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Expert Brands

By Reilly Newman

Many service businesses struggle with speaking to the right audience, getting paid for the value they create,
and standing out from the other vendors beside them. Brand can help with these problems when the expertise
is there but the market cannot see enough of it.

Frankly, whether selling in a B2B or B2C scenario, you're still selling to a human. A human with emotions,
aspirations, pressures, and perceptions. A business buyer also has responsibilities to colleagues, budgets, and
a decision they may need to defend. Your expertise has to make sense in that world.

From Vendor to Specialist

Where I see brand help specialized service businesses most is when it makes their expertise easier to
recognize. You have talents and knowledge your clientele may not be able to evaluate before working with you.
The brand helps give that value an expression.

A list of services says what you can do. Specialization begins to explain who needs it, which problem you
understand particularly well, and why your approach fits.

That focus does not mean every generalist is doomed or every specialist is profitable. It gives the business a
clearer comparison to pursue. The offer still needs demand, sound delivery, and economics that work.

Consider Wholesum Kinetic Clinic. The business had medical knowledge and technical expertise that
extended beyond the familiar frame of massage therapy. Motif developed a name and identity around its
holistic approach to health optimization. The point was to make that broader expertise more legible and
create room for the direction the business wanted to pursue.

From Specialization to Expertise
Specialization says where you focus. Expertise gives people reasons to trust your judgment within that focus.

This next step is reinforced when the business has a clear way of approaching the work. Not a clever name for
an ordinary process, but a method the team can explain, demonstrate, and adapt to the situation.

Imagine two consultants offering the same service. One promises a thorough review. The other explains what

they examine, how they distinguish symptoms from causes, and what decisions the client will be able to make
afterward. Relevant case studies then show that approach in practice. The second gives a buyer more evidence
to work with.

Your perspective matters here. What do you notice that others miss? What tradeoffs do you help a client
understand? Why do you approach the problem this way? When the language, method, and proof reinforce
one another, the business becomes easier to evaluate as an expert.

Value Beyond the Hours

There are only so many hours in a day. That makes the relationship between time, expertise, and value
especially important in a service business.
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Hourly pricing can be appropriate. So can project fees or ongoing engagements. The problem begins when the
buyer sees only time and has no reason to understand the judgment behind it. Changing the invoice format
alone will not solve that.

Think of the difference between knowing that someone offers a service and understanding why their
experience matters to your particular problem. The value lies partly in the work performed, but also in the
decisions, care, and expertise the client can rely on. That value needs evidence, not just a premium price.

Make the Expertise Visible

This is the work behind rebranding a service business: align the way the company is understood with the value
it can actually provide. Strategy chooses the position to pursue. The method, language, identity, proof, and
experience give the market reasons to believe it.

You cannot award yourself expert status and expect the audience to agree. You can give them a clearer view of
the expertise already there and keep developing the judgment that makes it worth choosing.

Reilly Newman

Founder of Motif Brands. Reilly works with founders and leadership teams to align how their companies are
understood with the value they create.

Continue the thinking

Perceived Value
Make your expertise easier to recognize
Help larger buyers understand your value
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