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Branding  
Your Business 
Written By:  
Dave Ratner 
 
Let’s play a game.  I will give you a name, and 
you put a business to it.  Dave Thomas.  Frank 
Purdue. Walt Disney.  Ok, those weren’t too 
tough.  They are, however, classic marketing,  
or should I say branding stories.  We as small 
businesses can do what they did in our own 
markets.  Really!! 
 
Think about this.  Frank Purdue branded dead 
chickens. If he can do that, you can brand your 
store.  What I mean by “brand” your store is 
this. When a person thinks of pets or anything 
else, they think of your store before any other.  
Jeff Bezos from Amazon describes your brand 
as what others say about you when you are not 
in the room.  Ok, how do we do this? 
 
I will use my business as the case study because 
it is a real-life story.  As an independent 
business, I know I can’t out-advertise the big 
guys.  But I can out-market them.  And I have 
something that they just can’t ever have—me.  
So for the rest of this article, put yourself in my 
shoes.  Some of this stuff may work for you, and 
some may not, but please, give some of this a 
try. 
 
I use TV to promote my business—not to adver-
tise specials, but to promote the fact that we are 
pet lovers and experts.  I like to be in the ads 
because we are a visual society.  People 
recognize me wherever I go.  I am the pet guy.   
 
 
I want people to know that my store has the 
nicest employees in the world.  I want people to 
know we have a huge inventory at 

REASONABLE prices, but most important, that 
we are experts. 
 
Cable TV is the best thing to ever happen to 
independent businesses.  Yes, you can afford  
to be on cable.  I am talking about the Discovery 
channel, Nickelodeon, A&E, and all the other 
channels we watch.  The beauty of cable is you 
can pick or segment your market.  First, you can 
advertise only on the networks you choose, and 
then you can have your ads run in the zones that 
are near your store.  Make sure you are in the spot. 
You want to become synonymous with your store. 
Don’t you feel cool when you go into any 
business, and you know the owner? 
 
I make myself available to every organization, 
school, church, or whatever.  We have to be 
accessible to the public, which is the most 
important part of branding your store.  The more 
you go out into the public, the more well known 
you become.  I speak at every rotary club, 
chamber of commerce, and Kiwanis club that will 
have me.  I get to tell my story about how 
wonderful we are.  You simply cannot buy that 
publicity.  We go to libraries and do programs for 
the kids to the delight of librarians and tons of 
parents. 
 
Are you too shy to be in front of all those people? 
Not everyone is comfortable to be in front of a 
camera or on the radio.  Join your local Toast-
masters Club.  It is filled with people who have 
the same fears.  The only way to overcome the 
fear of being in the public is to be in the public. 
 
Ok, you just don’t want to be on TV.  Can you use 
radio?  You bet.  Every city has local 
programming on AM stations.  The stations are 
always looking for people to appear on these 
shows.  It amazes me how many of our cust-omers 
listen to AM radio.  How about radio spots for 
your business?  We do radio spots, and once 
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again, I do the spot.  Don’t do radio or any 
advertising for that matter if you can’t afford to 
run a “campaign.”  My radio ads simply address 
one product at a time.  I am the absolute expert 
about that product. 
 
It has taken time, but I am known as the answer 
man for anything pet-related in Western 
Massachusetts.  Do you know any folks who are 
experts in their field but are jerks?  We like to 
do business with people who are nice.  It is that 
simple.  We give to every charity that asks.  Not 
money, but gift certificates.  Small amounts. 
And, I tell people who are asking, “We get so 
many requests, and we like to give to every-
body, so here is what we can give you.” We are 
known as the “nice guys.”   It is another way of 
reinforcing our brand.  How can the customer go 
anywhere else?  I have lots of photos taken 
when we do good stuff for the community, and 
ALL the reporters for every newspaper, TV, and 
radio station call our stores first.  Here is a tip.  I 
send the reporter a thank-you note whenever my 
name gets mentioned in an article or story. 
 
What about newspapers?  I stole this idea.  I 
ain’t proud.  But, it’s perfect for us.  This print 
ad shows a great way to shout, “I am an expert.”  
You may be able to get some co-op advertising 
money from a vendor, and kill two birds with 
one stone.  So to speak.  Once again, in the “ask 
the pro” ad, make sure you are the pro.  I often 
thought about putting an employee in that ad, 

but it doesn’t work.  I am the business.  Besides, 
that employee may end up working for a 
competitor one day. 
 
I was just asked to write a column in a local, 
monthly magazine aimed at homeowners.  Am I 
getting paid?  No, but the paper agreed to include 
my photo in the column, and they will give me a 
free ad every issue.  Again, I will write about a 
product, or a “how to,” or even a “why one 
product works better than another type.”  The 
point is, I never really mention my store in the 
articles.  It is a real soft sell. Soft sell is what 
makes us successful.  It goes along with the “we 
are experts” theme. 
 
So, folks, don’t be bashful.  Get out, and tell the 
world how good you are.  Let them know what a 
great business you run, and that if they need 
anything having to do with pets (or whatever your 
product or service), you can help.  
 
  
 
 
 
 
 
 
 
 
 

 

 


