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Word Genius 
"Raise your words, not your voice. It is rain 

that grows flowers, not thunder."  

-Rumi 

"No matter what anybody tells you, words 
and ideas can change the world."  

-John Keating 

"Good words are worth much, and cost 
little."  

-George Herbert 

"Don't ever diminish the power of words. 
Words move hearts and hearts move 

limbs."  

-Hamza Yusuf 

"Handle them carefully, for words have 
more power than atom bombs."  

-Pearl Strachan Hurd 

"The secret of being boring is to say 
everything."  

-Voltaire 
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“Few people have the ability to write and deliver a 
message like David.” 

Les Brown, Recognized as the Worlds #1 Speaker 

 

“David has a way with words.  Those that have 
envied his talents for putting them together in a 
powerful way now have the opportunity to borrow 
from his genius and this book shows you how.” 

Allison Larsen, Founder of the Keynote Speakers 
Coalition 

 

“Call it copywriting, call it brand writing, or just 
call it a silver tongue.  For over a decade I have 
watched David word smith business ideas into 
million-dollar brands.  To see him take the genius 
out of his head and put in onto paper for all of us 
is nothing short of a priceless gift.” 

Roger Salam, Founder of The Winners Circle  

 

“Bottom line, David has made me a lot of money.  
Read every word carefully.  He knows what he is 
talking about!” 

Aaron Halderman, Owner of Note Investor 
Summit 
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Foreword  
by Kevin Harrington 

 
This is my kind of book and David is the right 

guy to write it!  For decades I have been pitched 
products and asked for my professional opinion on 
whether or not a business will succeed.  After 
experiencing thousands of pitches a year, and 
sometimes even thousands of pitches a week, I can 
tell you with a high degree of certainty that what 
you say and how you say it matters most. 

1. Have you ever been branding a product or 
marketing a service and start wondering what a 
good word might be to use?   

2. Maybe you even pulled up a dictionary or 
thesaurus online to find different ways to name 
something?   

3. Have you ever been looking for the perfect 
website name, worked on an elevator speech or 
were trying to title a presentation?   

Serial entrepreneurs do this all the time.  People 
in marketing departments and advertising 
departments do this just as much if not more.   

This book is your answer and ultimate guide to 
getting plug-n-play answers to writing what we call 
in the business persuasive sales copy. 
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This book is incredibly effective in breaking 
down the fundamentals of branding, advertising, 
selling and marketing your products and services.  I 
only wish I could have given the thousands and 
tens of thousands of people pitching their products 
to me on Shark Tank this book.  It would have 
saved everyone a lot of time. 

The not so simple fact is that you need to say a 
lot with very few words and those words need to be 
very memorable.  That’s not easy to do.  That’s 
what this book teaches you and so much more.  
Every marketing department, every sales 
department and every advertising department needs 
this book sitting on their desk. 

You need this kind of reference guide not just 
when you launch a new product or service but 
when you write new emails, make new social media 
posts, create new presentations, write new sales 
letters and even when you design new ads.   

Not only does it give you some great templates, 
but it also tells you detailed things like when to use 
verbs, when to use adjectives, and what order to 
put them in.  It even gives you a list of David’s 
favorite verbs and adjectives to use.  (I think I 
might even give him a few of my favorites for 
future editions.)  Seriously, it doesn’t get much 
easier than this. 

You should notice that the chapters are short, 
sweet and to the point.  You can easily go right to 
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the advertising section, you could jump directly into 
the branding chapters or you could even turn the 
pages right to the verb dictionary.  You do not have 
to read this book straight through to get value.  I 
personally enjoyed how easy it was to get 
something out of this book and you will too! 

 

Kevin is an Original Shark on the ABC hit, Emmy 
Winning TV show, “Shark Tank”.  He is also the 
inventor of the Infomercial, and an As Seen on TV Pioneer.  
Kevin has launched over 20 businesses that have grown to 
over $100 million in sales each, has launched over 500 
products generating more than $5 billion in sales worldwide 
with iconic brands and celebrities such as Billy Mays, Jack 
Lalanne, Tony Little and George Foreman.  Kevin has 
extensive experience in business all over the world, opening 
distribution outlets in over 100 countries.  His success led 
Mark Burnett to hand pick him to become an Original 
Shark where he filmed over 175 segments. 
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Introduction  
Why this book? 

