people would ook at your business and, despite all competition, consider it to be
their number ane choice? How many of your customers and clients would look at
what you have created not simply as a business at all, but as a brand?

Anyone can start a business.

I Australa alone, 40 new companies are founded every single hour and there
are, as of 2021, aimost 2.5m active businesses. Across the globe in the US,

there are 33.2m of them (as of 2022) and in the UK its a substantial 5.5m. In India,
it s estimated that, as of 2021, there are approximately 43m businesses registered
and in China, for the same year, it closer to 50m.

But forall these businesses, millons of which started perhaps with money and
time dedicated to visual branding (a logo, colour palette and social media icons),
how many took the time to create and cultivate a brand?

What does i really take to transition from a business to a brand?

What does it take to create an entity that truly aligns to its values (both externally
and internall?

How can you inject the humanity so deeply desied by present and future
generations into a business now sa that it becomes a trusted brand tomorrow?
How do you cultivate a culture within your company so that you staff and
suppliers become your best brand ambassadors?

How do you create a roadmap that futureproofs your strategy and
overall direction?
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How can you build a brand, not just a business?

This is ane of the key questions | help my clients answer and, within the pages of
this book, il help you to do the same.

It important up-front to acknowledge that the word ‘brand” may be polarising
to some people reading this. Perhaps you prefer the word ‘company or ‘entity’
o ‘creation’. Perhaps you have been sickened by the idea that everyone and
anything is a brand and shy away from alignment to that word. Perhaps you
believe that the word brand! s only ever to be used for giant multinational
corporations that are inherently greedy, uining the planet and after only one
thing: profit.

1 would urge you to consider another way of thinking about the word ‘brand' as
You read this book, especially in relation to your own business.

When | talk about "brand! i this book, it is to talk about an entit that has
meaning, purpose and positive impact on its audience/s and on the world at
large. It is about creating a company that has, t ts essence, a reason for people
to believe in what it offers ~ not justin the way of products and services, but n its
approach to people and to the planet.

S0 many of us want o create a business that helps people and the planet, that
il gap in people’slives and becomes a trusted, go-to source for whatever it is
they need or desire. If you started your business with the hope that it would not
only bring you financial fulfiment, but also emotional contentment, then buliding
a brand is an essential part of the process.

Through frameworks, interviews and proven strateges, this book will provide you
with the practical steps to help transform your business into an entity that you
an be proud of. Along the way it il help guide you through questions about
your hopes for the world, the legacy you wish to leave and the way you'll un your
business on a day.-to-day level

Whether you are just starting out or decades into your business journey, you wil
learn the essential ingredients for moving your audience from simply transacting
with your business to being transformed by your brand.
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In July 2001, just three days after turning 21, | found myself cashing in a one-way
ticket from Melbourne to London. | had saved the $800 reqired for the flight
from a part.time cafe job and organised my first month's rental with a stranger
Thad met online. | had a Bachelor of Arts, and to me that equalled guaranteed
employment. | envisioned myself working in London at the top magazines of

the time - Dazed & Confused, -D and NME. | imagined a lfe of abundance;
European holidays on rotation, magnificent cutting-edge fashion and a flash
East End apartment to call home.

The reality was alttle less exciting.

The rental | had organised came complete with a strange American flatmate,
who would only open his bedroom door  tiny crack to talk to me, 5o that for the
entire month | lived there | never actually saw his whole face. After interviewing
ata bunch of magazines, | was offered a stint working three days a week at ane
of the women's glossies — for the grand total of £0. After spending the first week
dusting a makeup closet, and the second week calling PR agents to find out
what dress a celebrity had been wearing, | decided the fairytale | had written

for myself might well need to be edited. My decision to leave came four wesks
later when | noticed one of my colleagues wheeling a suitcase around the offce.
Excited, | asked if she was finally going on a photoshoot. She replied no and
informed me that she was technically homeless and would often sleep at work or
stay at a friend!s house. As such, she carted her belongings everywhere she went.
My colleague had been working full-time for two years for free

In the months that followed, | eft the magazine industry and, following a
disastrous period of au-pairing for a wealthy family across from Hampstead Heath,
finally landed a job as the executive assistant to the managing director at a small
Shadwell advertising agency. | moved into a share house in Bethnal Green with
two wonderful flatmates. It was above a workmans cafe that opened at 5 am

and served a fullfy-up breakfast for three quid and a coffee for just SO (prices

1 would come to love as my savings dwindled). Next door to that and directly
below my room was a makeshit cab station where drivers would congregate from
dusktil dawn, laughing, smoking and generally making it impossible to sleep.

