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MAGGIE: Hey, everyone.  Today on the show, we are talking about sticky branding 

with the author, Jeremy Miller, of the new book called Sticky Branding.  
Let's do it. 

 
INTRO: Welcome to Marketing Moxie with your host, Maggie Patterson.  This 

show is dedicated to practical and proven, online and offline, marketing 
ideas that you can take away and apply to build your business, all with 
Maggie's signature, to the point, style and sass.  Let's go.   

 
MAGGIE:  Hey, everyone.  I am thrilled to Jeremy Miller on the show today.  He is 

the author of the new book Sticky Branding.  He's also Canadian.  
Therefore, you know how I feel about Canadians - always get a vote of 
confidence. 

 
 We are going to talk about how to apply some of the techniques and 

principles from his book, a few things I disagreed with from the book, and 
we're also going to talk about my favorite local microbrewery, Beau's 
Brewery.  Let's dive into my conversation with Jeremy. 

 
 Hey, everyone.  Today, we have Jeremy Miller on the show, the author of 

the new book Sticky Branding.  We are going to talk all things branding.  
Jeremy, welcome to the show. 

 
JEREMY: It's a pleasure to be here, Maggie.  Thank you very much. 
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MAGGIE: Let's talk about what is a sticky brand.  There's a brand, and then there's 
a sticky brand.  Can you explain what you mean by sticky brand? 

 
JEREMY: Certainly.  A brand is the experience someone has with you and your 

business.  What a sticky brand is is that higher calling.  When you think of 
any remarkable business or any remarkable brand, they all have one 
thing in common.  Their customers choose them first.  

 
It's bigger than that though.  When someone has a sticky brand, people 
think of that brand first.  They choose that brand first.  They refer that 
brand first.  And they come back to them again and again.  That 
relationship is really what makes the brand pop.  It's what makes it sticky.  
That relationship of coming back again and again is the stickiness of the 
brand. 
 

MAGGIE: What would be some brands that we all know that you would consider 
sticky? 

 
JEREMY: You take the big examples like Apple, Nike, or Starbucks, the remarkable 

brands that we all hold onto and showcase.  But, in any industry, you will 
find remarkable businesses that are doing a great job that nobody has 
heard of. 

 
MAGGIE: Yes. 
 
JEREMY: For example, if I take where you're based in the Ottawa area, there's a 

fabulous brewery called Beau's Brewery. 
 
MAGGIE: Which I love, and we're super fans in our house.   
 
JEREMY: It's delicious, and what is delicious must be nutritious. 
 
MAGGIE: Absolutely. 
 
JEREMY: But they're a fabulous brand.  They were founded in 2007, and they have 

grown into one of the highest recognized and fastest growing 
microbreweries in Ontario, Canada.  They're now expanding into Quebec 
and New York.  But what sets them apart is they have really thought 
about every single detail of their business and every single part of the 
customer experience, and they're challenging tons of conventions.  As a 
result, they are growing faster than their peers, and their customer loyalty 
is off the charts. 

 
MAGGIE: Yeah, they actually have what's called the Beau's Army.   
 
JEREMY: Exactly.  The community around them is incredible. 
 
MAGGIE: Yeah.  It's really, everyone, if you like microbrew, you like Beau's around 

here or you're going to be in trouble.   
 
JEREMY: Mm-hmm. 



 
MAGGIE: In the book, you talk about 12.5 principles, which I love because we 

wouldn't want to have 13.  Twelve and a half is good.  Having gone 
through the book, I really like number two, and I want to talk about this.  
This is Tilt the Odds, so what is tilting the odds and how can we apply that 
to our business? 

 
JEREMY: Sure.  I think this is a really important one for anyone who's growing a 

small business or who is really looking to find a competitive advantage 
because, often when we start a business, we'll take business from 
anyone and everywhere.  We become generalists.  But if you want to 
grow a competitive advantage, being a generalist actually works against 
you because, when your customers or the market can't differentiate you 
from all the other options in the market, then ultimately they default to one 
of three choices.  They go with what they already know, they go with 
what's cheapest, or they go with what's available.  I don't know about you, 
but for me, selling on price is awful.  If you want to grow the business 
selling strictly on relationships isn't scaleable.   

 
Tilting the odds is about finding a niche or market that you can be 
recognized as the best at.  What can you do better than anyone else or 
who can you serve better than anyone else and owning that niche?  What 
you're doing is positioning your brand to win and setting your business to 
be the preferred leader.  You're tilting the odds to make people recognize 
you're the best.   
 