If you are like me then you have a lot of fun 
brainstorming and heart-storming new ideas and 
concepts for business.  This process may manifest 
itself in the form of new names for businesses, 
books, programs and products.   

That may lead to new web names, URL’s, 
Amazon searching and corporate name searches to 
see what’s available.  For most of us this becomes a 
fun challenge to find, discover or invent that new 
word or words that will inevitably change the world 
for you and everyone you can share it with. 

My Passion 

Even once you name it, buy it and or secure it 
as yours you still need to brand it, market it, 
publicize it and sooner than later, sell it.  This takes 
creativity, a powerful vocabulary, an understanding 
of decision making psychology, an expert ability to 
write and sometimes even the successful ability to 
speak words into a powerful existence designed to 
inspire action in every audience.  Easier said than 
done but this is my life, my world, my passion and 
even my obsession. 
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Creation Code 

Let’s call this content creation or cracking the 
creation code with a focus on persuasion and 
influence.  In this book I’ll be giving you 
fundamental knowledge of branding, advertising, 
selling with a powerful verb dictionary and 
thesaurus of my own design at the end.  These 
resources will make creating fun, easy and effective. 

My Mentors 

I’ve been able to learn from the best.  Being the 
former CEO of Guerrilla Marketing one of my 
greatest mentors was Jay Conrad Levinson.  In 
addition to writing and launching the famous 
Guerrilla Marketing book series that sold 23 million 
books in 62 languages around the world he was the 
creative director for the legendary Leo Burnett ad 
agency.  It was there that he led teams that created 
iconic brands that included Tony’s Frosted Flakes, 
Jolly Green Giant, Morris the Cat, Charlie the 
Tuna, Lonely Maytag Salesman, Pillsbury 
Doughboy and the Marlboro Man to name just a 
few.   

Many days Jay and I sat on his back porch 
talking branding, business and life.  His stories were 
always humble and sometimes mysterious at first.  
He’d say “yes, brainstorming is powerful.  I 
remember one time in a brainstorming session 
someone threw out an idea about coming up with 
new flavors which sounded crazy because we knew 
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through tons of market research that we had the 
best flavor by far.  But brainstorming launched a 
conversation that led to new product launches that 
put our product in the marketplace in new flavors.  
We were the first to do that and it was huge.”  Of 
course, I’d have to ask, what you are probably 
wondering as well.  “Jay, what company was that?” 
and he casually replied “Oh, that was for Crest 
toothpaste.”   

Another time the conversation went like this, 
Jay saying “yeah, a personal brand can be powerful 
and simple.  That’s why the robe was so powerful.”  
And I’d ask like always had to “what do you mean?  
What about the robe?”  “Oh, Hugh Heffner, he’s 
worn that robe since the first day I met him writing 
copy for him.” 

Or another time when he said “I knew those 
young kids were on to something.  That magazine 
was really going to be something special.” Me 
interrupting him, “what magazine?”  Jay said, “The 
Rolling Stone.  It was history in the making working 
with them.”  (Jay was an Icon that never really got 
all the credit he deserved in part because of his 
humility.) 

I’ve also been mentored by Michael Levine the 
famous Hollywood Publicist for Michael Jackson 
and other Grammy winners, Academy Award 
winners and NY Time Best Sellers.   

 



7 
 

My Bio 

• Columnist for the Beverly Hills Times 
Magazine and the host of the California Cable TV 
show, The Hollywood Entrepreneur. 

• Former owner of LCO Communications, a 
Beverly Hills PR firm that has represented 58 
Academy Award Winners, 34 Grammy Winners, 
and 43 New York Times Best Sellers. 

