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Transcript: Jama St John and Re Perez 

Jama: Hello, and welcome to your Strategic Business Building podcast. I’m your 

host Jama St John of Strategic Virtual Solutions. I started my business in 1996 and 

have grown it to a successful, multi-virtual assistant and Infusionsoft consulting and 

training business. I know the challenges that online business owners face on a daily 

basis and started Strategic Business Building so you can get quick strategies from 

experts who have been there. 

The goal of these calls is to help you get strategies and tips that work.  We’re talking 

about a plan of attack that you can take action on immediately. 

And today we have with us Re Perez. Thank you, Re, for being here. 

Re: Thank you, Jama, for inviting me. Great to be here. 

Jama: Re is a Brand Strategist, Creative Visionary, and Inspirational Speaker. 

His background includes senior-level brand consulting positions top-tier brand 

consulting firms and has worked on Fortune 500 branding projects. In the 

entrepreneurial space, Re has been instrumental in branding some of the most 

successful leaders, influencers, and visionaries, and has a proven track record in 

helping his clients make more money, attract ideal clients, increase conversion 

rates, and position themselves as a leader in their industry. 

And I can speak from personal experience with Re. He helped a couple of years ago 

when we branded. I can't even say re-branding because we didn't have a brand to 

begin with, and I've been in business since 1996, so Re helped us create the brand 

for Strategic Virtual Solutions. So I'm excited to have him on today to talk to us 

about branding. Are you ready to get started? 

Re: I am. Let's do this. Let's rock and roll. 

Jama: So, first, let's explain to our listeners what brand is. 

Re: Sure. So I get this question all the time, Jama, and I usually start there. Like 

you mentioned, I worked at some of the big consulting firms and when I started to 

enter into the entrepreneur space, I found that most people define brand as sort of 

their logo or their tag line or their message or their point of view. And there's all 
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these different things that they've been taught that this is what brand is. So I usually 

like to start with defining our terms. 

Now I don't believe that I have the only definition for branding, but I do have a 

definition and my definition is a desired perception. So it's a three word definition, a 

desired perception. And if that is the definition of brand, then you don't own your 

brand. It resides in the minds of the people that you're communicating to and so, 

therefore, branding then becomes the process for creating and shaping and 

influencing that desired perception. 

Jama: How does somebody go about creating their brand? 

Re: Well, it's definitely a complex question -- 

Jama: I know. 

Re: -- because there's so many different layers to building a brand. So remember I 

just said that branding is a desired perception. I think that one of the questions to 

first ask is how do I -- I could be you if you're a solo entrepreneur or I the company -

- how do I need to be perceived by our target audiences in order to get the results 

that we want. Right? And then the other part to that, too, is if you've already been in 

business for quite some time, you can certainly do an analysis, an evaluation to 

see, well, is the perception that people have of me the one that I want? To be more 

specific, I want to be perceived as strategic as opposed to support or tactical. Or I 

want to be perceived as a key player as opposed to one, you know, like everyone 

else, like a me too brand. Do I want to be perceived as an innovator? 

So there's all different attributes that you can apply towards perception. You can 

ask yourself, well, is that the perception that I want or not. What would need to shift 

or change in order to get new results in your business or even to get results in your 

business if you're just starting out? So I start there with kind of asking this discovery 

question of perception. 

Then there's sort of how does one go about doing that. Well, there's many different 

pathways to arriving at creating your brand. But where I like to start is then looking 

at your who, what, and why. So I've already talked about perception, but the 

perception exists in the context of the people that you're talking to, right? So you 

have to know your who. Who are your target audiences?  
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You have to know what. What is the problem that you're solving for them -- or 

problems? 

And then the why is why should they listen to you? Why should they care about 

what you have to sell, offer, teach, right?  

So getting clear on your who, what, and why is a good starting point to building the 

brand. 

So let me pause right there and see if that makes as, again, as a starting point 

because branding is sort of a -- there's a continuum to building a brand but just as a 

starting point, let me stop there and see if that makes sense. 

Jama: It does, and I know when we worked on my brand that was one of the big -- 

the big kind of ah-ha moments when we worked together because, you know, I'd 

been in business -- I don't know how long at that point -- a long time -- and I never 

had really thought about who, what, why. I was just in business and I was doing 

what I was doing and I never really took the time to think about those things, and so 

that was really eye-opening when we worked together. 

Re: Great. Yeah, definitely. So notice I didn't even talk about the logo, you know. 

And most people think that branding starts with the logo, right? And it really is 

getting clear on the who, what, why first. 

Now, I'll drill a little bit deeper in terms of the why because this is where it gets more 

interesting from the perspective of particularly if you're an entrepreneur and there's 

thousands of other people that do something very similar to what you do. You know, 

you might be a coach or a speaker or an author or a massage therapist or an 

acupuncturist or a -- you know what I mean? There's so many different people -- 

excuse me, there's so many different professions and then you multiply that by lots 

of other people who are doing the same thing. 

So the question becomes to make it easier for your prospects to figure out why 

should they choose you over someone else is you want to get clear on the why.  