MAGGIE: I think this is one of those ideas that we all kind of understand at a high 
level, but what would be a really practical way?  I think, especially when 
you're in growth mode, you're greedy.  

 
JEREMY: Mm-hmm. 
 
MAGGIE: You'll take what's coming your way.  You're like, "All right, I'm good."  I 

think, do you want to be the high-end restaurant, or do you want to be the 
Cheesecake Factory with 47 options on the menu? 

 
JEREMY: Mm-hmm.  Well, let me tell you a personal story of how tilting the odds 

became very relevant for me.  In 2004, I joined my family's business, 
which was a recruiting company.  The company was founded in 1989 as 
an IT staffing firm.  When I joined the business in 2004, the wheels were 
falling off the bus, so to speak. 

 
MAGGIE: Yeah. 
 
JEREMY: What was happening is, we had the dot com bubble burst and Y2K 

ended, then we had a mild recession after 9/11, and so our marketplace 
became very competitive.  What we saw, we saw the issue in our sales 
metrics.  What used to take our sales guys a week to achieve was taking 
a month, and so being generalists was killing us.   

 



 What we decided is we had to find where we could be the best in the 
world, and so we identified that our passions and strengths were in sales 
and marketing, and there was an opportunity to build a sales and 
marketing recruiting agency.  We branded and repositioned the business 
to do that.  It was challenging because we had to essentially transition out 
or fire all the clients that didn't fit that, which was financially painful, and 
we had to be very specific about who we would take on.   

 
 That took sacrifice, but the net result of that was, after a nine-month dry 

period, the business started generating new clients constantly.  The 
phone was ringing every single week from that point on until the point 
where we sold the business in 2013.  It was because people recognized 
LEAP Job was the best place to find sales and marketing talent in the 
Toronto marketplace. 

 
MAGGIE: I love that example because I think this is so much of my own story, right?  

I had a successful business.  I was like, "Yeah, I don't really want to 
service these kind of clients anymore.  I'm totally changing it.  Good-bye, 
everybody.  Let me start over."   

 
People were like, "Are you insane?"   
 
I'm like, "Yes," but I see that even constantly in my own brand.  There's 
this evolution of, what can we get rid of?  How can we specialize more, or 
what for 2015 are there things that need to go so that we become even 
tilting the odds even more and more and more over time. 
 

JEREMY: You're raising a very good point.  That is, to take your preamble, when 
someone is just drowning in clients and they're very busy, it's easy to be a 
generalist.   

 
MAGGIE: Yeah. 
 
JEREMY: But to tilt the odds is a deliberate choice.  You're either deciding that 

you're trying to improve your lifestyle, you're trying to improve your 
profitability, or you're trying to grow to the next level.  If you're really 
successful being a generalist and you're happy, then I wouldn't 
necessarily tilt the odds.  But if it's something you need to do to get to the 
next stage in your business, then make the choices it's going to take to 
get there. 

 
MAGGIE: Yeah, I think that's a good point because I know I could have just kept 

going.  I was making good money.  Life was good.  
 
JEREMY: Mm-hmm. 
 
MAGGIE: I didn't have to work that hard.  Now I'm working harder, but hey, I'm 

happier, so it's all good. 
 
JEREMY: Happiness is a good measure of success. 
 



MAGGIE: Yeah, exactly.  I'm going to get a little spicy now.  Principle number eight 
is Be Everywhere, which I think is good to a point, but at the same time I 
see a lot of, especially my own clients come to me, and they're so 
overwhelmed by this idea of being everywhere.  But then you turn around 
and you say number nine is Picking the Priorities. 

 
JEREMY: Mm-hmm.   
 
MAGGIE:  Let's talk a little bit about that.  How can we create this idea of people 

really know our brand, and we are consistently showing up in the 
discussion and being part of the dialog, but without overwhelming 
ourselves and just creating crazy amounts of busywork? 

 
JEREMY: Sure.  You're raising two very good points.  They actually complement 

each other versus conflict.  To be everywhere is really the concept of 
blow your own horn.  That's one of the things many entrepreneurs forget 
to do is that if you don't blow your own horn, nobody will. 

 
MAGGIE: Yes. 
 
