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Kristin:

Welcome, everybody, to another episode of the Channel
Mastery Podcast. I am so excited today to have Fred Dimyan,
the CEO of Potoo with me. Hey, Fred. How is it going over
there?

Fred:

03:17

It's going great, Kristin. Thanks for having me.

Kristin:

03:21

We're so excited to have you here. Can you please give my
awesome audience a background on what Potoo does?

Fred:

03:29

Sure. Potoo is a brand protection company that helps large CPG
companies manage their presence online. As we all know,
marketplaces are growing dramatically, and Potoo helps our
clients gain information on what's going on in the marketplace
and who is affecting their products so they have the tools to be
able to manage that.

Kristin:

03:53

That's great. Can you give us a little bit of a background on the
founding story?

Fred:

03:59

Sure. An old friend of mine, David Veber, and myself, have
known each other for about 20 years. He was working at a
consumer electronics company that needed some help with
Amazon. I went in there and with my previous background,
being one of the largest sellers, one of the largest independent

third-party sellers on Amazon, went in there and helped them
fix their issues and manage the marketplace a lot better. We
had no idea how large of a market this was, but within a week
or so, we had about 11 referrals to some other companies, so
people who saw the work we were doing referred us out to
some other companies. I'd like to say we found the business,
but the business found us. It was a massive opportunity that we
couldn't ignore, and the rest is a little bit of history that right
now, we manage about 500 brands, and about eight out of 10
largest brands on the Amazon platform. The success has been
pretty tremendous, and we're having a lot of fun with it.
Kristin:

05:06

You're one of the, if not the, fastest growing companies in
Connecticut, correct?

Fred:

05:12

Correct. We were on pace to be the fastest growing company in
Connecticut. We have had 300% growth for the past three
years.

Kristin:

05:20

Wow. That's amazing. I actually did a pre-interview call with
Fred, and my mind was blown with some of the statistics that
you have around what you guys do. Can you please share with
my audience? Basically, I think I'll start by saying you had a great
thing that you framed this out, which was as Amazon goes, so
the market will go. Obviously we've been seeing interesting
brick and mortar extensions of that. First and foremost of
course is Whole Foods, but then the 4-Star store more recently
and seeing Echo and Kindle being sold in Best Buy and Target.
Obviously, there is a melding of channels, and Amazon is quickly
growing in that regard. We're really here to talk about what I
think you're really well known for, which is controlling the brand
on several marketplaces, but really making sure that price parity
is in place. The brand integrity is in place. Obviously, this is part
of a 3P presentation that we're putting together on Channel
Mastery. Can you share with my audience how quickly this issue
is growing around controlling brand integrity on marketplaces?

Fred:

06:30

That's a great question. It ties to how large the marketplace is
now, and a few people know how large it is. Speaking of
Amazon specifically, about two out of every three items sold on
Amazon are sold by third-party marketplace sellers. That has
grown tremendously. There used to be a time where Amazon
sold only books, music and DVDs, and then it started selling
more items. The marketplace really started taking off about a
decade ago, but then that accelerated really quickly. When we
started the business about four years ago, approximately 800
sellers were being added every single day on Amazon and not
that 800 is not a tremendous number, but as of this point in
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2018, about 3,500 sellers are being added every single day
across the various Amazon marketplaces. The marketplace is
growing dramatically. Like any marketplace, the more
participants, the more complex it is and the more disruption it
causes.
Fred:

07:34

As the marketplace has grown, we've grown along with that
because the demand for our services has been pretty immense.
If you look, to your point about as Amazon goes so does the rest
of the market, if you look at the people trying to compete with
Amazon, whether it's walmart.com or other participants,
they're not trying to compete head to head just Walmart versus
Amazon, but really trying to build a marketplace behind them
and then have the marketplace beat it because if you think of
five million marketplace resellers and Amazon, it's hard for just
a Walmart to beat them. They do have to create a robust
marketplace underneath them. Amazon is really just continuing
to accelerate ahead of all those other marketplaces. It is
important that brands really get a grasp of what's going on
because that number of 3,500 being added every day is going to
be a low number compared to what it is a year or two years
from now, and so is the disruption across the channels.

Kristin:

08:40

I'm taking a deep breath. You also mentioned that international
is half of that growth. Is that correct?