• Regularly sought out by the media on 
entrepreneur education and cracking the icon code. 
 I have been featured on Fox & Friends, the Today 
Show with Matt Lauer, The Washington Post, Forbes, 
Investor’s Business Daily, Your World with Neil Cavuto, 
Fox’s The Five, and What’s Happening Now. And most 
recently won the award for Entrepreneur Educator 
of the Year from Infusionsoft presented at an NBA 
basketball game. 

• Best Selling author and an International 
Speaker in places as far away as Bangladesh and 
Australia.  Shared the stage with everyone from 
Former Secretary of Defense Dr. Bob Gates to 
Mark Victor Hansen. 

The Humility Myth 

The idea that your expertise is enough and that 
being humble means that waiting for the rest of the 
world to see your talents or your company’s value is 
what good people do. 

The people that buy into the Humility Myth 
often become the world’s best kept secrets.  Ask 
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yourself this:  Who makes the most money?  The 
best realtor or the best marketed realtor?  The best 
chiropractor or the best marketed chiropractor?  
The best coach or consultant or the best marketed 
coach or consultant?   

This brings me to my Law of the War Chest 
which states people only have so much money and 
resources to fight the battle of day to day life and 
business.  All prospective customers and clients are 
asking one essential question either consciously or 
subconsciously that you must have a great answer 
for. The question is only two words. The question 
is simple and honest.  The question is “Why You?” 
They want to know why you and not someone else.  
They want to know why you and not something 
else, or even why you and not nothing at all. 

In this way you are competing and don’t let 
anyone tell you otherwise.  How you talk about 
your company, how you explain your 
accomplishments, the testimonials you or your 
organization have, the awards won and even the 
media that has celebrated you all helps separate 
yourself from the competition. 

There is an art to choosing and using the right 
words, word patterns, feeling phrase formulas and 
visual aids that will make all the difference in 
making your presence felt in the marketplace.   
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My Life’s Work 

For more than 2 decades I have been consulting 
people on the what, when, why, where and how of 
saying things in the most effective ways.  The most 
specific examples of this is when clients come in for 
a brand building and business developing strategy 
session.  During these sessions there are a lot of 
white boarding exercises, brainstorming processes 
and heart-storming methods used to not only come 
up with good words but to rearrange them and 
structure them in the most powerfully impactful 
way possible. 

One thing I preach that I am about to practice 
is that you need to be able to take things out of 
your head that you seem to do magically with ease 
and make them come alive on paper or a computer 
screen so that they are duplicatable.  Richard 
Branson said it best, “Complexity is your enemy.  
Any fool can make something complicated.  It is 
hard to make something simple.”  Experts make 
complex things simple so that they are duplicatable.   

I have learned a lot about how I do what I do 
and how others can recreate it.  I have known this 
for a while, but many of my peers have questioned 
my sanity when it comes to sharing the methods of 
what many call magic.  After all, don’t I just want 
everyone to need me?  What happens if I share my 
expertise and mastery with others?  I believe 
something grand will happen.  I believe it just might 
be one more way to give, serve and share with the 
world and this is the key to legacy. 
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Know that what I am sharing with you here 
others have paid, and will continue to pay, 
thousands and tens of thousands of dollars for. 

True Reference Guide 

The idea here is to give you a book to pull off 
the shelf every time you need to name something, 
brand something, market something or even sell 
something so you can find the right words without 
a lot of time consuming hard work. 

When you really believe in what you do, the 
service your organization provides or the problems 
your product solves this can be an emotional 
journey.  It’s not unusual for someone going 
through a strategy session with me to reach a point 
of joyful tears when we get the words right.  Finally 
having a powerful vocabulary that becomes an 
impactful message that then can evolve into a 
movement is a transformation experience. 

So many times, in life and business we just need 
to know what to say and how to say it.  One of my 
most favorite definitions of success is when 
preparation meets opportunity. 

When someone asks what you do, how your 
product works, why they should spend their hard- 
earned money on something your organization 
provides or why this over something else, you want 
to have a really, really good answer. 
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4 Sections to Reference 

Branding 

These sections are in chronological order 
starting with branding.  You have to know the 
branding basics when it comes to what you are all 
about in the simplest of ways.  I called this the 
branding bible because there are important 
teachings in here to live and die by.  There is both 
the spirit of these laws and the letter of these laws 
that should be obeyed 

Advertising Encyclopedia 

Next is the advertising encyclopedia which 
outlines all the hot topics that you need to know in 
order to get people’s attention and persuasively call 
them to action. 

