
Jillian Flodstrom:
I'm very excited today because someone very near and dear to my heart is with me. Mr. Jeremy
Weber is here today because we're talking about marketing. And for anybody that has a
business, marketing is super important. So, I'm excited that he's here.

Jillian Flodstrom:
So, he's also a founding member and the director of Brand Strategy Services at Brand Builders
Group. So, over the past 17 years, he's founded, sold, and helped grow multiple companies. His
work as a personal brand strategist has supported New York Times best selling authors, TEDx
speakers, celebrity influencers, even a Shark Tank investor. It's amazing. And as senior
leadership within Brand Builders, he has supported the launch and growth of one of the fastest
growing personal brand strategy firms in the world. So please help me welcome Jeremy Weber.
How are you?

Jeremy Weber:
I'm good. It's so good to be with you, Jill.

Jillian Flodstrom:
I know.

Jeremy Weber:
I tell you, getting to spend more time with you, it doesn't get much better than that.

Jillian Flodstrom:
Oh, thank you.

Jeremy Weber:
So, this is just an honor to be here, and just to get to share, hopefully, some valuable info with
your audience.

Jillian Flodstrom:
Yeah, I'm definitely excited because there is so much information surrounding personal brands.
So, let's dive into it, and just talk about what is a personal brand.

Jeremy Weber:
Yeah. I know it seems like a really basic question, but it's actually one that is foundational to
start with, because the way I look at it is, I feel like it gets a bit of a bad rap. So your audience
here, these are small business owners. They're trying to grow. They're trying to scale their small
business. And I think when most people, in a typical business setting, let's say they've got small,
medium, large businesses, whatever, when they think of a personal brand, they immediately
think of speakers, authors, influencers. These people, these businesses where what's being
marketed, and sold, and delivered, is heavily dependent on the individual. You don't outsource
speaking. They're booking you to speak. You don't outsource the book. You wrote the book.



You're the influencer. You have the platform, etc. But that's actually a total misunderstanding of
what a personal brand is.

Jeremy Weber:
And so, what we pride ourselves on, is helping people understand what really is a personal
brand, and how do you leverage it in any type of business to drive growth. So when I think of
what a personal brand is, it's actually pretty simple. It's you, Jill. It's you. All right.

Jillian Flodstrom:
Totally.

Jeremy Weber:
And what we're saying is, how do you take the insights and expertise, all these skills you've
acquired over the years... And you're really good at it, right? Now, and that's one thing to be
clear is we don't help people be great at something. You're going to bring greatness to the table,
and we help you magnify that, and more people to know about it. But we basically say that, right
now, you have an offline reputation. You're good at something. You bring value. You solve
problems for people. And that's part of how you started your business, likely, and how you
service people.

Jeremy Weber:
What we're saying is how do we get more intentional about taking your offline reputation, and
making sure the online representation of that represents all the great work you do. When more
and more people can see you, know you, as an extension of the business. And that only helps
you magnify the great work you do, and drive growth of the business.

Jeremy Weber:
So, leveraging personal branding to drive growth of any business is an opportunity that's on the
table. But I think most people hear it and they dismiss it because they associate it with certain
types of businesses, and that's not their business, so they never think anymore about it. And
they're missing out on a huge opportunity. Which we'll talk a little bit about some of the stats, the
consumer stats. But it's crazy what consumers are telling us, that's driving a lot of exciting
growth in the personal branding space.

Jeremy Weber:
But, yeah. That's the way I would start with what is a personal brand, though. It's you.

Jillian Flodstrom:
Right. And I think too, the exciting thing is that we are coming out of COVID, and a lot of people
realize during that time that, "Hey, this job that I'm currently in, or this business that I'm currently
in, is not one that I'm passionate about. I don't love it."

Jillian Flodstrom:



And we've all seen YouTubers, and influencers, and we thought, "You know what? I would love
to do that. That is an amazing space to be in."

Jillian Flodstrom:
But a lot of people struggle with how do you even do that? How do you become those people?
How do you build this personal brand? So, what are your suggestions, if somebody's like,
"Listen. I know I need to do something different, and I think personal branding is the way to go."
What advice would you give them on how to build it?