Fred:

08:47

Yeah, so Amazon is massive in the US, but Europe is outpacing
percentage-wise the US growth, and India ... and there was just
a recent article in a few magazines about India. India is growing
even more quickly. What's interesting about some of the new
marketplaces Amazon is opening like India, Amazon is not even
selling directly. It's 100% of a marketplace. Amazon does not sell
directly in India. It's 100% third-party sellers. That number, think
of that 3,500 number every day and put it on India where
there's a population of about one and a half billion, you're going
to get a pretty steep curve of resellers being added.

Kristin:

09:32

Before we hop into a couple other lines of questions here, one
of the things you also brought to light that I think is important
to address just as we lay the foundation together here is the
loophole that Amazon has. That's something that I hear a lot in
my audience, and I think it would be great to bring some clarity.
You mentioned to me it has more to do with privacy laws in the
United States more than being a loophole. Right? Can you
explain to my audience what the lay of the land is there?
Because basically, I think a lot of the people who listen to this
podcast in my industry feel that Amazon has made it possible to
obviously create a third party, I guess, storefront where they
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don't have to necessarily have a phone number and an email
and a way to be identified, which is the tip of the iceberg I
realize in terms of your world because you get so deep in terms
of the management here.
Kristin:

10:26

A lot of my listeners are trying to manage this in-house, and so
they're just seeing that as the whack-a-mole game and they
blame it on that loophole. Can you shed a little bit of light on
what that really is?

Fred:

10:38

The privacy laws in the US are also being expanded with GDPR
in Europe and other places. If you think of a storefront name,
and this is true whether it's on Amazon or eBay or other
marketplaces, what a person puts as their storefront name is
most often not their legal name. I'm going to say over 90% of
the time, the name you see them displaying on Amazon is not
the legal name. To gain the information on who the entity is
behind that is something that not just Amazon but other
marketplaces are protective of because of laws. It's not just the
customer information, which are clearly the marketplaces are
protective of, but it's also the seller information. Think of a
typical scenario with a manufacturer that says, I don't know
who's selling my item. I don't know who this person is. The
storefront name is something completely fictitious and not
related to their legal name. That's where we do digging, not just
to give them the information on what the entity is behind it, but
what their likely source of inventory is. Were they getting it
from a distributor or are there more nefarious sources of that
inventory?

Fred:

11:51

There's a large blind spot that's inherent just in both US laws
and the marketplaces within there that it's hard to find out
who's selling it, where are they getting their items, and with
regulated items, so that's whether it's automotive or health and
beauty, where items do have regulation that's above and
beyond Amazon policy or eBay policy. Manufacturers do have
an obligation to make sure that the goods for sale on the
platforms are genuine and not in any way harming the
customers, which are making the assumption that they're
getting a genuine item from a trusted platform.

Kristin:

12:33

That brings up such an interesting point because many of the
people listening to this show here are involved with businesses
that sell climbing gear or safety equipment for a number of
different outdoor activities or travel. Part of that is basically
when I purchase a product as a consumer, there's a warranty
that I think is voided when there's an unauthorized 3P seller. Is
that correct?
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Fred:

13:00

If a manufacturer has the warranty in place and they don't
honor the warranty outside of authorized distribution, yes.
Think of a climbing gear example. Somebody getting a piece of
safety equipment that they're going to climb a mountain. Are
they sure it's genuine? Are they sure that it's stored and
inventoried properly? Meaning it's not a return or a refurbished
item or something that's damaged. Those things are essential in
a climbing situation. It could be a life and death situation. To the
warranty point, if a manufacturer has a warranty that is only in
effect when they're getting it from authorized sellers and that
warranty is clearly stated, then, yes, the sellers in that
marketplace, if they're not authorized, are in violation of several
things, obviously, including the warranty.

Kristin:

13:56

That's really ... There are so many important facets to this
conversation, but in our world, that's a really big one.
Obviously, many of the people also listening to show either sell
to specialty brick and mortar retailers or specialty online
retailers that are authorized. Let's say that this obviously falls
into the wrong hands, which many, many brands are dealing
with right now. They also will have unhappy consumers who go
to social media and complain or worse, there might be legal
implications obviously. Obviously, the solution that you're
providing helps a brand get on top of that. I understand that
this really is something that brands that are going into 2019 and
beyond can't really look to like, okay, you need to handle this 20
hours a week and then run your other job on top of that.
Because a lot of our brands are pretty short staffed, and they're
trying to manage this internally.