Sales Manual  

Then comes the sales manual where you will 
start thinking with the “enrollment” in mind.  The 
section gets in objection handling, pricing, and tools 
that will help you persuade. 

Marketing Dictionary and Thesaurus 

This has 2 parts, both a list of hand selected 
verbs and adjectives that will give you the 
vocabulary you need to make the most out of my 
instructions from the first 3 sections.  These word 
lists are perfect for plug-n-play creating when it 
comes to branding, advertising, and marketing. 
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These four sections are really the fundamentals 
with some very specific teachings designed to get 
you powerful results more quickly.  Entire books 
have been written on each one of these topics and I 
am not trying to replace them.  These classics have 
their place in your library.   

Rather, these sections are designed with the sole 
purpose of helping you come up with the best 
word.  Now is the Time to achieve Word Genius 
knowing what best to say and how to best say it.  
Enjoy! 

 

(In addition to everything in this book you also have a 
free trial to my online word genius membership.  Although 
you will find a ton of content here in these pages there is just 
too many things that can’t be transferred to you very easily in 
a standard sized printed publication.  There are visual aids, 
memes, audio, video, subject lines, social media post starters, 
special lists, blueprints, interviews, case studies and ongoing 
support that just can’t be put in a book.  Not to mention I 
am continually updating the membership site with new 
resources all the time.  To learn more and get access go to 
www.wGeniusMember.com to get your free gift today)  

http://www.wgeniusmember.com/
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Section I  
Branding  

Bible 
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Chapter 1  
Before Branding 

 
You need to know what you are branding, so 

ask yourself are you branding more of yourself (or 
somebody) or are you branding your organization 
(or somebody’s else organization)?  There is a 
difference between the two for sure.  Before you 
answer let’s review the differences.  There is an 
upside and a downside to each. 

Branding Yourself 

Typically, if you are in the advice business 
meaning you make your money off the advice you 
give then you really are the product you are selling 
first and foremost.  People are buying you more 
than anything else.  Dentists, Attorneys, CPA’s, 
Coaches, Trainers, Realtors, Chiropractors, 
Financial Planners and Agents are just some of the 
examples of people in the advice business. 

You want to do business with the people that 
you want to do business with, the people that like 
you and trust you. 

The easiest and fastest way to build a new 
business is always around yourself.  The popularity 
of social media and reality TV have shown that we 
want to see people for what and who they are.  It’s 
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easier to hug a real person then a corporate 
building.  We want to work with people we can 
relate to and people that seem real to us.  Don’t get 
me wrong I know that there is a lot of fake and 
phony people on social media and reality television 
is almost always more scripted than most realize, 
but still the demand for these platforms come from 
our desire as a society to work more with people 
and less with a company. 

The “Popular” process 

This personal branding process can be more of 
a “popular” process like what Tony Robbins and 
Oprah Winfrey do.  I wouldn’t say they are being 
politically correct, but their brands are really 
designed for all to know and love.  They rarely 
offend and if they do it’s almost accidental.  They 
are made for the masses or the general-public. 

The “Polarizing” process 

The personal branding process can also be 
more of a “polarizing” process like what Rush 
Limbaugh and Howard Stern do.  They are not 
really concerned with someone being offended so 
long as they feel like they are speaking their truths.  
Rush isn’t trying to get Howard audience followers 
and Howard isn’t trying to get Rush followers.  
They are both unapologetically themselves.  By 
being against certain ideas and people they take 
their following from liking them to loving them.   
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Of course, the downside to building a personal 
brand first and foremost is that people want you 
more than anyone else.  They want your time, your 
advice, your input, your ideas and your attention.  
This can make your business very hard to scale and 
sell off someday.  Conversely, if you’re selling 
technology, a method, a process, or a product, it 
doesn’t have to take up all your personal time. 

