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“In a forest of dry marketing books, [Lynda] Resnick's animated debut stands out as its own hidden gem, filled with juicy real-life tales of marketing … The author charms with her winning wit and a self-deprecating tone as she distills the secrets of her extraordinary career … A must-read for anyone who aspires to Resnick's level of promotional genius, success, or commitment to environmental sustainability.”

—Publishers Weekly




“Lynda Resnick is one of the great marketers of our time—who else, after all, could have rebranded and relaunched a food as troublesome as the pomegranate, a fruit formerly more trouble to eat than it was worth? Whether you're in the business of selling products or ideas, Rubies in the Orchard is full of indispensable advice. Even better, it manages to delight even as it instructs.”

—MICHAEL POLLAN, author of
The Omnivore's Dilemma and In Defense of Food




“There are pearls of wisdom in Rubies in the Orchard—wisdom that marketing genius Lynda Resnick has gained through long experience, hard work, and dealing with many challenges on the road to her outstanding success. In sharing her personal life story she gives us very useful tips about discovering real value in the world around us and making best use of it. An inspiring book and a good read!”

—DR. ANDREW WEIL, MD, author of
Healthy Aging and 8 Weeks to Optimum Health




“An inspiring story and an enthralling treatise by one of America's most imaginative and energetic entrepreneurs … Lynda Resnick, the POM Queen, shows each of us that it's possible to do well by doing good.”

—ROBERT F. KENNEDY JR., award-winning author
and president of Waterkeeper Alliance




“Lynda Resnick understands popular culture, she reads it brilliantly and places her products in a context that uses popular energy to advance them.”

—DAVID GEFFEN, founder, Asylum and Geffen Records;
co-founder, DreamWorks SKG




“Part marketing master class, part can't-put-it-down biography, Rubies in the Orchard is as refreshing as a cold bottle of FIJI Water on a hot day and as fortifying as a glass of POM juice. Read this witty and wise book to learn how to sell your brand … but, whatever you do, read it. It sparkles as brightly as the gem in its title.”

—ARIANNA HUFFINGTON, editor in chief, The Huffington Post




“Exactly the spirit we need to deal with the gloom and doom of Wall Street. I read it cover to cover without stopping. I felt emboldened.”

—FRANK GEHRY, architect




“Rubies in the Orchard is the can't-put-it-down, remember-every-word, must-read book of our era! Read it, enjoy it … and tell your friends everywhere to do the same!”

—KEVIN KLOSE, president, NPR




“Irving Berlin said of Fred Astaire that he was ‘the purest talent’ with whom he had ever worked. As to marketing and original creation, Lynda Resnick is the purest talent and her writing, irresistible.”

—DAVID G. BRADLEY, chairman, Atlantic Media Group




“Lynda Resnick is one of America's great brand builders. Rubies in the Orchard is a strategic marketing primer wrapped in a witty narrative that celebrates the seller's honesty and the consumer's sense of value.”

—MICHAEL MILKEN, chairman, Milken Institute




“If pomegranates are the rubies in the orchard, then this book is the diamond on the bookshelf. This book sparkles with Lynda Resnick's expertise in marketing and is flawless, a perfect gem on how to see the best in what is sometimes a rough stone.”

—RITA WILSON, actor, producer




“Rubies in the Orchard talks about real experiences with products that are good for people, marketed in a conscientious way. Real-life stuff, involving balancing business and social concerns.”

—CRAIG NEWMARK, founder and CEO, Craigslist




“Lynda Resnick has done Adam Smith one better: she has given the business world a much-needed face-lift and a sense of humor. Rubies in the Orchard is a twenty-first-century Wealth of Nations for every man and every woman who has ever dreamed of starting a business and marketing it effectively. Above all else, it is a charming memoir of one of the truly brilliant entrepreneurs of our time.”

—DR. HENRY LOUIS GATES, JR.,
Alphonse Fletcher University Professor, Harvard University




“Lynda Resnick is a genius at marketing. In this wonderful new book, she reveals her potent secret: meeting the most powerful yet unmet human needs for integrity, quality, and sustainability as well as for love and community … Rubies in the Orchard is the new bible of marketing.”

—DR. DEAN ORNISH, founder and president,
Preventive Medicine Research Institute




“A ‘must-read’ for anyone interested in selling or marketing. Lynda Resnick is a master marketer, and we can all learn from her.”

—LEONARD LAUDER, chairman of the board,
The Estée Lauder Companies




“A candid and sharp analysis of today's world of product marketing. Lynda Resnick has generously offered the truth behind her success, which is a refreshing combination of authenticity, value, and transparency in marketing.”

—ALICE WATERS, bestselling author,
founder, and co-owner, Chez Panisse




“Everybody playing and toiling and wanting to achieve success with a brand in our difficult economy should read this book to understand right from wrong, good from bad, quality from junk.”