Jeremy Weber:
Yeah. So, I think what's important to understand first, once you wrap your head around this is
what a personal brand is, and here's how I can leverage it to drive growth in my business. The
reality is we don't need more noise out there. We know that we live in a really noisy world. And
even if you're not saying I want to be a YouTuber, or I want to be a whatever, you're simply just
trying to make more people know of you, more of your ideal client know of you, and think of you
as an expert in this field so you can drive more traffic and growth back to your current business.
If that's the way you're focused on leveraging your personal brand right now, the bottom line is
we don't need more crap out there. So please don't just say, "Hey, let me go spew more stuff out
on social media, and [inaudible 00:06:05]," we got plenty of crap.

Jeremy Weber:
And I think that's at the heart of this, is as we say, how do you do it? At the heart of it is growing
any business. Talking to your listeners. Growing a small business. The big question is, how do I
differentiate? How do I differentiate my small business from the other small business down the
road? That's a big... the name of the game. I'm different for these reasons. And you can
continue to do the standard business marketing, and you should. And sales.

Jeremy Weber:
But what we're realizing, and consumers are telling us as well, is that the true uniqueness about
your small business is the one or more key people behind it. That's truly what does not exist
with your competition down the road. So, what are you doing to intentionally elevate the external
awareness of those individuals as a seamless extension? And how you do that is what your
question is.

Jeremy Weber:
So we're going to say the first step is, and this is some of the best branding advice we ever got,
is we want to exploit your uniqueness in the service of other people. And I feel like so many
people are stuck in this world of, I either make good money and I'm miserable, or I'm doing what
I love doing, but I can't pay the bills, and so now I got to go do what I don't want to do. They're
on one extreme or the other. But what we say is, at the core of how you exploit your uniqueness
as an individual in the service of others is really finding that sweet balance between both of
those. People are willing to pay me to solve this problem for them, so there's real value I'm
bringing, and they're willing to pay me. But I'm also delivering that service in a way that I love
doing and is unique to me.



Jeremy Weber:
So that gets into a little bit of how you do what you do. But we say that you identify your
uniqueness as an individual by answering six different questions. This is our brand DNA helix. A
lot of it starts with what's the problem you solve for the world? And I love that one. A lot of
people think it's a little fluffy. They're a little bit like, "Oh, I thought we were talking marketing and
strategy, and you're coming with this high level, what problem do you solve?" But what I love
about that question, and the exercise that comes as part of it, it helps you get really clear on not
only who you're serving, but how you're serving them. It makes it very personal, that let me get
really clear on who our buyer is for our small business, and what are they really struggling with.
What are they really struggling with?

Jeremy Weber:
And then how you solve that problem is somewhat associated with the products and services
you sell. But that's one of those high level questions we're going to ask, that's indicative of the
market needs this. The world needs you to do this. You're well positioned to solve that problem.
And then we're going to offset that and say, "But are you passionate about it? Do you love doing
that?" If you solve that problem but you're not passionate about it, we're going to say, "Hey, we
may want to think about pivoting our focus a little bit, or pivoting the services we're offering."

Jeremy Weber:
But we go through a series of six questions. I don't think we'll get to all of them today, but at the
heart of it is what's called our brand DNA helix. And that's how we truly identify your uniqueness,
and how to uniquely position you and your business in the market, and help you use that to
differentiate from the competition, and drive growth, and scale your small business.

Jillian Flodstrom:
Well, and that is my favorite question that you mentioned about. What's the problem that you
solve? Because I think as business owners, a lot of times we are just jumping in and solving
problems, but you never really take the time to think about what am I really solving? There's
things that we do, as business owners, every single day. And we get in this mode where we
don't even realize that that might be a struggle for somebody else.

Jeremy Weber:
Yeah.

Jillian Flodstrom:
Because it's just something that we do. And there's so many times that people have said that.
"What problem do you solve?"

Jillian Flodstrom:
And it really forces you to be like, "What do I do differently than everybody else?" And maybe it's
something that you don't even know that you do differently because it's just second nature to
you.



Jillian Flodstrom:
So I'm glad that you brought up that question because I think it's one of the most important,
especially if somebody's like, "Hey, I need to make a change. I know that I'm not passionate
where I am. I want to do something different." So just being able to answer that question, I think,
can really lead you down a path of to an amazing journey.

