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To:


David and Stacy Hefty

From:

Christopher Mann, Bob Floyd

Date: 

5/11/2007

Regarding:
Unique Selling Point

David and Stacy:

Unique Selling Point

After studying Cornerstone Wealth Management’s history and governing values, we believe that the following best represents CWM’s Unique Selling Point:

Cornerstone Wealth Management offers affluent clients of northeastern Indiana effective and efficient communication, transparent fees, and the highest degree of professional service, all delivered with a Midwestern sensibility. CWM provides this professional service with the utmost respect and support of the client’s personal values. In sum, CWM's  unique selling point is, “Manhattan Talent with a Mayberry Touch.”

Rationale

“Manhattan” is universally recognized as the capital of finance and banking. As a brand this place is synonymous with the highest level of competence in financial matters. 

“Mayberry” is recognized across generations for its association with the Andy Griffith Show, whose show ran for eight seasons through the 1960s and to this day enjoys a cult following among all swaths of Americana. More importantly it embodies a sense of hospitality and familiarity that characterizes CWM's approach client service.

Regarding the concern over “hokie.”

My counsel to CWM is similar to how I would counsel a political candidate running in an election—know thy audience. Even if we allow for an extremely small pocket of wealthy people in CWM’s target region who dismiss Mayberry-ana as “hokie,” we must keep in mind that CWM’s target market is, in fact, the affluent of northern Indiana, Ohio, eastern Illinois and Michigan who are overwhelmingly culturally conservative in their general personal perspectives and “Mayberry” is a very positively branded memory. 

At the risk of over-proving the above yet wanting to perform due diligence, consider some evidence for Mayberry’s positive brand:

· Andy Griffith Show conventions dot the state of North Carolina and especially in Mount Airy, North Carolina, birth home to Andy Griffith and host of the annual Mayberry Festival in which Andy Griffith Show stars appear every September to help raise money for the local arts community and promote the region’s thriving tourism industry. The next festival is set this year for September 22 through 27 and Francine Knotts, wife of the late Don Knotts who passed away a few months ago, is expected to attend.
 For a sample of this information, visit www.visitmayberry.com. 

· Andy Griffith Show DVD Box Sets sell briskly for $200, demonstrating a cult demand for the AG show, and by reasonable extension, a demonstrated appreciation for the personal and community values of a simpler time in the (fictitious) city of Mayberry, North Carolina.

· A Google search for “Andy Griffith” yields over 2 million hits, leading to blogs that opine about the show, sell memorabilia, and generally propagate quite the cult following.

Can Mayberry come off as “hokie”? I agree that there is some (very small, I’m persuaded) legitimacy to this concern, but in light of two broad reasons, I believe Mayberry should be embraced into CWM’s branding: 

1) It speaks very positively to your target market, and your target market is, as it pertains to the “Mayberry” brand, a rather homogenous lot.

Nevertheless, even if a cynic hears about your professional talents and considers how you can bless him, I seriously doubt that he would be swayed negatively by this brand choice. Warren Buffet, Ned Lamont, and George Soros are very liberal in their social views and one can easily envision them as members of the culture that negatively dismisses Mayberrana, but these men grow their wealth because they simply hire great talent. They may dismissively chuckle at the brand choice, but they make money because they conduct due diligence to get facts.


2) It will intimately and positively connect with your core, target market both in the short and long term future. I’m convinced that the pro’s overwhelmingly outweigh any con’s. 

Finally, the contrast of the entire sentence, “Manhattan Talent with a Mayberry Touch” effectively and efficiently demonstrates to your typical client—an educated, intelligent, proven wealth generator with at least an average sense of humor and social grace—that you are making a claim to both Hefty competence and Hefty compass. The juxtaposition of Manhattan and Mayberry suggests a sophistication of thought that will not be mistaken as hokie. Rather, it suggests a company that knows its place in the world and is comfortable with it.

� In the course of conducting this research, I inquired about the possibility of attending a private reception with Francine and other AG show stars. The representative said that this is very possible, including making this a field trip for CWM clientele, perhaps serving as an Advisory Council meeting. The representative also confirmed this as a possibility. Let me know if you all want to learn more information.
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