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MORE ABOUT DEBBIE
Perhaps you’re thinking, “Why did she decide to offer consultative services? Don’t we already have enough consultants out there?” 

Well, you’re probably right, there are a lot of consultants and agencies of all sizes already out there. But I would like to think that I have something unique to offer, something that goes beyond experience, creativity and business savvy. And that is my ability to move with the changes presented to me by my clients, their customers and the market and to offer a fresh perspective.

I’ve always been entrepreneurial. My first business endeavor at age eight was the creation of a club I called “Little Stinkers” (influenced I guess by the “Little Rascals”). Members would help me pull weeds from the local onion patches (hence the name), and I would re-invest our earnings in membership benefits…ice cream.  My club members were very happy. Lessons learned: Make your brand people-centered. It’s all about satisfying their wants and needs.
As I grew up, so did my business undertakings. The sixties and seventies were turbulent times of change. After the Beatles, the Rolling Stones and the British invasion, our pop culture was never the same. I soon found my first love - music. And although I went to college and graduated with a degree in biology, the call of the stage, like Ulysses’ sirens, beckoned me to an eighteen year career as a rock-and-roll artist singing, performing, writing music and lyrics. My music had to be different and cutting edge, so I worked with the best musicians I could find from Berkley College of Music, New England Conservatory, as well as the streets, and created a unique style that became a fusion of rock and progressive jazz. I landed a recording contract from a label in Germany, toured the US and Canada and was featured as the opening act for many well-recognized recording artists and bands, such as J. Giles, The Youngbloods, The Cars, Beaver Brown, Laura Nero, just to name a few. I even personally jammed with Blue Oyster Cult and Ritchie Havens! My image had to be different, and defiant. My devoted followers referred to me as a “pre-Madonna” – creative, edgy, outrageous, always transforming. To my surprise they even started dressing like me! Lessons learned: Brands are real voices that respond to people and become a part of their lives. Make your voice resonate.

Then I found my second and third loves respectively, cosmetics and marketing communications. These were a natural fit for me because of all my previous involvement with costuming, stage makeup, photos, music videos, press events, self-promotion, etc. Both disciplines quickly became fully integrated into my life and spawned a new career direction that has lasted more than twenty-three years, beginning with my first position as a makeup artist for Calvin Klein and moving up the ranks with Fortune 500 and international industry leaders to Vice President of Image and Brand Marketing for a multi-billion dollar enterprise. All the while I can honestly say that I have continually kept close to the customers, listening to their perspectives, likes, dislikes, preferences and ideas. Why? Because customers are to the market today what the Beatles were to music decades ago - influencers. They have the position of power to impact the market and to make or break a brand’s success. 
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I have seen brands come and go. Either they “get it” or they “don’t”. Those that “get it”  have a strong, consistent brand message that builds consumer trust, while bringing added value and something unique to the marketplace…offering a brand that delivers what customers are looking for in the way they are looking for it. Customers feel good about their association with these brands. Those that don’t “get it” either fade into the abyss or are struggling still. Why don’t they “get it”? Because they center their branding efforts too heavily on impressing the market all about what and who they are. And with all this rhetoric, customers ultimately decide that these brands simply aren’t for them.  Lessons learned: People choose brands that make them feel good about themselves. It’s not about selling a market. It’s about building a community.
What is the best way to quickly build your brand and keep a competitive edge? Brand success comes by building brand ambassadors of your employees and brand advocates of your customers. Respond to their informational and emotional needs. This requires taking an outside-in, audience-centered approach. Always benchmark yourself against the competition and identify threats, opportunities, weaknesses and strengths. Then build integrated communications programs that listen to and respond to the voice of the market.
####
Deborah A. Hicks, founder and managing principal of dh global marketing, is a dynamic, results-oriented professional offering over 23 years of global brand marketing experience, with expertise in marketing communications and public relations campaigns which create a unified, consistent and clearly understood marketing message marketing across multi-distribution networks, as well as possessing a keen marketing sense for identifying and satisfying the needs of diverse generational and Hispanic targets. 

As Vice President of Image and Brand Marketing for international cosmetics leader Yves Rocher since 1997, Ms. Hicks was responsible for building brand value, increasing brand visibility and delivering the brand promise to consumers, independent sale reps and employees within the organization. Ms. Hicks was instrumental in capturing market share by developing and launching new products exclusive to the needs of the North American market, creating comprehensive integrated communications strategies across all  multi-distribution networks (catalog, direct mail, retail, direct selling, TV shopping and internet) that leveraged brand assets and succeeded in delivering compelling, consistent brand messages to the respective targets. Ms. Hicks also lead the creation and building of the company’s full service communications and public relations “agency”, complete with an internal Design Studio, which delivered on time, respected budgets and improved quality.

Contact info@dhglobalmarketing.com  for more information about how your brand can benefit from the services and capabilities of Ms. Hicks and dh global marketing.
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