Jeremy Weber:
Yeah.

Jillian Flodstrom:
And one other thing that I want to ask you about, because I think this is so important. Because I
really think that we, as business owners, need to talk about the mistakes that we make more.
Because a lot of people are like, "Oh, everything's awesome. We're doing great." But really, the
growth comes from the mistakes that we make. So what do you think is the biggest mistake that
personal brands make when it comes to their digital marketing strategy? Because this is a big
one.

Jeremy Weber:
Yeah. And I would actually bubble that question up just a little bit bigger. I would say, "What do
businesses, what mistakes do businesses make when it comes to marketing, that is forcing
them to just get caught up in the noise out there?" You're just one of the hundreds of other
businesses pushing out the same stuff. And I see it and I scroll past it, or I hear it and it's in one
ear, out the other. And so I think, at the core of it, is they don't understand consumer trends.

Jeremy Weber:
And so, let me just talk about these stats. So, as of right now... This is from our trends and
personal branding study. So, this is a national independent research study. We paid a lot of
money to get the stats. So, we did not pay to get the numbers we wanted, they just happened to
work out the way we had hoped they would.

Jeremy Weber:
I'm going to look over here and it says, so Americans want their top professional services. So
think about professional services companies. It's tons of different types of businesses. Often
they are small businesses. They want their professional services from people who have an
established personal brand. 61% of Americans believe that their doctor should have an
established personal brand. You want to know them. You want to trust that they're good at what
they do. This person's about to advise you on your health, etc. So, 58 believe that their lawyer,
their legal counsel, should. 55% of Americans think their banker, coach, or financial advisors,
should. So all of these. Just think of it as consumers are wanting to know the individuals behind
the business. They still need to know the business. That's a fundamental part of it. But they also
want to know the individuals, especially significant individuals, that are part of servicing them
and taking care of them. So the business needs to understand that, and as a result, needs to be



intentionally doing things to drive awareness of one or more people in the business that are part
of servicing clients, to do that.

Jeremy Weber:
But beyond that, I think the big mistakes that are made is they don't go deep enough. This, what
problem do you solve? That's a classic one that most people never do that, because they're like,
"Why am I going to spend time doing this? This is fluffy. Let's get on to the things." And then
they spew out standard stuff on social media that doesn't really authentically connect with their
audience, and it doesn't break through the noise.

Jeremy Weber:
And so, what's really cool about going deep on a question like what problem do you solve, is
that the reality is you don't... I mean, you solve a ton of problems. Every business solves a ton
of problems. So it's not like, "Well, hey. I solve a lot of problems. You're making me pick one." I
get that. You solve a lot of problems. But at the core of it, we want to know, what is the root
problem you're solving? And if you can help your ideal client overcome that problem, you're then
going to solve all the symptoms of that root problem, and then create a great experience, a
great life, whatever it is.

Jeremy Weber:
And so when you get clear on that, we then can shift to saying, "All right. How do we solve that
problem?" And this is another mistake people make, is they don't put a lot of thought into how
they do what they do at a high level. And I'm not talking like what you're selling, how you're
selling it, all that. I'm saying, if I tell you, Jill, I'm going to help you build an influential personal
brand because you're struggling with obscurity. Not enough people know about you as the great
expert you are. And I'm going to help you build an influential personal brand, that's my promise
to you. How do I deliver on that promise? I can sit here and lay out, Jill, we have a proven four
step process for how we help you build and monetize a personal brand. Let me walk you
through that at a high level. Oh, are you interested in step one? Let me go deeper into that.

Jeremy Weber:
So, we've logically structured how we do what we do. And the beauty of that is it's unique in the
market. It's a unique methodology that helps us differentiate. It also is leveraged in sales and
marketing. So, that process now acts as these buckets that we can drip out micro content,
which we may get into that here in a little bit, so that your organic content on social media is
aligned and unique to you, and valuable. But it also rolls back up into this high level way that
you deliver results for people that they can see on your homepage. They can see if they see
you do a presentation, etc.

