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Building Your  
Brand

Your brand is an essential currency that’s as good as gold. 
It says you’re able, capable. creative and committed to suc-
ceed. This team of experts has great ideas on how you can 
build a brand and project an image that says you are up 
to any challenge: Tami Enfield, Brand Yourself Consulting; 
Larry Davis, Fox Tracks Print and Marketing Solutions; and 
Angel Fields, thinkBIG Marketing.

The Small Business Resource Expo is May 9!  Get Your FREE Tickets at www.TeamNBM.com

Special  
Report



Be Proactive in Managing Your Brand Reputation  
Customer Surveys Generate Positive Reviews to Build Your Brand, Grow Referrals.

By Angel Fields
thinkBIG Marketing™

Most small business owners think of their 
brand in a limited way. To them, it’s a 
thing, a logo or just a website. I challenge 

you to thinkBIG. A brand encompasses those tan-
gible things but also what other people perceive it 
to be. It’s a feeling that connects customers and 
clients to your company.

Having a brand can be expensive to create 
and build. A brand should be shaped, protect-
ed and projected to build loyalty among those 
who know it and draw in those who don’t. If 
you stop to think about big box companies or 
celebrities that have taken huge hits to their 
brand such as Tiger Woods, or United Air-
lines, you quickly recognize just how fragile 
a brand really is. One incident can almost 
instantly undo all the work you’ve done to 
build your reputation.

Your brand is an investment you want to 
protect. It doesn’t take many bad online re-
views to cause doubt among your prospects. 

When customers do a search of your brand 
on Google, reviews appear on top of search re-
sults. So if they do a search for a service like 
yours, and the first thing that pops up is a rant 
from a past unhappy customer, your attrac-
tiveness diminishes. It doesn’t matter if that is 
the only complaint you’ve had in years.  It’s a 
black mark that will keep showing up.

When I started thinkBIG Marketing™ in 
2008, helping clients build their brands was a 
critical part of what we did, along with mar-
keting support for design, web development 
and general marketing services. That, and 
helping our clients find new business and grow 
revenue was a critical part of our business.

Our brand building process begins with 
one-on-one sessions with a client to discover 
how customers feel about the company and its 
brand. 

Reputation Management 
In 2013, at the request of a client, I de-

veloped an online customer review system 
program called ThinkREPUTATION™. 
She wanted a way to collect feedback on the 
service provided, invite happy customers to share their feedback 
online with friends, family and colleagues with the intent of 
gaining referrals. 

So, we developed a tool that allows companies to solicit feed-
back from their customers and then automatically share that 

feedback on social media and across the internet.
There is nothing new about customers complain-

ing. In the not too distant past people complained 
over the phone or backyard fences to friends and 

neighbors. 
Now with countless review sites online 

(E.g. Yelp), complaints can be magnified. 
Now when you Google search a compa-
ny, you see customer comments right up 
there with a link to the company web-
site.

Bad reviews affect how people view 
your company’s brand. Remember, 
people can buy services from a va-
riety of sources. What they think of 
you and your reputation can affect 
their decision. Your reputation is 

part of your brand.
Rather than hope you won’t be at-

tacked online, I say take control and be 
proactive in shaping your online reputa-
tion. 

You do that by creating opportunities for 
your customers to provide feedback. Shap-
ing your reputation is all based on what you 

do with this information. 
If you make a practice of collecting feed-

back from your customers, you give them an 
opportunity to share the good and the bad. If 
Sally hires you for a project and you do a good 
job for her, she’ll tell all her friends. 

Don’t just hope she’ll share her tale of satis-
faction. Use a client review system to simply 
ask her. Then share it.

If Bob thinks you did a terrible job, by 
promptly soliciting feedback he’ll complain 
to you first. That opportunity to vent means 
he is less likely to turn to social media. It de-
pressurizes the moment. 

Taking charge in this way can help you re-
duce the number of bad reviews by 50 per-
cent. That’s a good thing!

thinkREPUTATION™
Managing customer reviews and responses 

must be done consistently. thinkREPUTA-
TION™ is a smart system designed to send out 
surveys, capture feedback and help positive re-

sults go viral online.
With client input, I prepare electronic surveys that 

can be sent out after certain events. It could be related to a 
completed transaction, an encounter with support staff or what-
ever is a touch point in helping you to grow your business.

Returned surveys are read by the software—software that is 



intuitive enough to recognize the difference between a good and 
bad review.

Negative reviews go directly to my clients so they can learn, 
grow, improve and more quickly respond. 