Kristin:

14:50

The goal of bringing you in front of my audience is to show
them the complexity and show them that it probably is time to
be looking at an outside solution to manage this on the
different marketplaces, especially if they're growing as fast as
you're saying they are.

Fred:

15:07

Yes. And the marketplaces are growing and you're correct, I
mean, most even large manufacturers are often understaffed
and in this group. But even if they were properly staffed, do
they have the ability to build the tools and kind of crowd-source
information like we do. So think of it, if we have 500 brands, our
learning is going to help our clients 500 times quicker than they
could learn on their own. And when you're managing one
brand, you can't see a pattern. When you manage 500 brands,
you can see a pattern and you've come across a seller multiple
times and know their behavior.
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Fred:

15:46

And if you think of what a manufacturer is great at in climbing
gear, they're great at making great gear. They're great at
marketing it. They're great at getting the competition when it
comes to making better products. But is it really part of their
core expertise to understand this specific marketplace and all
the dynamics of it because it's not a steady-state problem. The
marketplace is growing so dramatically and the complexities in
the marketplace are growing exponentially. So it's a pretty
steep learning curve and it's not a fixed learning curve. They're
going to continue to expand and yeah, Amazon is going to
continue expand and so are the problems.

Kristin:

16:31

Well, and you mentioned the patterns and I realize that this is
probably something that changes week to week or even more
often. Can you share with us any patterns that you are seeing?
And obviously, just so the audience knows, Fred can't mention
the names of any of the clients that he has. It's just part of how
they do business. But can you share some overarching patterns
that you're seeing right now as we're in Q4 of 2018?

Fred:

16:57

So I would say two things our brands should be well aware of
are counterfeits. So a lot of counterfeits and high quality
counterfeits often. So the stronger the brand, the better the
distribution, the higher quality the counterfeit. What items are
counterfeit? It's real easy items that are easy to counterfeit so
items that are plastic or metal or things that have a chip or
screen, those are obviously harder to counterfeit but items that
are kind of more multiple whether plastic or apparel, things like
that are easier to counterfeit.

Fred:

17:35

The other thing that we recommend are brands be hyper-aware
of are the massive competition from direct factory brands
bypassing everything going directly from a factory overseas
onto Amazon or eBay. So the competitors that manufacturers
are coming across, they're aware of the brick and mortar
competitors. But often they're not aware of what the online
competitors. So as maybe a fun exercise, if you go on Amazon
and pick any specific category and go through the top-selling
items in that category, you will see brands that are not
recognizable and not in brick and mortar but they're crushing it
online. Those are things that manufacturers need to be aware
of is online is growing, the competition in brick and mortar is
not just who you should be aware of. You should be well aware
of who the competitive brands online are. So that is a massively
growing trend and as we become more globalized and Amazon
opens other marketplaces and encourages sellers on other
marketplaces to sell in other countries, that that problem is
going to continue to grow.

Channel Mastery Podcast Episode #66 (3P Series): Fred Dimyan, Potoo
www.channelmastery.com
email: kco@verdepr.com

Page 6 of 14

Kristin:

18:46

Wow. Okay. That's what you meant by in our pre-interview, the
new competitive landscape and that's a wonderful thing to
bring up right now because so many of our brands, if not all of
them are in the budget creation process right now and strategic
planning for the coming year. So they're looking at what they've
always done. They have a legacy approach to kind of taking care
of the business that they have but this is a major threat on the
landscape, obviously, because it really underscores, I mean,
Amazon is obviously really disrupting what's happening on the
marketplace side as we're discussing here today. But they really
trained everybody in terms of wanting or having different
buying habits driven by wanting a cheaper price or wanting a
very convenient experience.

Kristin:

19:32

And so often I think what I see covered in retail broader market,
media, and different people who are offering solutions for the
changing face of retail is oh, you need to be experiential, you
need to really have your brand and retailers that know how to
sell it. I mean, that's an age-old paradigm. But really they're
coaching us to be experiential and to give them a memorable
experience when in actuality, it's over 55% of people are
starting their product searches on Amazon. And these from
factory brands, I think we also call them marketplace only, are
really a huge threat because ultimately, they have the right
assets on the marketplace, the video, the descriptions, they're
showing up in search. They're probably accruing huge numbers
of reviews into a consumer that is maybe new to our market.
They're seeing those and buying those things and that's really ...
one thing I was hoping you could talk about is just the modernday buying habits of today's consumer and how that really is
what should direct how you're coming up with your plan in
2019, not so much how can I protect the book of business that I
have.