Jeremy Weber:
So I think, at the end of the day, the easiest way to sum it up, the biggest mistakes is people
don't do the deep work. They see the shiny objects. They see that I'm on social. I should go to
the networking events. I should pay for the ads, and the sponsorships, and all the things. And
it's like, you're doing what everybody else is doing, which is fine. You need to check some of the



standard boxes. I'm not saying ditch the typical marketing playbook. But I'm saying, if you truly
want to differentiate from the competition, you have to elevate individuals in the business, as an
extension of the business brand. And to do that, you got to do some deeper internal work, to do
that in an authentic way.

Jeremy Weber:
But there's no question. As you bring that to market, you're humanizing the brand, which is
called authenticity. Which helps you break through the noise, and truly grab the attention of
buyers in a way that the person down the block can't. So I think that's... People got to do the
deep work. Sometimes they're lazy and don't want to, but they got to do the deep work. But it's
worth it in the long run, if they'll put in the time.

Jillian Flodstrom:
Well, and I think too, us as entrepreneurs, we're kind of like squirrel. There's all this stuff that's
coming at us at one time. And so, really focusing and saying, "No. There's a process for how we
do this." You don't jump directly into Facebook ads right after you're like, "Okay. I started an
Instagram page." There's a certain way that you do things, so that way you can cut through the
noise. And that brings up a really important question, that I'm sure that you get a ton. I know that
I've heard people ask it. But do you think that people should create a website that is under their
personal name? Or under their business name? Because a lot of people have both. And how do
you figure that out?

Jeremy Weber:
Yeah. Great question. And you're spot on. This is probably one of the most commonly asked
questions of me, at least as far as I'm interfacing with clients. And so, this is another one of
those examples of people think personal brand, and then their mind immediately goes to what
they're used to seeing. So if you think of most people think of a personal brand as speakers,
authors, influencers, celebrity like-ish people, those types of people are probably going to have
a website that is their domain name. Their personal name is the domain name. And they hit the
homepage, and it's all about me and what I do for you.

Jeremy Weber:
And so, naturally people think, "Oh, well, if I'm going to leverage personal branding to help grow
my small business, well, I got to have a personal brand website."

Jeremy Weber:
And the answer is a big, "No." It's like, "Stop."

Jeremy Weber:
The way I like to look at it is, it's hard enough to create one great website that converts at a high
level. The last thing you want to do is spend time, money, effort, building another site if you don't
need to, and then diverting traffic. Do I send traffic to my personal brand website? Or do I send
bit traffic to my business website? All right. Now, I'm confused. And I know I'm confused, and the
people that are on the outside looking in. So the way we like to do it is, and for most of your



clients, if they're running a typical small business, or your listeners, they're going to just make
some strategic changes to their business site, to more prominently showcase one or more
individuals slash personal brands, within the business ecosystem. It's the quick answer.

Jeremy Weber:
But if you're like, "I'm not sure which way should I go, personal brand website, or business
website as the primary?" It comes down to this. What kind of business are you wanting to build?

Jeremy Weber:
If this business is heavily dependent on you, what people are buying and what is being
delivered, is heavily dependent on you as an individual, and you can't delegate or outsource
what people are buying, then, yes. Your website is going to be JillFlodstom.com. And it's going
to be Jill, and all the great things Jill's doing, because that's what you're buying, and that's who's
delivering it.

Jeremy Weber:
If the business you're building is founded by you, and you're a key person that's driving
awareness and leading the company, but people are doing business with a set of individuals
that are a lot more than Jill. They may interface with different people, or... Then that's when the
website is the business name. So it's like, what are people buying? How dependent is delivering
those services on you as an individual, even as you forecast it into the future? And if what you're
building is bigger than you as an individual, then position the website, and the domain name, in
a way that's bigger than you as an individual. And what that does is it lets you gradually
separate yourself, potentially, from that business over time. If you want to sell it and focus on
other things, it's not like the whole business is you and, "Oh crap. If we take Jill out of the
equation... Everybody's trust is in Jill. And now that Jill's gone, nobody wants to do business
with us anymore." That's not a really good situation to be in.