Branding an Organization 

An organization brand is more tied to the 
product or service it provides rather than any one 
person.  The experiences that create the brand 
might be somewhat tied to a founder, CEO or 
spokesperson but this is more of the exception then 
the rule.  The organization is more likely to exist 
and excel beyond any one person. 

You keep hearing me say organization instead 
of company because everything I am saying also 
applies to charities and nonprofits as well.   

An organization is not only more likely to 
attract a wider audience but it’s also more likely to 
attract a more diverse work force.  Sometimes it’s 
easier for people to work for and buy something 
from a company that is somewhat faceless versus a 
person that lives contrary to their belief system or 
values. 

Most people don’t know the leaders of 
companies like GM, GE, Ford, McDonalds, 
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Chipotle, Rolex, Tiffany’s, Sony, Disney, or Target 
so they make the buying decisions based on the 
product not the person. 

Branding Both Personal and Organizational 

You now have two options and are you ready 
for a twist?  In all reality you will always be 
branding both, but you will lead more with one 
than another.  Even if you mostly need to be a 
personal brand, you will have a company that needs 
a name and culture too.  Even if you mostly want to 
be an organizational brand, having a leader or 
spokesperson with a good reputation championing 
your cause is important. 

Geographical 

You also might want to think about what 
marketplace you want to be in, start with or maybe 
even grow into.  Are you a local business, a national 
organization or even a global movement?  Will you 
be 100% online or will you have a headquarters 
somewhere?   

These kinds of decisions can help you figure out 
the kind of brand you need and even the kinds of 
options you may or may not have available to you.  
Some names and words have different meanings in 
different areas of the country or world.  It’s good to 
know who your audience will be now and in the 
future.  
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One classic example is when Chevy came out 
with the Nova and went to sell it in Mexico before 
realizing that in Spanish it meant “no go” which is 
the last thing you want someone to think about 
when buying a car. 

What kind are you? 

When figuring out your name it’s good to also 
ask what kind of company are you?  Are you a 
media company, a publishing company, a lead 
generation company, a sales conversion company, a 
tech company, service organization, an auto repair 
place, a fine dining establishment, a type of school 
or even a real estate firm? 

Nothing can even give you options when 
determining your name.  Then find words you like 
for a name you might even want to add these 
“types” at the end of your name.  For example: 

• ABC publishing 
• 123 media 
• ABC University 
• 123 Auto Repair 
• The Blank Firm 
• The Blank Press 
• ABC Fine Dining 
• 123 Manufacturing  
• ABC Engineering 
• 123 Events 
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These examples will not only give you some 
ideas for names but also names that are less likely to 
be taken.  Of course, just because you put one 
different word in front of or after a name doesn’t 
mean it’s unique enough to stand on its own. 

If the name is different and the industry is also 
different then the odds are more in your favor of 
having something much the same as someone else 
and still being legal.  Still, to be sure, I’d encourage 
you to stay out of any grey areas. 

This book will give you lots of ways to 
approach this process and plenty of different ways 
to say the same thing with persuasiveness. 

The beauty of this book is that it’s designed to 
help you brand and build anything at any time.  You 
could be pulling this book off the shelf to brand 
yourself, again.  On a different day you might be 
grabbing this book off your desk to brand a new 
organization you want to launch alongside whatever 
else you have going on.  It’s a multipurpose 
resource guide. 
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Chapter 2  
Branding Basics 

 
My definition for brand is “the sum of all the 

experiences a person has had with any person, place 
or thing.”  If you have never experienced a product, 
service or organization first hand or even through 
word of mouth, then you can’t form an opinion 
because you don’t even know of its existence, but 
once you are exposed to it in any way, shape or 
form you start to project feelings about it. 

The biggest mistake marketers, sales people and 
business owners make about branding is they think 
too much about the descriptions without enough 
focus on the experience.  The better questions for 
you as a marketer, sales person or business owner is 
what’s the experience someone is having every time 
they come into your store, watch your ad, view your 
video, visit your website, read your book, attend 
your event, meet you somewhere, read your social 
media post, use your product, try your service or 
purchase what you sell? 

