THE REALTRUTH

2

i_ 2.¥|
YOUR GUIDE TO EUSINESS SUCCESS #

-

FERFORMANCE ' _ o
\__35___55/ e S
SALES STRATEGIES /

DONE

In way less time

FIND FASTER WAYS TO BETTER RESULTS IN PROFIT'S PRODUCTIVITY HANDEOOK

5395 LAY 2008 WWW.PROFITEUiIde.com Find new customers
spot your weaknesses
Climb a mountain

B EG

Cervélo Cycles’ answer
to low-cost competition

FRASDA G B0 FL19E



— e b c——

Nom de boom

MOST COMPANIES WOULDN'T EVEN CONSIDER CHANGING THEIR NAME. BUT EVEN
THE TIMIEST TWEAK CAN DELIVER BIG BENEFITS WITHOUT BIG RISKS

BY ELEANOR BEATOM

RON WHITE HAD THE KIND OF NEW YEAR'™S
that entreprencurs dream of, The
founder and president of Ron Whire:
Thn: Fn::.nl: 5]111]1|1|;_'| 4 ']}11':1111“-11951_'11
retailer of fashionable vet comfortable
foorwear, closed out 2005 with a string
of suecesses, He elbowed out upper
crust clothing retailer Holt Renfrew 1o
geore the launch of Pumas coveted
Muala eollecton. He started his own
line of fashion foorwear, manafactured
al the same Talian factories that make
shoes for Guea and Daolee & Gabbana,
Best of all, traffic in his stores in January
was higher than it had been in the com-
pany’s 12-year history.

M sreoke of i-;u-::||.| Inck? Bar a chance.
White credits the company’s good for-
tune in part wo his fall 2005 decision o
change his COMPANYS NaIme, wpmng the
fashion ante 4 la Kenneth Cole by
adding “Ron White” to what was origi-
nally juse "Ihe Foot Shag Ppe-

It's 2 small L'han-zu., but cven a minor
tweak to your firm’s name can eénhance
brand equity, create valuable marketing
momentum and PR, and wlbimately
drive sales. The return on investment
can make the process more than worth
it. Bur only if the change is well execut

MONIKER MOVES

REULLING OVER & CHANGE

T YOLIR FRRKT'S MAMET HERE'S

ed=—and made for the
right reasons.

One of the most
'plll_r_sr:-rtan'. rar:iunalm
for considering a new
moniker is to signal
thar the nature of your
business offering has
changed, says Bev
Tadhope, CEOof
[nrerhrand Canada, a
Toronto-based  mar-
keting agency that spe
cializes in corporate
naming. Such was the
case with Ron White,
Onginally known  for
its comtortable shoes, In recent years
White tried 1w position the company as
a fashiom boutique by stocking more
stylish footwear, However, consumers
weren't registering the change, says
White: “Fashionistas weren't shopping
here.” He necded to repositnion the store
in the marketplace, and started with its
name. A radical change was out of the
AquEsTon :
loval customers, some of whom spend
tens of thousands each year on his shoes.
Viesnwhile, his l:ulﬂl:lill_g FEpRITLIN I

White couldn’t rsk losing

5 HOW T DO T EHGHT

1 FICK A MAME YOI CAN DAY, TS eommon for Sniseprentars 00 poeid entnily embeacs sameont oo’
trademark. Be sale and have a lawper pre-soreen your proposed name,

s T e e p——__

CONSIDER YOUR NAMES FUNCTIIN, For instance, if you have a lIr|1 nad marketing ok 268, shick t
lTE‘i-l.I'-hI]H name that chearly indicates your product alfeing.

|'|-5r- CLIENTS WHAT ‘IHE\ THINE, Don't urdensstimati the mle o
business deelslon vou make, says Rivers Corbetl, CED of Tha Chef Group

your cusbamers in e SUCoRsE o BNy
{formarly: Reat-A-Chef).

Sofeiting feadback from customars abaut your naw name i a great way to educate thom aboiit your

susiness and giva them a

S e

4 EXCTEYOUR EMPLOVEES, Braef stafiers on wiy' and how you chasged your name. Kahe

stake in the Sutcass of the new Hame”

= s

cure thay under-

stand the litthe things tsal gan holp get the woed oul ko clients, such as new e mall shgnalenes ans

mal gresings.

LT —

5 JURAP-IN FEET FIRST. Forpnt & gradual appeoachs makn the change

ness stratesy

y quickty and dacs hnl-_,l. YOiE . AT
cauld include press nelesses, markating matodals, direct custemer comiact asd parhapa
evn @ kickedT celebration.

the fashion community made him chink
of other designer/entrepreneurs like

Calvin Klein and Tommy Hilfiger,
whose names have become sucoesshol
brands. Attaching his name to his
already established brand was the per-
fect solurion, Coupled with a sleek new
brown-and-white logo, the new name
announced to shoppers and wholesalers
thian boring orthopedies
store. They ook notice and, in January,
the company enjoved a 700% increase
in mew olient sales ransactons over the
same period the |1rﬂ'in'r~ YT,