Jeremy Weber:
So, there's edge cases, of course, and there's ways to leverage both. But the easiest way to
think about it is, what are people buying? If what they're buying is heavily dependent on you, top
to bottom, then you're going to build a typical personal brand website. If they're buying into a
business that's bigger than you as an individual, and that's only going to become more and
more of the case over time as the business grows, then obviously the website is a business
website, a business domain name, business branding, etc. And then we're showcasing one or
more people within the context of that website.

Jillian Flodstrom:
I love how you broke that down, because I think that's something that's really confusing, of
which way do you go, and what do you put it under? And that clarification, I think, is huge for a
lot of people. Now, I have another clarification.

Jeremy Weber:
I follow. Oh, oh.



Jillian Flodstrom:
Because I think this one's-

Jeremy Weber:
Oh, oh.

Jillian Flodstrom:
This one's a big one, too. So, should you do a video blog, or a written blog?

Jeremy Weber:
Oh.

Jillian Flodstrom:
Because I feel like blogs were super popular back in the day. And then people are like, "Ah, you
don't need one anymore," but I think there's still some value. So, what do you think about that?

Jeremy Weber:
Yeah, it's another good question. I think, to tackle the first part of it is, should you even care
about blogging? If it's a video, or written, or whatever. And it's kind of the same thing.

Jeremy Weber:
People say, "Email is dead. Don't do email." And it's like the reality is that, yes, there are more
and more ways to market. You have conversational marketing. I'm doing automation within chat
bots, and platforms like DMs, and social media, all the different things. Yes. There's many
different ways. But the reality is that, still, email is very effective. You own that list. You have
direct access, for the most part, to communicate with those people that are on your list.

Jeremy Weber:
So, when I think about blogging, it's the same thing, is that the people that say blogging is dead,
or you don't need to do it. Always just like to say, "Well, so you mean to tell me that sharing
information, value-add information, with the people I'm trying to serve... To one, serve them and
just educate them. But two, use that to build trust and make sure they know of me, and think of
me as somebody that knows what the heck I'm talking about, and then use that to then,
hopefully, lead them to want to do business with me, now or later. You're telling me that's not
important to driving awareness and trust at scale, to then funnel people into my business?"

Jeremy Weber:
It's like, no. The reality is people are overwhelmed with information, and they need to have ways
to sample you. So, how do you get in front of people in micro ways, to let them sample you?
And then if they like what they're sampling, they go deeper, and they go deeper, and then
eventually, they buy. So, your content marketing strategy, which your blog is at the heart of it, is
a fundamental part of driving brand awareness and building trust at scale, and then gradually
funneling people back to, hopefully, doing business with you, at some point. So, when we look at



how to structure that technically, there's a lot of people that, and I promise I'm going to answer
your question here, Jill. This is a lot.

Jillian Flodstrom:
I love this stuff. I love this stuff.

Jeremy Weber:
I'm laying some of the context, or the foundations, to come back.

Jillian Flodstrom:
Yeah.

Jeremy Weber:
I haven't forgot about it. Yeah.

Jeremy Weber:
So when we think about how to structure this technically... So, let's say you bought in. Like,
"Okay, great. I get it, Jeremy. Content marketing's good. I still need to do it. All right."

Jeremy Weber:
Well, most people are like, "But, yeah. Everybody's on Facebook. Everybody's on Instagram.
Everybody's on TikTok. Everybody's on wherever. Why am I doing blogging again? That's not on
those platforms."

Jeremy Weber:
And what we're going to say is, "Do not build your digital business on rented real estate." That is
the biggest classic mistake is, my people are on Instagram. I'm going to just be out on
Instagram. I'm be using all the latest features on Instagram, the reels, the whatevers. And I'm
going to try to get as much organic reach, and build my following, and I'm going to be the master
at Instagram.

Jeremy Weber:
Well, great. You may get a bunch of followers, but then all of a sudden, the algorithm changes,
or something happens. And you don't-

Jillian Flodstrom:
Or it goes down. Like that one time.

Jeremy Weber:
It goes down. Exactly. And you don't have access to them anymore. So you're renting that
audience. So, what we say is, "Absolutely. You need to play out there, on those platforms where
your audience is hanging out." No question. But you need to be putting out micro information
that pulls them off-platform creatively. Again, the Instagrams, Meta, all the people. They don't
love it, that you're trying to pull people off-platform, but again, we're doing that for a reason.



