
ACCELERATING 
GROWTH WITH 
BRAND POWER.



Fast Facts

1964

Whitehouse, NJ 

2nd Generation

14 Humans. 1 Bichon.
B2B Brand Experts.

Longest Client @ 30.  

Top Ten Average 10.8 Years 

27 Months. 37 Awards.



ACCELERATING GROWTH WITH BRAND POWER.

1. Understanding Brand (Context)
2. Planning for Success (Strategy)
3. Marketing-to-Growth (Tactics)



OUTCOMES

Connect Dots
Affirmations

New Learning



Terms.
Construction. 
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1. 
UNDERSTANDING 
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ACCELERATING GROWTH WITH BRAND POWER.

Ready. 



1. Understanding Brand: Terms

A BRAND IS…

UNIQUE 
x3Unique 

Entity
Unique 
Offering

Unique 
Audience

UNIQUE: Unlike anything else.





1. Understanding Brand: Terms

BRANDING IS…

Consistent 
application 
across all 
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1. Understanding Brand: Terms

MARKETING…
Actions brands take to
start or strengthen a 
prosperous relationship.

SALES…
Actions brand ambassadors 
take to convert a relationship 
into a new or repeat client.



MARKETING…
SALES…
BRAND…
BRANDING…



1. Understanding Brand: Terms

BRAND 
DEVELOPMENT…

The purposeful creation of 
distinct brand positioning, 
messaging, and style to engage 
ideal audiences on an 
emotional and functional level.  



DISCOVER
Internal Discovery 
External Discovery

Competitive Analysis
Key Insights

DIFFERENTIATE
Brand Messaging

Graphic Standards + Imagery
Engagement Methods

Creative Concepts

DEFINE
Brand Personality
Brand DNA
Brand Value Proposition
Brand-Customer Connection

DEPLOY
Brand Foundation + 
Engagement
New Customer Acquisition
Customer Expansion
Customer Buying Frequency



BRANDING WITHOUT 
BRAND DEVELOPMENT 
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1. Understanding Brand: Construction

Logo Mark
Descriptor
Brand Statement
Visual Assets
Brand Messaging
Identity System

FORTA CORPORATION 
Concrete Fiber Mfr. 



1. Understanding Brand: Construction

Logo Mark
Descriptor
Brand Statement
Visual Assets
Brand Messaging 
Identity System





THE FIBERS



THE PEOPLE



CIRCLES OF STRENGTH
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1. Understanding Brand: Construction

Logo Mark
Descriptor
Brand Statement
Visual Assets
Brand Messaging 
Identity System

It’s designed to stand the test of time. 
Our innovative products do the same.



1. Understanding Brand: Construction

Logo Mark
Descriptor
Brand Statement
Visual Assets
Brand Messaging 
Identity System

Of all the bonds we form, 
none is more important.



1. Understanding Brand: Construction
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Unfortunately, we weren’t around 
when it was built. 
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1. Understanding Brand: Construction

Logo Mark
Descriptor
Brand Statement
Visual Assets
Brand Messaging 
Identity System

CORPORATE SIGNAGE

SIGNAGE

Signage is a fundamental visual expression 
used to identify the FORTA® Corporation. 
Using it consistently will build greater 
recognition and awareness of our company. 
Consistent use of the FORTA Corporation 
Signature in all signage applications, both 
interior and exterior, will build greater 
recognition and awareness of our company.

1.32

Table of Contents              Logos              Color Usage               Typography              Written Communications              Print Collateral              Digital Collateral              Exceptions
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1. Understanding Brand: Why?

Emotion 
Consistency 
Distinction

For Brands that Lead 
with Emotion, buyers 
are more likely to: 

Positive Image of 
(89%)
Trust in (86%)
Be Loyal to (83%) 

Porter Novelli (Omnicom) Research Study



1. Understanding Brand: Why?

Emotion
Consistency 
Distinction

Lucid Press Research Study

Consistent
presentation of a 
brand has proven 
to increase
overall revenue
by 33%.



1. Understanding Brand: Why?

Emotion
Consistency
Distinction

McKinsey & Company

B2B companies 
with strong
brands
outperform weak 
ones by 20%.



1. Understanding Brand: Why?

Our own recent 
primary research 
study:

Delia Associates

90% sales & 
marketing execs 
indicated 
brand image of 
“high importance” 
to growing sales.