The Experience Economy 

It’s the experience that converts.  We live in an 
experience economy.  Even if our business model is 
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to make people money and save people money they 
still want an amazing experience.     

If every time someone walks into any bank 
branch, there are long lines while 1 teller is open 
and 10 other employees stand around talking, then 
this is bad customer service.  If even a small group 
of people experience this enough the word on the 
street is they are slow, are poorly ran and don’t care 
about the client.  Those are bad experiences that 
will lead to building a bad brand. 

You see, you are always building a brand just 
like you are always being an example.  The question 
is are you building a bad brand or being a bad 
example or are you building a good brand and 
being a good example providing a good experience. 

Think Disney 

Think Starbucks, Apple or even better, think 
Disney.  They are selling rides or some type of big 
carnival experience.  They are selling a magical 
kingdom and magical experiences.  How much 
would you pay for a magical experience?  A lot 
more than a carnival experience.  I personally like 
Six Flags.  The rides are better, lines are shorter, 
and admission is cheaper.  But Disney is so well 
branded and built that it’s known as the happiest 
place on earth.   

Employees don’t have jobs, they are trained to 
play roles.  They are so committed to the 
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experience that they invented a rod that is designed 
to heat up and scrape gum off the ground.  How 
can you have a magical experience when with every 
other footstep you stick?  Disney’s culture has led 
to probably the best example of the experience 
economy anyone has ever seen. 

I was told that for a longtime people couldn’t 
die at Disney.  That if someone past away that they 
would never be pronounced deceased until off the 
Disney grounds.  People don’t die at Disney.  Now, 
let me be clear.  I can’t confirm that in any way 
shape or form, but just the fact that rumor exists 
says something about the brand that people 
perpetuate themselves. 

The Go Viral Goal 

When it comes to using words to build your 
experience and your brand we want the appropriate 
vocabulary, feeling phrases, and emotional triggers.  
This will lead to getting the attention of the right 
people and if done right lead to a certain amount of 
inspired action.  The best experiences and 
ultimately the best brands will perpetuate 
themselves through word of mouth both online and 
offline which is what we all want…to go viral. 

This book will be more about the words than 
the experiences, but you must know that without a 
good product or service anchored with a powerfully 
purposeful experience you’re essentially wrapping 
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an empty box or even worse, you’re wrapping a box 
of junk.  

Never underestimate the “Packaging” 

Your packaging matters.  Did you know that 
Tiffany’s has never had a sale?  Not like they only 
have holiday sales or only store closing sales.  I 
mean they have never had a sale.  Did you know 
that some people sell their Tiffany boxes on eBay?  
A Tiffany box has such a perception of value that 
people will buy the empty box and put some other 
piece of jewelry in it and give it to someone.   

Sometimes you are branding and marketing 
something new to launch.  In these cases, it may be 
hard to know how much to spend or invest when it 
comes to time, money and resources.  Good is 
probably good enough just to get proof of concept.  
Sometimes you are rebranding and marketing 
something new to relaunch in which you should 
already know if you have proof of concept.  Here’s 
3 easy steps to knowing if you have proof of 
concept. 

Proof of Concept 

1. You are currently selling a product and 
service. 

2. You are making a net profit, high gross 
dollars, or have a lot of client engagement and have 
captured a lot of their information while providing 
your product or service.  (Sometimes the profit 
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comes later and there are times startups like 
Facebook will run in the red before going public 
and or becoming profitable.  This is ok.) 

3. You have customers that are so happy with 
your product or service that they are willing to give 
you testimonials and endorsements. 

This is proof of concept and the third question 
is just as important as the first two.  Without happy 
clients your product or service is not sustainable, 
therefore your branding doesn’t need to be 
improved and relaunched as much as your concept 
needs to be reconfigured. 

Your personal or organizational brand is 
made of these components first and foremost: 

1. Name – One to three words that you will be 
called.  The shorter the better, but if you are a new 
company, a smaller business or in a new industry, a 
name that says a little bit about what you do can be 
helpful. 