Fred:

20:41

Yeah. And that's a terrific point because you brought the word
legacy and I think that's an important word. Legacy, in a lot of
ways is a great word but sometimes in the dynamics, we're
changing environment of online retail, it could have its
constraints. So the point you brought up about the searches
initiating online, so you're correct. The searches that the vast
majority of people now initiate a search for products online.
And by over two to one ratio, they actually search on Amazon
versus Google. So how the products are typically optimized in a
historical way, they're optimized for brick and mortar, the
packaging, how the item is cataloged and displayed is really
optimized for somebody in brick and mortar looking at the
product, feeling it, touching it, turning it around. That is
different than how people are shopping now.
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Fred:

21:37

So as an example, if you look at an item at a sporting goods
store, you're going to look at the packing, read a labeling. If you
look at it online, the last thing you want to see is the actual
packaging and the first thing that you should see is the product
itself. So how items are being displayed should really start from
an online presence, whether it's their website or Amazon or
eBay or whatever marketplace they're selling at. And then really
brick and mortar should be secondary. Because to your point,
55% of people are starting their search online. Let me have my
items be optimized online where people could compare the
price, look at the reviews, get more details. And then to
determine how to inventory them.

Fred:

22:24

So as an actual example, we had a client who ... or have a client
who decided to actually start online first. So the way they
optimized their catalog is to actually start on Amazon. And why
we think Amazon, it's more valuable than all the other retailers
combined. So they have their images, the lifestyle shots, the
feature shots, the detailed shots, the bullet points, the
description, the variations of it. And then they took that very
same model and said why we think Amazon when I'm creating
my website. And even their product packaging changed.

Fred:

22:57

So the things you could learn online could actually help you in
brick and mortar, how are people searching for this product,
how do they like it displayed and then see how that translates
into brick and mortar versus starting the other way around
because online is only growing. And obviously, I'm biased
because we're a company that optimizes what brands do online.
But it's not just me. Walmart is following, Amazon. If you look at
all the brick and mortar, they're trying to get smarter and really
emulate the experience people have online. So from a product
optimization and really where to start marketing the products is
look how people are currently searching.

Fred:

23:36

And another point you brought up is the reviews. So on
Amazon, for example, anybody selling your item could influence
your reviews. So a third-party seller selling a counterfeit item
giving a customer negative experience could actually affect the
product reviews on people selling legitimate items. So the
reviews are tied to the item versus tied to a specific seller
online. So helping manage that is also pretty important.

Kristin:

24:07

Oh, so is that something that you have built in as well on your
solution in terms of reviews because that's something that's
really been a huge problem this year already. And it sounds like
as things are going to be ramping up even more so with these
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marketplaces, it's something that I think my audience really
needs to keep an eye on.
Fred:

24:26

Yeah. So the reviews are very important and again, if you look at
the number of the comparison on online, what do people look
at? They look at there's star and how many stars an item might
have online as well as the price point. But from a quality
perspective, the reviews are really the pinnacle of what they
should look at. In normalizing the marketplace in getting the
unauthorized people off, the people that shouldn't be selling
your item, the counterfeit items, that gets the opportunity for
people to leave negative reviews down. So the less people you
have selling the items, the less the reviews are obviously related
to those people.

Fred:

25:07

But we do have tools that are able to track negative reviews as
they come up as well as search for specific keywords like fake or
counterfeit. So a manufacturer could look and automatically be
alerted to see if anything comes up that is affecting the
perception of their product online and then be able to address
it in an expeditious manner. So if a review comes up today, it's
easy to go and see, okay, who are the people selling the item
over the last week and maybe those are the people that might
be selling a counterfeit item or a refurbished item. So we do
have tools to be able to help them to triangulate where the
reviews are being affected. But I would say large are around a
proactive ability to go in and see how we can manage, who's
selling it. So the reviews, the negative reviews don't even come
up.