Discovering
Defining
Differentiating

2. 
PLANNING 
FOR SUCCESS

ACCELERATING GROWTH WITH BRAND POWER.

Aim. 



2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

A A = Awesome

B
C

B = Bi-Polar

C = Corrosive



2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

A A = Awesome

UTILIZE

APPRECIATE

IMPROVE

REWARD 

REFER



2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

A A = Awesome

PAINS

GOALS

FRUSTRATIONS

CHALLENGES

PASSIONS



2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

Prospects

Clients

Re
fe

rr
al

s

Custom
ers

A





2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

A A = Awesome

EMPATHIZE

ALIGN WITH NEED

BE A BEACON



2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

THE ZONE

BEST-IN-CLASS

MOST 
PASSIONATE

MOST 
PROFITABLE

A.K.A.: “The Hedgehog”



2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

THE ZONE

BEST-IN-CLASS: Large Commercial Flooring Projects
MOST PASSIONATE: Complex. Mission-Critical. 
MOST PROFITABLE: Exact Specs. Tight Timeline. 



2. Planning for Success: Discovering

Our Ideal Client
Ourselves
Our Competition

FIRST IMPRESSION?

WHAT ARE THEY SAYING?

WHAT ARE THEY DOING?

WHAT ARE THEY NOT
SAYING/DOING?



2. Planning for Success: Discovering



2. Planning for Success: Discovering



2. Planning for Success: Discovering

Pantone #138 Yellow/Orange
• Dramatic exclamation
• Gregarious, positive, happy
• Stimulating, vivid intensity



2. Planning for Success: Discovering

Pantone #138 Yellow/Orange
• Dramatic exclamation
• Gregarious, positive, happy
• Stimulating, vivid intensity



2. Planning for Success: Discovering



2. Planning for Success: Discovering

OUR COMMITMENT

OPTIMUM CARE

OUR CUSTOMERS





Discovering
Defining
Differentiating

2. 
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ACCELERATING GROWTH WITH BRAND POWER.
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2. Planning for Success: Defining

Target Persona
Value Proposition
Connecting Idea

A A = Awesome
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2. Planning for Success: Defining

Target Persona
Value Proposition
Connecting Idea

Especially for…WHO?
Religious congregations, private 
education, and sports & recreation 
facilities in New Jersey, Eastern 
PA and Southern NY…

<THE BRAND> is…WHAT?
The commercial construction 
company…

that…HOW (UNIQUE RECIPE)?
Provides total construction 
services with a unique 
combination of honesty, integrity, 
value, and superior attention to 
detail.



2. Planning for Success: Defining

Target Persona
Value Proposition
Connecting Idea

Especially for…WHO?
Religious congregations, private 
education, and sports & recreation 
facilities in NJ, Eastern PA and 
Southern NY…

<THE BRAND> is…WHAT?
The commercial construction 
company…

that…HOW (UNIQUE RECIPE)?
Provides total construction 
services with a unique 
combination of honesty, integrity, 
value, and superior attention to 
detail.





BUILDING WITH A HIGHER PURPOSE. 

We build schools that go beyond 
client expectations to help realize 
the dreams of everyone who walks 
through their doors. 





2. Planning for Success: Defining

Target Persona
Value Proposition
Connecting Idea

What single 
thought will 
best form a 

strong 
relationship 

with the 
BRAND?



define > MINALEX

BRAND/
CLIENT

CONNECTION

What single 
thought will 
best form a 

strong 
relationship 

with the 
BRAND?

2. What emotion(s) will best 
enable the relationship?

6. What are they thinking?

1. What are the brand’s 
objectives?

5. Who comprise the key 
connection groups?

3. What should the brand 
relationship be?

4. What are the most important 
brand elements?

8. What “reasons to believe” 
will assist in this change?  

7. How would we like their 
thinking to evolve?



define > MINALEX

BRAND/
CLIENT

CONNECTION

We can trust 
Minalex for 
the exact 

products and 
responsive 

attention we 
need.

3. What should the brand 
relationship be?

4. What are the most important 
brand elements?

2. What emotion(s) will best 
enable the relationship?

6. What are they thinking?

1. What are the brand’s 
objectives?

5. Who comprise the key 
connection groups?

8. What “reasons to believe” 
will assist in this change?  

7. How would we like their 
thinking to evolve?

Confidence

Understanding and caring 
partner, collaborator and friend.