Now there's three different types of whys that you can pull from. There's a functional 

why. Let me explain all three of them and then I can give a definition for each. But 
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there's the functional, economical, and emotional. A functional why is, you know, 

what is it that you're going to do for me, right? So in terms of solving my problem. 

The economical is, what are you going to do for me that's measured in terms of time 

or money. 

And then three is, you know, how will you make me feel. So that's more the 

emotion.  

So sometimes it's all three of those things. Sometimes there's one that leads the 

other in terms of why they should choose you, but you can pull from these three 

different buckets of different kinds of why and you want to sort out, well, what is the 

-- what is the sort of higher order why for why someone should choose you over 

someone else. And you build your brand and the perception that you want to create 

around that why. 

Jama: Re, can you give us an example of what each of those whys might be? 

Re: So for example, if you sell -- you know, we'll just use just for sake of -- I know 

this isn't a service based business example, but let's just say a car. Let's say that 

you are selling Mercedes or BMW. Well, a functional why is you get me from point A 

to point B, right? You help me transport from one location to another location.  

Economical why, well, certainly I picked a luxury brand car. But the -- So it's not that 

you save me time or you help me make money, right? But you actually give me 

great value for what I do pay for, you know, like the long term -- you know, how long 

I'll be able to keep the car, how many miles I'll be able to get out of it, so there might 

be a financial or economic benefit to having a BMW versus a -- you know, or a 

Mercedes, right?  

And then an emotional why would be, well, I feel luxurious or I feel l ike I've arrived 

or I feel as part -- you know, like maybe there's more of a status kind of thing. I feel 

accomplished. Or I feel sexy. You know what I mean? There's different kinds of 

emotions that draw people into buying one car over the other. Does that make 

sense? 

Jama: It does.  
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Re: So again, all of those probably go hand in hand because you can't just have 

something that makes you feel good but without the product or program or service 

being able to deliver on it from a functional perspective.  

Jama: Okay. Cool. So what would be some of the differences between branding 

and marketing? 

Re: You know, I get this question all the time because a lot of times I tell people I do 

branding, right, and they say, oh, well, you do marketing. It's like, really? I just said 

that I do branding. But I think it's because it's such an unknown topic for most 

entrepreneurs and small businesses. And again, like I just said at the top of the 

interview that most people think that branding is a logo. But let's just say that they 

already understand that branding is more than a logo, still branding is elusive and 

so here's how I would sort of separate the two.  

Branding is a marketing related discipline. However, the brand and the branding 

comes first, then the marketing. So before you go to market, before you advertise, 

before you design anything, before you write copy, before you push out 

communications on social media, I believe that you first define your brand then it 

makes all of the stuff that you're going to do anyway from a marketing perspective 

that much more amplified.  

So you know, good marketing rooted in great branding produces great results.  

Jama: Awesome. So how do we know if we're -- if our marketing is in alignment with 

our branding? 

Re: That's a good question. Well, where I tend to go is, is it getting the conversions 

that you want? Is it attracting the ideal clients? I think some of the questions to ask 

is to see if your marketing efforts are working is well, one, you could say, are my 

target audiences, are they clear who I am and who I'm not. In other words, are they 

confused? So are they clear? 

Number two, is it attracting the ideal people that I want to attract because people 

are marketing and whether they're being direct or targeted, you know, your 

marketing as a business owner, you want to make sure that you are attracting the 

right people. It doesn't make sense to get traffic of a million people if a million of 

those people are not your target audiences. So you want to say, well, are you 
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attracting the ideal prospects or customers into your business. And then another 

question to ask is, okay, well, you're attracting them. Are you able to command or 

ask for or justify your pricing or do they say, well, I'm not going to pay for that, right, 

or they want to -- I don't know -- they have a different perception of what they're 

willing to pay for your product or service or program.  

And then another question to ask is okay, well, aside from all that in terms of clients 

or customers is you know, once you've gotten them in the door are these people -- 

are they aligned with your product or service? What do I mean by that? You can 

actually do lots of marketing and sales and get clients and customers but not 

everyone is meant to be your customer or client. And so when you actually get them 

as a customer or client, then you can say, well, hey, is their brand aligned with my 

brand? Are their values aligned with mine?  

Does that make sense? I'm just kind of posing the questions. 

Jama: Yeah, it does. Absolutely. And I guess that's the way that you can also see -- 

you know, because branding is the desired perception, but how do you know if what 

you -- how do you know if what is being perceived is what you want. So if you're 

getting people on your list -- on your prospect list you're talking to and they're not 

your ideal client, then the desired perception that you're sending out there isn't right. 

Re: Yeah, or you might need to tweak it or evolve it or test different things. Now, 

keep in mind, though, because I am talking about this lofty thing called desired 

perception, now, perception is created over time. Now, you know, there's multiple 

different touch points, which is why I believe that branding is sort of a holistic 

approach. You want to look at multiple different touch points -- messages, design, 

communication, color, you know, experience, and emails and all that sort of stuff, 

there's a multiplicity of things that you can do to create the desired perception. 