Kristin:

25:59

Well, yeah. That sounds like an incredible component of your
solution. One question that I have before I dive into my next
topic here: Is there anything that a brand can do in terms of its
website, its owned website presence that could help counter
these reviews? Because do you see in day-to-day that
consumers are also maybe like on Amazon primarily? But do
they ever maybe migrate back to the brands' mothership
website, if you will, to kind of go to the place of here's where I'll
find the real deal on this product. And obviously, there's a
segment of consumers in our market that I think would do that
because they already have reverence for brands that they like.
But I realize there's a whole new swath of consumers that are
getting lured in by these direct from factory brands and their
positioning on the Amazon marketplace. But what do you see in
terms of trends around traffic going from Amazon back to a
brand website and what could a brand potentially do there to
kind of sure out the problem.
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Fred:

27:02

A lot of our brands have done research on the transference of
traffic from their website to Amazon, from Amazon back to their
website. And there's a lot more transference of traffic from
their website to Amazon than the other way around. So if you
think of typical consumer behavior, there's research and there's
purchasing. So a person may research products on a brand’s
website but when they're ready to buy, they're more often than
not go to Amazon. There's less traffic the other way because of
how many items are listed and how many options are on
Amazon.

Fred:

27:37

So when a consumer searches for a specific item, they're often
offered many different choices with many different brands. So
they kind of get lost within Amazon and they're not necessarily
going to go back to a brand page. They may go to another item
within the platform. So really starting to look at Amazon and
eBay and wherever your market products as the extension of
your website. Is the presence on the third-party site such as
Amazon or eBay or Walmart similar to the presence that you
want on your own website. So to really lead the efforts and
making sure the catalog is clean and not depend on Amazon or
marketplace participants to make sure that the catalog is clean
on those online platforms as you want displayed similar to what
you have on your website.

Fred:

28:34

Because to your question, very few people are going to go from
Amazon, they're ready to purchase. They have a bunch of
different options. Are they now going to leave that cart open
and go research further? Less likely but if they're alerted to an
item on your website and they need the item in two days and
they have time, which is over half of U.S. households, they're
going to be sucked into Amazon, stay there. So really to make
sure the presence on those online platforms is exactly what you
want.

Kristin:

29:04

And that's a big part of what I think we're trying to address in
this podcast series but what a lot of brands are ... they're
holding the bag in terms of responsibility. They have to keep
their channels clean to kind of raise the level of the ocean for all
boats, I understand. So I also just want to point out another ...
as we're kind of looking to close the conversation here, when
people find an item in that process that you just described and
they want more information, whether they're kind of on the site
going to Amazon or visa verse, if a product is not on Amazon,
obviously they question the brand itself. And then you
mentioned to me worse, Amazon will display competitive
brands and similar products right there in front of them.
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Kristin:

29:46

So it's important to be there in the right way and monitor your
presence. It just, it feels like there are just so many things that
we need to be prioritizing. So I thought as we kind of wrapped
up here, we could talk about the five basics that every brand
really needs to get really nailed. You've already covered a
couple of them, so, I think you only need to add two or three,
but I think we talked about, with the display, go for an online
presence, not a brick and mortar presence in terms of
merchandising and how people are used to seeing products,
thanks to the help of being trained by marketplaces like
Amazon. Then obviously, understanding the new competitive
landscape, which you talked about. Are there a couple of other
basics that you can share? I'll put these in the show notes so
everybody has them organized, but are there a couple of other
basics you can share as people are planning for 2019?

Fred:

30:41

So, to your point, should an item be on Amazon is, we have
many brands that want their items off Amazon and more often
than not we convince them to get their items on Amazon
because typically they're already on there. To your point about
somebody searching for a brand and a brand not showing up on
Amazon. Amazon has, across its platforms, has over 550 million
different items for sale.

Fred:

31:06

What do you think the perception of a consumer is who
searches for an item and doesn't find the brand on Amazon?
What do you think the perception of that brand is? They
question if it's a real brand or a real product, or maybe they are
a little frustrated that they can't get it on their platform.
Amazon does not display an empty page when you search for a
brand that's not on there. They will display the other options
and a brand may lose market share because of that. So, being
on Amazon, I would say, from a high level is very important as
far as tips.

Fred:

31:38

Leave the catalog efforts. So, take control of the catalog, not
resellers on Amazon. Make sure the catalog is as you want it to
be online and best displayed and ideally, very similar to what
you have on your own website. Offer consumers the option
they want, that's another big tip. What does that mean? That
means if you see a lot of traffic going from your website to
Amazon and your items are for sale on Amazon, why not offer
the customer a direct link to the item on Amazon. On an item
level, you could click, see it now on Amazon or you'll add to
cart. There's many ways you could link it directly to the
platforms, but really don't fight the wave and look at it from a
consumer perspective. Consumers don't like Amazon, they love
Amazon.
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Fred:

32:27

So, you want your items on there and sometimes online could
be viewed as a lower level from a brand equity perspective, so
alluded to the brand, but really reconsider that and say, "Is
Amazon above or below my brand?" If you look at the
demographics of Amazon, prime members have very high
household income, the vast majority of a brand's customers are
typically already on Amazon. You're not necessarily driving
them to Amazon, they already know and love Amazon, they
typically have prime. So, to offer the options that way.