For a fll 40-hour work week | was pai just over £200 (before tax). The majority
of this went towards rent and public ransport, with a small amount left over

for sociasing, internet cafes (femember those?) and food. Despite the super-
tight purse strings, the one thing | was happy to spend my money on wos tea.

In partcular, a herbal tea by a certain brand | had grown accustomed to having
once or twice a week prior to leaving Australia. When | had used up the tea | had
brought with me, | tred to find a similar one in Landon's supermarkets. Given
London is a global city and the capital of a country renowned for its love affair
with tea, | thought the task would be relatively straightforward. Like my stint in
UK magazines, however, it turned out to be a lot harder than | had expected.

Even after trekking o all parts of the cit,including specialty tea shops, | could't
locate a tea that had the same taste as the one | enjoyed back home. In the end,
Tasked my mum to send packets of this particular tea from Australa. Despite
taking up 1o a month to arrive, the wait was worth it, ' light up every time a new
parcel arrived. For much of that time living in London | would get into work early
o utiise the free bread and butter in the office kitchen so | could eat something
substantial during the day, and in the evenings | took to buying the cheapest

How did we get here?

of cheap cans of spaghettifrom Tesco and happily agreed to any leftovers that
my flatmates — both amazing cooks ~ offered up. But when | had a cup of that
tea, it felt somehow indulgent, as if | wasn't living pay cheque to pay cheque:

It sounds ridiculous but that tea gave me a sense that things would get better;
and that despite the challenges around me, there would always be those caiming
moments with a quality cup of tea

More than twenty years on, | stil occasionally induige and buy that same tea
And as | have grown and changed, so too has the brand. While in my carly
twenties | was attracted to it mainly for ts taste, today | continue to engage
with it because of its approach to sustainabilty My income and living situation
may have changed, but the connection | have with that brand hasn't

We all have them: brands we stay loyal to; brands we admire, respect and count
among entities we find it hard to ive without; brands we have continued to buy
from, recommend and respect for years, if ot decades.

Perhaps they are the brands our parents or grandparents brought into the home
and therefore boast a itle nostalgia for us. Or, perhaps they are the brands.

we were able to save for and finally buy with o first pay cheques. Maybe

they are brands you dreamt of owning a5 a chid and now, as an adult, they
give you a sense of joy every time you engage with them. O perhaps they

are brands you have only found out about more recently and have connected
with on an emotional level. Maybe they are brands that give you hope about
the future, or maybe they are brands that always make you smile despite lfe’s
tougher moments.

These brands have made their way into ou lives and, muich like my own
experience with tea, we can easly relay to friends, colleagues and family a story
about our unique relationship with them

On the flp side, there are hundreds of products and services we will use in our
Iifetime where we fail to have a deep relationship or connection to the brand
behind it

We may buy these brands simply because they are the cheapest, or the most
convenient, or because we were served up an ad on social media in the midst

of midnight scrolling and it seemed like  good idea at the time. Most kely,

we will not relay their story to anyone or share in their celebrations. We will not
bother to follow them on sacial accounts or subscribe to their emails. We will ot
willingly choose to form any sort of connection. We willsmply use (or dispose
of)their product or service then forget they ever existed. And when we have a
need (or a want) for a similar product or service in the future, we will not type their
brand name into a search engine because we have smply forgotten about them.

They are nameless and faceless. We don't know the humans working for
them and, in many cases, we forget there are even people involved between the
idea and delivery of the product or sevice. They are not the brands we use to
help us show our values, beliefs and hopes to the world. They are not the brands
we scan for first at the supermarket or see the colours and logos of on the shelves
of our homes and workplaces month after month, year after year. They are not
the brands whose stories we share with friends and family who visit and ask where
that sofa or ceramic cup s from. These nameless and faceless entities may filla
practical need for a fieeting moment in time, but they are ultimately forgetable.
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