The positive reviews are automatically blasted to the whole 
online world. In particular, to their customer’s Facebook page, 
Twitter, Google+, websites and numerous social media plat-
forms. 

Since all social media is searchable, when anyone starts look-
ing online, my client’s positive reviews are easily found. 

Taking charge of your reputation ensures there will always be 
some good reviews to help balance things and tell a more com-
plete story. 

The statistics I track show that 50 percent of customers reply 
to a given survey created by us. Of those, 90 percent share posi-
tive feedback. As an example, if you have 100 customers, 50 will 
reply and 45 of those will be positive reviews. 

Those are reviews that ought to be shared online. There is 
power in that!

If you share the good things you’re doing, then your next client 
becomes your best client. 

Their positive response to your survey will end up online 
where their friends will see it. It’s a great way to have your brand 
introduced and endorsed. 

In 2016, 77 percent of my business was from referrals, which 
resulted in wave of new clients. It’s the power of allowing my 
customers to share their experiences with their friends and col-
leagues that is ultimately shaping my brand.

Over the years, one of my clients has posted between 200 and 
300 reviews. After every transaction, she sends out a survey and 
asks for feedback.  

Prior to using thinkREPUTATION™, she sent them out in the 
mail. Eventually she found the time to type them up and post on 
the website. Now it all happens instantly.

A surprising number of businesses have reviews, but don’t do 
anything with them. They get busy and it falls to bottom of the 
list. For example, a doctor’s office I’m familiar with sends an ap-
pointment reminder by text, yet they send a snail-mail letter and 
invite customers to visit their website and take an online survey. 

Why make it so difficult to survey? 
Survey Content
Here are six quick points about effective survey instruments 

and their content:
1. For surveys to be effective, they must be short. Only two or 

three questions, not 30. You must respect customers’ time if you 

want a response. 
2. Avoid “Yes” or “No” questions. Instead, ask “How was your 

overall experience on a scale of 1 to 5.” Or ask them to tell you 
about it. It’s the “tell me” part that is shared and the most valu-
able. 

3. Give them the opportunity to add a picture of a finished 
product like newly installed cabinets or a product review video. 
The more opportunity you give a customer to provide feedback, 
the better off you are.

4. Do it immediately. You are more likely to get feedback while 
the experience is fresh. 

5. Put the survey on an iPad and have customers complete it 
before they leave. Talk about getting your numbers to jump up! 
And responses are more likely to be positive than negative. 

6. When you get feedback, do something with it. If it’s good, 
say “Thank You!” If it’s bad, find out how you can correct the situ-
ation. Make it right with the customer and make sure it doesn’t 
happen again. Everybody wants a repeat customer. 

In building your brand, do everything you can to connect with 
your customers on a personal level. Surveying tells them you val-
ue maintaining and improving the relationship.

Use of Video
Because video is an excellent medium for getting a more per-

sonal reaction, I believe it is the next wave of customer service 
and communication. 

Did you know videos rank higher than anything on social me-
dia? If you do a Google search of a business, its map location 
shows up first, and videos are next. How powerful would it be for 
a customer to Google your company and there are pages of video 
testimonials?!

Videos are also my next product for brand building. My new 
software has point and click video capabilities so you can sit at 
your desk and send out a personal video message. Imagine the 
impact of thanking your customer via a video sent by text or 
email. It puts a face on your brand that makes you memorable. 

Video sets you apart. A small store owner can memorably 
thank a customer for buying a pair of shoes. Amazon can’t. Or 
a Realtor can send a video congratulation that your house just 
sold.

It’s creating a feeling. It’s cool. It’s part of your brand. 
The more connected and integrated your brand is with your 

customers, the greater your referrals will be and the more your 
business will grow. 
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Angel Fields, President/CEO of thinkBIG Marketing, Realtor 
Branders and manufacturer of eight distinctive brands, is a small 
business solutions expert. From strategy to product development, 
she creates solutions using today’s technology that can help you in-
crease your client base, increase your effectiveness and increase your 
profitability. “I’ve spent the past 15 years of my career focused on the 
strategic development and growth of companies by developing results-
driven processes, solutions and tools with you, the small business, in 
mind.” Angel can be reached at (763) 545-5500 or 

angelfields@thinkbig4me.com

Call To Action

Take control of building, protecting and projecting your brand 
today. Visit www.think-reputation.comm/NBM  or call (763) 
545-5500 to schedule a demo and to learn how you can win a 
6-month subscription to thinkREPUTATION. Complete details are 
available online. To God be the glory! 