Sometimes you can't always pinpoint it to one specific touch point, but what you can 

do is to do the best that you can to create a consistent and cohesive clear 

communication across all your different brand touch points to ideally get the 

perception that you want. 

So that being said, just to be a little bit more forgiving in terms of just because you 

don't convert one client doesn't mean you have to change your brand. You just have 

to know that you have to pay attention to that information and see what worked and 
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what didn't work about the specific communication and see if it still fits with your 

overall brand.  

Jama: Okay. What are some mistakes that entrepreneurs make when it comes to 

branding? 

Re: You know, there's so many but for the interest of zeroing in on a particular area, 

and I would say this in entrepreneurs -- in small businesses because a lot of times if 

you're just starting out, if you're bootstrapping it or if you're building your business, 

you obviously have to master the sales process first and the marketing. But I would 

say for entrepreneurs who really want to stand out, to really break through the 

clutter and to differentiate themselves, they need to focus on one thing. And that is 

creativity/innovation.  

What do I mean by that? Well, I would say that it's very easy to just copy and paste 

what someone else is doing. It's very easy to kind of look at what someone else has 

done and just model after that. But I think one mistake -- and this happens across in 

big brands too, not just entrepreneurs, but one of the things -- one of the mistakes 

that I see is really not giving yourself the opportunity to be authentically you and 

your business and being creative around expressing your brand in communications, 

visually, etc.  

So you know, the other thing I'll say to that, too, Jama, is really thinking outside of 

the box. And where I like to advise people to get inspiration for fresh ideas is to look 

outside of your industry, to look outside of your category for ideas. You know, if you 

think about Virgin America and what they've done is that they've taken an airplane 

and they merged it with the idea of a nightclub or a lounge, right? And it created a 

whole new experience for Virgin America. So it's kind of that merging of different 

ideas to come up with a new idea for your business. So creativity and innovation, I 

think, is one key area that entrepreneurs can focus on and it's the biggest mistake 

that I think it hurts their revenue potential and their reputation if you're just kind of a 

copycat.  

Jama: Yeah, and I think it's important for entrepreneurs to not just work with 

themselves. I mean, hire the people that can help you get to that, you know, 

thinking outside the box because we're so in the weeds in our business that we 

can't see things that somebody else would be able to see. 
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Re: That's right. That's right. Yeah, it's kind of important. I mean, brainstorming 

doesn't really happen in a vacuum.  

Jama: It's hard to brainstorm with yourself.  

Re: That's right. It's always better to brainstorm and create an idea with other 

people or at least one other person, but certainly in group environments certainly 

help, for sure. 

Jama: Re, we've got just a couple minutes left. What would be one strategy that you 

want our listeners to take away from this podcast if they take nothing else? 

Re: If they take nothing else, I would say this is that in terms of a strategy is to 

create a multi-dimensional brand. You know, I always say brand is multi-sensory. 

So if you can think about your brand holistically how does your brand sound, how 

does your brand look, right? How's your brand look? How's your brand sound? 

What's the texture? What's the feeling of your brand? You know, if you think about 

all the different senses, how does your brand smell, right? But just to kind of really 

push the thinking beyond more than just the logo, really look at all the different 

senses that we have and create a brand that is multi-sensory. 

If you just did -- If you did nothing but look at building your brand from that lens, 

then you know, I've achieved and created value for your listeners right now. But I 

would say that is one of the best things that any brand can do is to create a multi-

sensory experience.  

Jama: Awesome. Thank you, Re -- 

Re: You're welcome. 

Jama: -- for sharing all that information. And you have a free gift for our listeners. 

Can you tell us a little bit about that? 

Re: Sure. Well, first of all, you can just go to brandingforthepeople.com, that's 

brandingforthepeople.com. You'll obviously see lots of great resources and videos 

and so forth, but if you sign up for our newsletter, in exchange for that, we actually 

will give you a complimentary copy of my 10 Branding Best Practices for Small 

Businesses. It was actually a coffee table inspired book -- hard cover book that we 

created, and we created the digital version for that. And I use real live client 
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examples to help illustrate these ten branding best practices for small businesses, 

so all you have to do is going to brandingforthepeople.com, enter your name and 

email and we'll send that out to you right away, a complimentary digital copy of that 

coffee table inspired book. 

Jama: Awesome. Thank you so much. 

Re: You're welcome. 

Jama: Thank you for being here. I said in the beginning we worked together on my 

brand and you did an amazing job at helping me think out of the box because it 

wouldn't have happened on my own. I appreciate you being on the podcast, and for 

our listeners, if you want to download the transcript or you want to get that link to 

Re's website, you can go to strategicbusinessbuilding.com/reperez. Again, it's 

strategicbusinessbuilding.com/reperez. And thank you, again, Re, for being here. 

Re: Jama, thank you and thank you for all your listeners for tuning in and listening in 

and thank you so much for your time and I look forward to seeing you soon, Jama. 

Jama: Thanks. 
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