Fred:

33:04

Another tip is you do want the items ideally to be Prime. I
brought a Prime several times. Prime means that some offering
is at Amazon's warehouse and eligible for two day shipping. The
Prime logo actually has a significantly higher conversion rate
than an item that has no prime offerings. Studies some of our
clients have done, when an item has no prime offerings versus
prime offerings, sales often over go over double which means
highest like 250% higher conversion rate when an item is Prime.

Fred:

33:40

Think of Amazon and online as not just a place to sell items, but
it's also a convenience. Not everybody is in a metropolitan area.
Some people have to drive 20 or 50 miles to the nearest store.
It's really a convenience purchase. Again, it also does offer a lot
of options. So, look at the competitors and I can highlight that
strongly enough. Look at the competitors in the category, be
well aware of it, although they might not be competing in brick
and mortar now to think that brick and mortar companies that
are struggling are going to ignore calls from items that are top
selling online and maybe want some presence in brick and
mortar that it's hard for them to ignore that and there have
been many situations of items and brands that have been built
online and then made their way into brick and mortar. Although
they're not directly competing with most brands now, I think
the future might be a little different than the present. So,
definitely be aware of those online only competitive brands.

Kristin:

34:39

I think that would be a wonderful next episode for us, Fred,
seriously because that to me feels like probably the more of the
wild, Wild West than this particular wild, Wild West is the three
people that marketplace only or direct from factory brands is a
huge, huge issue. I know that there already are segments within
our industries that are fighting that and as we're getting the
benefits of these marketplaces, which could be new customers,
perhaps researching the product online and wanting to go talk
to someone in a store or finding a brand through this research
process, that's a great opportunity for us to grow our customer
base, but if we're competing with, as you say, this new
competitive landscape, there has to be a different approach and
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a different way to actually capture them and compete with
them.
Kristin:

35:28

So, if you're okay with that, I sure would love to have you back
for another episode early in the year, possibly in 2019 about
direct from factory brands and what our industry can do to
protect themselves from that as well.

Fred:

35:42

Sounds good.

Kristin:

35:43

Well, you are an incredible resource and I feel incredibly
fortunate to have had you on the show here. I really feel like we
could have talked for probably a couple more hours about all of
the things that are looking around the corners out there, but
please tell my audience where they could learn more about
what POTOO does and if there are anything, any services that
might be new on the horizon that might make it more
attainable for them.

Fred:

36:08

Sure. So, potoosolutions.com, P-O-T-O-Osolutions.com is our
website. We do have a lot of new products rolling out, data
products, so clients could find out who is selling their item and
how many they're selling and how many marketplace
participants there are. To give information on the category, so,
who the top competitors are in a certain category. We're
actually rolling that out in the next month and then the review
dashboard that we have that gives clients insight on their
review, but I will leave the audience, I think, with an important
note is, a lot of times online is viewed as this obstacle and
something that's negative, but managed properly, it's
something that could be the largest opportunity the brands
have if you think of it like a tool, to hammer. It's something that
could bash somebody over the head and hurt them, but it's also
something that could go build a house. It's how you use that
tool.

Fred:

37:08

So, look at online as a tool and managed properly it could really
help grow a brand and again it is the marketplace that people
have to be hyper aware of. So, as the marketplaces continue to
grow and when you think of Amazon, think of it more like a
marketplace than a direct outlet.

Kristin:

37:30

Okay. It's a positive way to frame it for sure because I think,
again, so much of what we're battling with in our, I call it, the
passion industry. Obviously, we create this artist and products.
Some of these brands are over 100 years old and they are very,
very good as you said at innovating with product and they've
had these retail partners that they brought that to market with
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and now this is a new way to bring your brand messaging, your
innovation to market if you build the house the right way. It was
a pretty perfect analogy. Either you can bash yourself in the
head with it or you can use it to build a fantastic new
foundation for a new part of your business. That's a great way
to wrap up our interview, Fred. Thank you so much for your
time today on Channel Mastery.
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