JEREMY: What I found in my research to write the book, what I did is I interviewed 

150 business owners from Canada to New Zealand, and I wanted to 
understand how did they create success.  One of the things I discovered 
is they were all very good marketers, and they all took conscientious 
effort to tell their market or their community who they were, and they were 
very purposeful about engaging their community.  It's like the Beau's 
Army that you mentioned. 

 
MAGGIE: Yeah. 
 
JEREMY: They work to be everywhere by being very visible and active in their 

community, but they're also deliberate about what is their community.  It's 
not about being everywhere everywhere.  It's about being everywhere 
within your target market or community.   

 
Not all activities will have an impact.  Not all people are your audience.  
How do you be very deliverable about being in front of and engaging that 
marketplace that you need to focus on?  This boils back to tilting the 
odds.  Tilting the odds is about being very deliberate about the niche you 
serve.   
 

MAGGIE: Mm-hmm. 
 
JEREMY: When you know who you serve and why you serve them, it's very easy to 

engage them and choose the activities that bring value. 
 
MAGGIE: I like that because I think everywhere, every time I see that I go, "Oh, 

gosh, no.  Not everywhere." 
 
JEREMY: [Laughter] It's a very important distinction that you're raising, though, that 

busywork will be the death of your business. 



 
MAGGIE: Completely. 
 
JEREMY: One of the things I often advise is, everyone is like, "Well, I need to have 

a Facebook page and be on Instagram and do all the varying social 
media options that are available to me."  But then you look at their 
customer base, and especially if you're selling to a big business and 
you're trying to target the executives in a large company.  They're not 
checking Twitter and other activities.  They're too busy for that.   

 
 Where are your customers and how can you bring value to them?  Then 

choose the vehicles to reach them. 
 
MAGGIE: Yeah.  I think a lot of times we get stuck in this checklist mentality of 

doing the "things."  It's like, well, if I do these things, I have the Facebook 
page; I'm on Instagram.  No, the CEO of a mid market corporation is not 
looking for you on Instagram. 

 
JEREMY: Exactly.  This is one of the fascinating things I found too was all of the 

executives that I was profiling were very aware of social media, and they 
checked it regularly.  But do you know what sites they were checking 
when they were on Facebook or Instagram? 

 
MAGGIE: What? 
 
JEREMY: Their own. 
 
MAGGIE: Yeah.   
 
JEREMY: They didn't care about what everyone else was doing.  They just wanted 

to know what they were doing.   
 
MAGGIE: Yeah, and they're not making a buying decision based on that, so I think 

that's a really good perspective.  Of all the 12.5 principles, what's your 
favorite, Jeremy? 

 
JEREMY: Simple Clarity.   
 
MAGGIE: Let's talk about that one then to wrap things up. 
 
JEREMY: Simple clarity is the ability to describe who you are, what you do, and 

what makes you unique in ten words or less.  To me, this is the 
foundation of your brand.  When you go into a networking event and you 
struggle to explain who you are, that's a sign that you don't have simple 
clarity.  If your brand is not easily able to Google, is not a Google worthy 
description, then it's hard to find.  Being able to make your brand or to 
describe who you are, what you do, and what makes you unique in 
simple, concise language is the hardest part of the branding journey.  But 
once you get it, nothing will accelerate your sales and your marketing 
more. 

 



MAGGIE: Yep, I agree with that one 100%, as that's what I'm always doing all day 
long with clients is, "No, you can't say that.  That's not real English.  No 
one understands what that means.  Let's speak in real words." 

 
JEREMY: Jargon is the death of it.  One of the things I often find is people try to 

make their elevator pitch or their brand positioning sound fancy.   
 
MAGGIE: Yes! 
 
JEREMY: Often when you try to do that, you water down the impact.  If you find 

yourself describing the why or the what, then you're really starting to limit 
the impact of your description.  It's more the why, so what do you do and 
how do you do it?  Let somebody else discover the why.  Create the value 
proposition and the experience versus stating it. 

 
MAGGIE: Yeah, totally, 100% agree because this is, I think, the number one thing I 

see people stuck on is they're just so caught up in their own head, they 
don't know how to articulate what they do.  There's that whole, they say 
they do this, but what do you really do and how does that actually benefit 
me? 

 
JEREMY: Exactly.  Well, let me ask you a question.  You mentioned you've gone 

through some pivots over the last few years.  How hard is it to reset your 
messaging every time you pivot? 