Minalex will extrude low volume, 
tight tolerance, small, complex 

shapes where others will not.



Manufacturing Precision Partnerships.™



Because you want more than 
a part. You want a partner.

Manufacturing Precision Partnerships.™



Manufacturing Precision Partnerships.™



Manufacturing Precision Partnerships.™



Discovering
Defining
Differentiating

2. 
PLANNING 
FOR SUCCESS

ACCELERATING GROWTH WITH BRAND POWER.

Aim. 



2. Planning for Success: Differentiating

REMAK-ABILITY
Messaging
Visual Assets



2. Planning for Success: Differentiating with Messaging



2. Planning for Success: Differentiating with Messaging



2. Planning for Success: Differentiating with Messaging



2. Planning for Success: Differentiating with Visual Assets

Four Quarters
Before



2. Planning for Success: Differentiating with Visual Assets

Four Quarters
After











1. Awareness

2. Understanding

3. Distinction

4. Relevance
PREFERENCE

WORDS & IMAGES: PUT YOUR BRAND IN THE CUSTOMER’S HAND



3 Ways to Grow
The Value Journey
45 Growth Tactics

3. 
MARKETING TO 
GROWTH

ACCELERATING GROWTH WITH BRAND POWER.

Fire! 



3. Marketing to Growth: Three Ways To Grow

1. Get more customers.
2. Get them to spend more.
3. Increase buy frequency.



3. Marketing to Growth: The Customer Value Journey

1. Get more customers.
2. Get them to spend more.
3. Increase buy frequency.



3. Marketing to Growth: 

1. Get more customers.
2. Get them to spend more.
3. Increase buy frequency.

45 Ways



Get more customers (x20)

• Lead Magnet 
• Samples/Trials
• Interaction (Quiz/Survey)
• Assessment/Consult
• Podcast/Webinar
• Live Events/Live Stream
• Blog
• Public Relations
• Content Syndication
• Tradeshows/Conferences 

• Social Messaging
• Catalog
• 3D Gift
• Social Advertising
• Paid Search (Display, Text)
• Direct Mail/E-mail
• Trade Advertising 
• Review Sites
• Organic SEO
• Social Posts

ACCELERATING GROWTH WITH BRAND POWER.



• Upsells
• Cross Sells
• Slack Adjusters (Super Upsell)
• Downsells
• Bundles, Kits, Value Buckets
• Line Extensions
• Subscription, Continuity
• Membership, Group, Association

• Consulting, Training
• Customer Appreciation Events
• Done-For-You Service
• Client Exclusives
• Warrantees, Insurance

Get them to spend more (x13)

ACCELERATING GROWTH WITH BRAND POWER.



• E-mail Newsletter
• Automated Email Follow-up
• Exit Offers
• Bounce Back Offers
• Product Includes…
• Retargeting
• Loyalty Program

• Direct Mail 
• Outbound Phone Follow-up
• Coupon, Gift Cards
• Newsletter, Magazine (Physical)
• Client Appreciation Offers

Increase buyer frequency (x12)

ACCELERATING GROWTH WITH BRAND POWER.



D+E Consulting Solutions
THE CHALLENGE:

D+E’s branding and marketing efforts did little
to communicate their stellar service, expertise

and responsiveness to their clients and prospects.

C L I E N T   C A S E   S T U D Y   1



BRAND REPOSITIONING



OFFICE SIGNAGE



BUSINESS CARDS, WEARABLES 
& BRANDED HANDBAG



WEBSITE 
FACINGS



EMAIL & MARKETING FLYER



TRADESHOW BACKWALL



D+E RESULTS

Over 500 quality leads 
following the brand debut 
at a major industry event. 



Terms 

Construction 

Reasons Why?

SUMMING IT UP

ACCELERATING GROWTH WITH BRAND POWER.

Ready. 
Discovering

Defining

Differentiating
Aim. 

Three Ways to Grow

Customer Value Journey

45 Growth Tactics
Fire!



“You never fail 
until 

you stop trying.”
ALBERT EINSTEIN



THANK YOU!
If you’d like to learn how to accelerate growth

using your brand power, contact Ed Delia 
at: 908.534.9044 or edelia@delianet.com

mailto:edelia@delianet.com