Rivers Corbett is another entrepre-
neur who ook the leap and changed his
firm’s name o |-:r_'-;:|] pace with his com-
pany’s diversifing oferings. Onginally
called Bent-A-Chef, the Fredericton,
MB.-based  food-services outht had
been steadily t:uilding on IS cAtenng
roots, adding a new line of frozen foods
and culinary classes, “Our old name was
starting ro limic us,” Corberr says. “The
Rent-A-Chef name said ‘catercers,” and it
just didn't make sense on frozen foods.”
Corberr and his veam des |.'.||r||l=|.| a list of
names that were more aligned with the
company’s growth plans and tested them
(Ml il I.'.Irll,llll}'\ll.'.uh :|.Il|.|. ] |-|:'|J. :-.l:il:L:[
clients. Corbwetr relaunched his company

this wasn't
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as The Chef Hfl'.l".l]?l in  CHANGING HIZ While Rizkalla can't be sure
Seprember 20 b s e ‘ '
eprember . 004, sending ll:p” EIRM'S NAME how much can be auributed
ers to his clientcle and press to the new name, he says the
releases o the media, order- FORCED EMAD process forced him o refocus
il_lg mew husiness oa .r||~: .|1'|.d RIZHALLA TO on the basics :5-1 growind h1_|5.!-
signage, and updating  his ness. “It allowed us to reposi-
I:II:.il'Iu:Iillg nprerials and web REFQCLUS QN non and focus on who we are,
:'-I.l.l.'-. F’_.LI-I{JL!H says it ok fi.ﬁ."l.i' THE BASICS OF oanr values and what we 11'.11:.[:-:
weeks to make the transition, el our name to say about us,
costing the company approxi-  GOOD BUSINESS  he says. “These are essential

ranely 53,000,

Corbett is impressed with the results
so far MNew iI'||:t|.|'i|'i|.':a AT I |1:|:|:|:'c:r limi=
ited o requests for catering services, as
thiey were under the Henc-A-Chel name,
bur now relare o both the culinary
classes and prodoct lime,

But Corbett warns that renaming is a
[riscess i o he raken |ig||'r|§,'. Privcioms
market research indicased thar 73% of
people in his marker knew the Rent-A-
Chef name, Corbett says that communi-
cating with his clients by phone and
direct mail helped to minimize any
potential damage to the brand. S4ll, he
gays, “We definitely took a risk.”

Its a msk familiar to Emad Rizkalla,
[T esident of Bluedrop Performance
Learming (formerly ZeddConum), a St
_II..IIII'Il'.H.. Sl -hased e |-r':||'|'|ill.g sampany
with six offvces in Conmida amd the U5,
Owver  the vears, FeddComm  had
1’.‘I'|il.::|.'i:|.[ ]"liF'l'l-|'|-|'1|ﬁ|1: 1||r||i1 R P S
and wremendous prowth—so much that
in 2004, the companys two major divi-
sions, Il and e-learning, became sepa-
rate corporite entites. Lhe larger 1T
branch was spun off as Zedl'T” Solutions,
In the case of the e-learning firm,
Rizkalla wanted to come up with some-
thing radically different.

"[ 1|H|l.|:".I Al 1 s An ‘||IFI|IJI'|.I|.||'i|_'| (1§ ]
start fresh with o nome that reflected
who we are, not who we were,” says
Bizkalla. A consulmm ||-:!1||-Hi the coun
pany come up with “Bluedrop™—
Mewfoundland slang for a clearing in
sea ice. Rizkalla launched the name early
lase wear, and followed up with an
aggressive public-relations campaign to
Feclaim Some -::lf '.|'|-:.: -:.:-::Iuil:.' ||||i|: |.|1'||:||.'r
the old brand. Since maost of the compa-
ny's growth comes from exisong cus-
pomers, Rickalla |r:|.i|! palin attentuon o
his clients, sending them information
about the change, phoning them or, in
SONTE CHSEs, aven r||!_u;li|1:_-! |:|i7-,-|,'1|§.' (1%]
counmnicate his enthusiasm about the
company’s new directian.

mince the rebraniding, Bluedrop has
experienced 120% revenue growth.

T0 PROFIT WAY J00G

siralegic netivigies that a loe of
smaller coanpanies neglect, sometimes at
their own peril.”

When it comes to renaming, the
greatest misk can also be the greatest
benefit, according to Jerry Genge. In
193 he founded Newmarker, Ope-
based engineering Grm Gerald R.
Genge Bmilding Consulmants, using his
own name to leverage the reputation he
had bl over his 20 year 1_-|15'i|1:_'|_-|:'|.|:1g
career. But 13 Veirs amel 15 ernployess
Irlll:l, {-';'I'HE:I' has hegun I|||||Lir|l_!. aluant
retirement. ©T knew that if T ever wanoed
to sell this company, | would have o
make it more attractive to other pen-
ple,” he says. “A company named afrer
someone clse is always going to be
else’s company.” So he
changed the firm% name to GRG
Building Consultants.

E:I.I"’«ll:lil:l-l.'l‘\ !III-Ij I..'Flll,lli_l!.'{_‘i_':w. JII'[';j,I:I'_ﬁ'
referred o the company as “GRG" so
GL"I'IE:G.‘ cunsicdersd it the [ren et blemd of

EOMSnne

old and new, While conventional wis-
dom recommends a swift transigon
avoid causing confusion among cus
tomers, Genge took a pradual approach
to the name change. Why? Reliability is
key in his indusory; a quick change, he
beligved, could wndermine the reputa-
tian fue had painstakingly built as a rock-
solid company. “We didn't wanr our
clients o see g sudden 4_"|1$|:||‘|.:1'. w0 We
started with oor letterhead and went
from there,” =1y f;ﬂ':g!'. MNow he is
Ltl,"l.'l:'|n;1i||1: a =hareholders” agTEEment,
and has already received strong interest
in hu}'mg the firm from all four ]1r|rjr|'|
managers within the company,

Your hrm%s name 15 one of the most
important markenung touols you  have,
These entrgprengurs prove that for it wo
be effective, it has to keep pace with your
company—uoday, and in the futre, §

The CED as CE: Why you need 10 be your o

Chief Brand Officer, the allimate guasdian of
vour firm's brand
Fimd it at
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