 
MAGGIE: It's next to impossible.  Honestly, that comes from someone who works 

with story, brand, and content all day long.   
 
JEREMY: Yeah. 
 
MAGGIE: I think that it's one thing to understand that if I am challenged with it and if 

a marketer is challenged with it or branding expert, it's okay to hire 
someone to help you to figure this out, or pick up Jeremy's book to help 
you start figuring that out because you don't have to try to do this in 
isolation. 

 
JEREMY: You shouldn't do it in isolation.  I agree.  If you can have the assistance 

and the coaching to do it, you'll accelerate things.  If you do it on your 
own, it could take months, and you could lose a lot of sales because 
you're pitching to referral partners or clients and they don't get it.  If 
someone doesn't get it, it creates dissidence in their mind, and it slows 
down the buying cycle.  You're hurting your sales.  Investing in this type of 
process is highly, highly valuable. 

 
MAGGIE: Jeremy, where can we find out more about you and the book? 
 
JEREMY: You can find me at StickyBranding.com.  The book itself is called Sticky 

Branding, and it is available wherever books are sold.  You can find out 
about the book as well on my website.  I'm on all the social networks with 
the tag Sticky Branding.   

 



MAGGIE: Thank you so much for your time today, Jeremy. 
 
JEREMY: My pleasure.  Thanks for having me. 
 
MAGGIE: All right, guys, let's get into the takeaways.  We covered a lot in a really 

short period of time, and I like to be able to call out the takeaways for you.  
Let me let you know where those are.  They're over at 
www.MaggiePatterson.com/Episode49.   

 
Forty-nine, isn't that exciting?  Next week will be the big 5-0 episode!  
Thank goodness I'm not celebrating the big 5-0 anytime soon.  Whoo.  
That sounded like a big number.  

 
 Back to our takeaways - Number one: Do you have a sticky brand?  Look 

at your brand critically and ask yourself these questions.  Would people 
refer me again and again?  Am I the top of my choice?  Am I remarkable?   

 
I think that when we start out, we're not always going to be sticky at the 
beginning.  But as our brand grows and evolves over time, we have the 
opportunity to find ways to make it sticky.  How can you be remarkable?  
Really look at that as an option.  

 
 Takeaway number two: Titling the odds.  This was my absolute favorite 

part of Jeremy's book, and I will have a link to the book in the show notes, 
so you too can get a copy of it.  Tilting the odds is really about finding 
your competitive advantage and just avoiding being a generalist.  If you 
can find the niche or market that really is your perfect sweet spot and that 
you can own it where you are the master, that you are the absolute go-to, 
and you are always in a position to win, you're going to be tilting the odds 
in your favor.   

 
Part of the tilting the odds is being okay with maybe you're not going to tilt 
the odds right now.  It's a deliberate choice you're going to make at 
different times in your business.  I made it 18 months ago, and it was 
probably the right decision for me at the time.  If I'd done it five years 
earlier, I'm not sure it would have been the same.  If you need to grow, if 
you need to change your business for your lifestyle, that's when you start 
looking at tilting the odds. 

 
 Number three: Oh, my goodness - simple clarity.  Can you describe what 

you do?  Do you have that elevator pitch?  Is it in English?  Are you using 
jargon?  Those are things to actually ask yourself to get to the heart of the 
matter of finding simple clarity.  If you can't explain, in ten words or less, 
what you do and how you do it, there's a big problem.  Honestly, this is 
probably one of the hardest thing. 

 
 I was actually hoping, on the interview, that Jeremy would not ask me 

because I still am not great with getting it out of my mouth.  That's 
something I have to work on.  Everyone, let's spend some time this week 
on simple clarity.   

 



 If you want to learn more about Jeremy and the book Sticky Branding, 
you can go to his website at StickyBranding.com.  Everything, as always, 
will be linked up in the show notes.  You can hop on over to our Facebook 
group at www.MaggiePatterson.com/group if you want to ask questions or 
continue the dialog after the show.  Thank you so much for listening to 
Marketing Moxie, people, and I will talk to you all soon.  Next week back 
with the big 5-0. 

 
OUTRO: Thank you so much for listening.  Hop on over to our home base at 

www.MaggiePatterson.com for the show notes and more episodes.  And 
you can join the Marketing Moxie Facebook group at 
www.MaggiePatterson.com/group.  And remember, as Yoda says, "Do or 
do not.  There is no try."  That's what having moxie is all about. 
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