Jeremy Weber:
And that's because, when we can get in front of them and hook them on platform, but pull them
back to some place where we control the user experience, and we can hopefully get them to opt
in or check out something, then we can then re market to them through email or through some
other mechanism. Then we're in control of the communication channel, and nobody's changing
the algorithms to say, "You can't talk to that person anymore."

Jeremy Weber:
So you do that by, where do you pull them to? When I hook them, or tease them with something
of value on Insta, where am I taking them? Well, you don't take them to some other social
platform where the same things exist. You take them back to your website, where you control
the user experience, and you can hopefully get them to opt in, like I said.

Jeremy Weber:
But if you don't have a blog, what's the reason to come back to your website? Again, most
websites are static, and there's no reason for somebody to come back if they've been there,
once. They came once. They checked it out. It was interesting, but they weren't ready to buy
yet. So, I'm out of here. There's no reason to come back, unless you have a portion of your
website that is always changing, and always updated with the latest and greatest insights about
whatever you do. That's a reason to come back.

Jeremy Weber:
And so, that's where you have the blog. It's the central hub to get to all these great insights and
expertise about what you do. You take little micro pieces of those blog posts, you package them
in whatever way you need to get the most organic reach on whatever social platforms your
audience is hanging out on. You try to pull them back to your website to get them to read the full
thing, watch the full thing, whatever. And then obviously, we have lead capture mechanisms to
try to get people to opt in. But that's kind of the overall strategy.

Jeremy Weber:
And then finally, getting to your question here. Do I do written or video? We're going to say both.
Some people like to read, and you want to have written for SEO purposes, on-page SEO. But at
the same time, some people like to watch the five minute video of you dropping all this
knowledge. It's great.

Jeremy Weber:
At the same time, we want our content marketing to power YouTube, as well, because a lot of
people search, and discover, and get insights, expertise straight through YouTube. Huge search
engine. So what we say is, do it in video to start, ideally. Record your content. If we have time,
we can talk about what kind of content do you record, but it's record this piece of value-add
content. Say it's a five minute video where you're teaching all this great stuff. It's a small piece of
everything you know. And you're going to push that video out to YouTube. It's going to get edited
and go out to YouTube. But then we're going to transcribe that video, and clean up those words.



And then we're going to embed the YouTube video in your blog post. Have the written, cleaned
up transcription below it. And so, anybody that comes to that blog post, they can watch the
video that's embedded from YouTube, and drives up your views there, obviously. Or they can
read below, or they can do both.

Jeremy Weber:
So it's actually not one or the other, it's both.

Jillian Flodstrom:
Well, and listen too. Because there's a way that you can just put the audio there. So if
somebody's working out, or driving, or walking, or doing whatever, they could just listen to the
audio, too.

Jeremy Weber:
Yeah. And that's ideally is you have a repurposing strategy like what we're talking about, is how
does Jill, or whoever the thought leader is, the person in the small business that's got the
insights, expertise, that thinks, "Hey, if I share more of this out there, it's going to help us attract
more people." So ideally, that person only records the five minute video, or whatever. And then
you hand that to a team that, obviously, edits the full length video. Pushes it to YouTube, but
extracts the audio. And that could be something that goes out in an audio only format, like
powering your podcast, or your show, because some people are on the commute to and from
work, and they're just listening. Just like this show. Exactly. Right?

Jillian Flodstrom:
Mm-hmm.

Jeremy Weber:
So, it's that idea of do something once, and how do we get as much mileage out of that one
piece of content. But the beauty of it is, if you're in a position to have a team around you, the
thought leader, the person that has to record the video, they're spending a very small amount of
time to do what only they can do, which is record this great content. But they hand it to
somebody that makes that one longer form piece of content turn into many, many smaller pieces
of content that show up in all the places. But again, they're driving people back to the blog to get
the full set of info, because that's where you're trying to drive traffic to.

Jillian Flodstrom:
Oh, my gosh, I love this stuff. I mean, I feel like we could talk for hours. I mean, that's probably
not a good idea, to spend five hours talking about this stuff. But I love it.

Jeremy Weber:
Yeah.

Jillian Flodstrom:
So, we could totally do that.