2. Slogan – Although your name can be a little 
ambiguous your slogan shouldn’t be, rather it 
should say even more specifically what you do, and 
it should have a high perception of value. 

3. 3 Words – Have 3 words that represent 
what your organization stands for and more 
specifically what you offer people that has a high 
perception of value. 
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4. Action Invitations – Feeling phrases that 
start with verbs that say exactly what is in it for the 
people that decide if they want what you have. 

5. Relevant Accomplishments – Ways to 
quantify you, your products or your services 
success.  This can be awards, media features, how 
you compare to the closest competition, key 
testimonials, celebrity endorsements and more. 

6. Visual Aid(s) – This can be a logo, color 
scheme, font selection, symbols, icons and images. 

7. Website Address – A place online that 
explains, publicizes and promotes your business 
proactively answering the questions that a 
prospective customer might need to know to take 
further action purchasing your product or service. 

8. Social Media – Your names or “handles” 
and the pages you maintain on platforms like 
Facebook, Instagram, LinkedIn, Twitter, etc. 

9. Moniker – A nick name the owner, CEO or 
leader is known for. 

10. Logo – A symbol or icon that represents 
something meaningful in your organization or 
culture.   

These are branding basics that typically take 
the shape of what the branding industry calls an 
Identity Package: 

1. Letterhead 
2. Invoices 
3. Business Cards 
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These ten branding basics can also be built out 
into other types of marketing and advertising 
methods. 

1. Websites 
2. Social Media Pages 
3. Exhibit booths 
4. Brochures 
5. Power Point Presentations 

You have some of the ingredients now and 
some ways to put them together.  It’s a little like 
Mexican food in the sense that the same ingredients 
can make a lot of different great tasting things.  Just 
don’t get overwhelmed.  Although you really need 
the branding basics you don’t have to go 
immediately create all these different types of 
marketing and advertising tools. 

Most of my strategy sessions with clients is 
focusing on just the top 5 branding basics.  We will 
get even more specific on how that is done and 
how to know if you have something good in the 
next chapter.  I will even give you a few examples 
of my own. 
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War Chest.  People only have so much time, money 
and resources to fight the battles of day to day life 
and business.  You, your organization and your 
brand must create a compelling argument on why 
people should choose your products and services. 

What do you do or what does your 
organization do? 

The branding basics you learned in the last 
chapter are a big part of your elevator pitch, 
meaning what you say when answering the 
questions, “what do you do?” or “what does your 
company do?” or “why you?”  Parts 1-5 typically 
are what you pull from to design your company 
intro. 

1. Name – One to three words that you will be 
called.  The shorter the better, but if you are a new 
company, a smaller business or in a new industry, a 
name that says a little bit about what you do can be 
helpful. 

2. Slogan – Although your name can be a little 
ambiguous, your slogan shouldn’t be, rather it 
should say even more specifically what you do, and 
it should have a high perception of value. 

3. 3 Words – Have 3 words that represent 
what your organization stands for and more 
specifically what you offer people that has a high 
perception of value. 
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4. Action Invitation – Feeling phrases that 
start with verbs that say exactly what is in it for the 
people that decide if they want what you have.  

5. 1 or 2 Relevant Accomplishments – 
Something that says your qualifications or level of 
sophistication or uniqueness in providing a solution 
to a problem in the world. 

For example, when talking about one of my 
companies I might say or have said to people 
is: 

“My company is Icon Builder International, we 
are a sales conversion company for speakers, 
authors and experts.  We build brands, create books 
and design presentations.  We’re all about influence, 
credibility, and exposure.  I write a column for the 
Beverly Hills Time Magazine and host a cable TV 
show called the Hollywood Entrepreneur.”   

Depending on where I am at the moment, I 
might add other clever ways to say something like: 

“I make business people celebrities and 
celebrities business people.” 