Jeremy Weber:
Yeah.

Jillian Flodstrom:
But if people want to know more... So if they're like, "Oh, my gosh. This stuff is what I have been
looking for," where can they connect with you? And I know that you have a special offer for our
listeners, too, so let's talk about that.

Jeremy Weber:
Yeah. Absolutely. Well, I mean first and foremost, we're just out here to serve and push out
value-add info. So, this is one example of it. Being on this show and talking here.

Jeremy Weber:
Obviously, you can go to all the social platforms. My handle is @thejeremyweber. One B. So
you can get to me and tap into little, exactly what we just talked about, little micro pieces of best
practices and strategies to build your personal brand, to drive growth to your small business.

Jeremy Weber:
But if any of you guys are actually interested in saying, "Hey, I bought into this, right? I think this
can be how we can truly differentiate from our competition, and help drive growth of the small
business, and scale it," we'll actually do what's called a free brand strategy call with you. This is
somebody that knows how we do what we do, and they're spending an hour to just understand
what you're doing in the business, now. And then try to share some ideas on what you can do,
or should start thinking about doing, to elevate your personal profile, to help drive growth of that
business. So if that's something you want to do, and again, whether we actually work together
beyond that or not, it's not really the intent behind it, but if you want to take us up on that offer
and talk to somebody, you can go to freebrandcall.com/jw. That's freebrandcall.com/jw. And you
can just book a free brand strategy call, and talk with a member of our team.

Jillian Flodstrom:
And I'll be sure to link that in the show notes too, so it's handy and quick reference for anybody
that's looking to take that opportunity.

Jillian Flodstrom:
Now, one question that I always ask every single one of my guests is, what is one piece, just
one thing, what's that piece of advice that you would give to a small business owner?

Jeremy Weber:
Wow. There's so many. This is a tough one.

Jillian Flodstrom:
It's hard to choose, isn't it.



Jeremy Weber:
Right. This is kind of a loaded question. So, what I would say, and there's a lot of things you
need to keep in mind as a small business owner. But what I would say that's really important to
me, just because I see the value of it each and every day, is that if you are really trying to drive
growth of your small business, you need to infuse more authenticity into your marketing, into
what you do. There's so much crap out there. I know I feel like I've said this over and over again,
but there's so much noise, so much canned stuff. And again, I'm not saying stop doing your
standard corporate marketing, or business marketing stuff. But we don't need any more noise.
All right?

Jeremy Weber:
And so, the question is, "Well, how then?" Or whatever. Well, how is what we're talking about.
Authenticity is who are the people behind this business, and how do we let them shine within
the context of the business. That's true authenticity. And what I think is an extra bonus, yeah,
we're going to tell you, do that to help grow your business. But I'll tell you what's priceless, is
that when you work with business owners and they feel like they have an authentic outlet to be
who they are, they don't have to put on the corporate or the business front. And I'm not saying
go crazy and do a bunch of crazy stuff. There's within reason here. Be mindful about it.

Jillian Flodstrom:
Don't go wild.

Jeremy Weber:
Yeah. But when you do some of the deep work and feel like you truly can take who you are, and
what you care about, and be vulnerable, and all these things as an individual, and you have an
outlet to share that with the people you're passionate about serving through your business. And
it's not a side thing. It's not a weird thing that's perceived as a distraction to you. It's a strategic
thing that is helping you break through the noise and authentically connect with the people
you're trying to serve.

Jeremy Weber:
And maybe you just serve them. Maybe you just deliver real value and it stops there. But the
reality is, most people will connect with that. And sooner or later, they will choose to do business
with you, as well. So just putting real value, real authenticity out into the noise, and breaking
through it is key. But I think again, just giving people an opportunity to be real, and tap into their
why, and a little bit of that authenticity and what they're doing every day, and let the business
reflect that is priceless, in my mind. So, it's deep work, but it's work that is worth doing.

Jillian Flodstrom:
I love that. I love that. Thank you so much for spending time with us today. So many good things
that we talked about. And if people are curious, make sure you check out Jeremy because he's
an absolute wealth of knowledge. So thank you, again, for spending time with us.

Jeremy Weber:



Thank you, Jill.