Depending on where I am, how much time I 
have or what kind of audience I am speaking to I 
might add other accomplishments like: 

“A lot of people know me as the former CEO 
of Guerrilla Marketing” or “Actually I was just 
honored by Infusionsoft for winning the 
Entrepreneur Educator of the Year Award.”   
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You’re not bragging you are applying for a 
job 

You’re never bragging when you are sharing the 
good things that other people and organizations say 
about you.  Even if it feels like bragging you should 
think I am not bragging, I am applying for a job.  
Most people understand that when they go in for a 
job interview they are going to share their 
accomplishments and references.  That is all you are 
doing.  The only difference is that entrepreneurs 
and organizations are selling themselves all the time 
every day. 

Let’s get even more specific.  Here’s the 
formula I just used for my slogan even more 
broken down. 

1. I said what kind of company I am.  I’m a 
sales conversion company.  Is there a perception of 
value to converting sales?  How much money 
would you pay to convert more sales?  What kind 
of company are you? 

2. I said who my target market is.  It’s 
speakers, authors and experts.  Are there speakers, 
authors and experts that have money or people 
with money that will pay to become speakers, 
authors and experts?  Who is your market? 

3. I said even more specifically what I do 
naming just 3 things even though I do a lot more 
and I kept a 2- word pattern for each thing, verb 
noun, verb noun, verb noun.  What are 3 specific 
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things you do for people or what are 3 specific 
things your product does for people? 

Big Brand Exception 

Yes, your slogan can be much shorter than all 
of this, especially if you are a known entity in a 
known industry, but most of us will not be able to 
get away with Nike “JUST DO IT,” Allstate 
“You’re in Good Hands,” or Subway “Think 
Fresh.”  The big companies are more of the 
exception then the rule when it comes to branding, 
marketing and advertising.  Trying to follow their 
example will typically be premature, expensive, 
ineffective and hard to get a return on your 
investment, 

Here is another organization I have so I can 
give you another example: 

“My organization Guerrilla Parenting specializes 
in unconventional methods of teaching children 
self-reliance and making money.  We give parents 
fast and easy and safe ways kids can make money 
on a Saturday.  We’re all about leadership and 
legacy.  I have 8 kids that I successfully practice on, 
host youth entrepreneur summer camps that have 
been featured in Forbes and have even been on 
almost every major news network talking about my 
best-selling book Guerrilla Parenting.” 
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The differences between example 1 and 2 

Notice some parts were shorter.  I only used 2 
words leadership and legacy versus influence, 
credibility and exposure.  I also worked in a little 
longer info on the accomplishments.  Again, 
depending on the person, people or place, I might 
change it up a little, but I always have the same 
components.   

Perception of Value 

I used the words fast, easy and safe which has a 
perception of value to most people especially 
parents.  Ask yourself how much money would you 
spend for fast, easy and safe ways to help your child 
become self-reliant?  In my first example I used 
influence, credibility and exposure.  How much 
would you spend to become more influential, more 
credible or to get more exposure?  The answer to 
both of those last 2 questions is a lot.  Does the 
brand wording use invoke value?  It should.  

It can be longer with more time 

A new ingredient we can add is the moniker.  
Jay Levinson was the Father of Guerrilla Marketing, 
Frank Sinatra was the Chairman, Dwayne Johnson 
is the Rock and Trump is known as the Donald.  
Some monikers are used by many people like the 
difference maker, thought leader, servant leader, 
change agent, take-over artist, and super connector.  
Due to my marketing and affiliations, I’ve been 
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called and introduced as the icon builder and the 
Hollywood entrepreneur.  The right moniker(s) can 
be an important part of your brand. 

These components of names, slogans, 3 words, 
action invitations (saying exactly some of things you 
do or some of the things your product or service 
does), list of relevant accomplishments and 
monikers are all just ways to say a lot very quickly in 
a memorable way.  That’s what being a Word 
Genius is all about.  If you time yourself reading 
out my examples they are 15-30 seconds tops.  It 
may sound like a lot, but it really isn’t.  Even if I 
just say these names and slogans you pretty much 
understand because it says what I do in the name 
and even more so in the slogan.  That’s what you 
want. 

You’re getting the right kinds of words in the 
right order and now we will get into more of how 
you say these “right words.”  
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