—MICHAEL EISNER, founder, Tornante Company, and former chairman
and CEO, The Walt Disney Company




“Lynda Resnick humbly resists being called a marketing genius. Read her book at the risk of becoming one yourself.”

—NORMAN LEAR, award-winning television and film writer, director, and producer




“This illuminating, captivating, and sassy book has it all—marketing savvy, life values, and a clear path to success no matter what your goal.”

—BARBARA GOLDSMITH, bestselling author and historian




“Lynda Resnick is one dynamic, persuasive gal. She can talk anybody into anything, including getting me to write a blurb for this book. Now that's persuasive.”

—LARRY DAVID, star of HBO's Curb Your Enthusiasm




“Lynda Resnick is a force of nature and a force for good. She is also a brilliant marketer. Rubies in the Orchard reveals the secret of her success— effective marketing is not about fooling people but respecting them.”

—MICHAEL SANDEL, professor of government, Harvard University, and
author of Public Philosophy: Essays on Morality in Politics




“With insight, elegance, and simplicity [Lynda Resnick] has become an icon in the world of marketing. We should be so lucky that a little of her magic might rub off on us all!”

—STEPHEN McPHERSON, president of ABC Entertainment




“Lynda Resnick is to branding what Warren Buffett is to investing: a master of honesty, common sense, and belief that one can do well while doing good.”

—GLORIA STEINEM, bestselling author, feminist activist, and co-founder, Ms. and New York magazines




“A fascinating and instructive guide into the world of a marketing genius, told with a beguiling frankness and good humor.”

—MICHAEL YORK, actor and author




“The single best piece of writing I have read in years by an active and successful CEO. Stop everything you're doing right now and take a swig of this honest and useful book.”

—WARREN BENNIS, Distinguished Professor of Business Administration,
University of Southern California, and author of On Becoming a Leader




“I recommend Rubies in the Orchard to marketers, business executives eager to unlearn bad lessons from business school, or anyone who has ever been sure they had a great idea but didn't have the confidence to get started.”

— SETH SIEGEL co-founder and CEO, The Beanstalk Group




“Lynda Resnick is by far the absolute epicenter of future marketing where vision and language, form and appeal, attitude and personality, intelligence and spirit are all built into the product as to allow the Brand to speak and interact with the consumer … WOW!”

—PETER ARNELL, founder and CEO, The Arnell Group




“No one I know has more intuitive sense of consumer tastes and insight into what delights audiences more than Lynda Resnick. This wonderful book will be a catalyst to unlock the reader's strengths, skills, and abilities.”

—BOBBY KOTICK, CEO, Activision




“From one Queen to another … Lynda Resnick, the POM Queen, has given us a crown jewel. Rubies in the Orchard is richly filled with insight from one of the cutting-edge marketers and entrepreneurs of our time.”

—HER MAJESTY QUEEN NOOR OF JORDAN




“A captivating … read about visionary leadership and innovative marketing at its best.”

—YORAM (JERRY) WIND, The Lauder Professor and
professor of marketing, The Wharton School




“If there were one book that's a must-read for anyone trying to persuade people of the value of a product or to communicate to a mass audience why they should try something new, it is Lynda Resnick's fascinating, elegant, and succinct Rubies in the Orchard. Her wit, originality, and courage are infectious.”

—LEON BOTSTEIN, president, Bard College, and music director and principal conductor, American Symphony Orchestra and Jerusalem Symphony Orchestra




“Lynda Resnick is smart, creative, and a doer. Rubies in the Orchard tells us how she thinks and how she makes great things happen in business … It's a good read authored by a good person.”

—THE HONORABLE JON CORZINE, governor of New Jersey




“Highly entertaining and smartly funny … The marketing philosophy [Lynda Resnick] espouses in her book is so pure, powerful, deceptively simple, and easily adapted to any situation that it earns the ultimate marketing accolade … why didn't I think of that? Rubies in the Orchard should be required reading at every business school in the country.”

—LEONARD GOLDBERG,
television and motion picture executive and producer




“The Resnicks have a true talent for building successful brands by combining product with great marketing. Lynda's superb creative marketing skills and respect for the integrity of the brand and the consumer is the critical element to establishing brands and creating great value. Rubies in the Orchard offers a revealing insight into the process and is a road map for creating profit while being socially responsible.”

—TERRY SEMEL, chairman, Windsor Media,
and former chairman and CEO, Yahoo!




“Lynda [Resnick] proves that there is only so much you can learn in business school. The real world is where real learning happens. In Rubies in the Orchard, Lynda shows that it is not only great to produce the right results; it is also increasingly valuable to produce the right results the right way. Doing good is good for business. This is especially important in this demanding, informed, skeptical marketing world. Read it. Learn from it. And live it.”

—LARRY LIGHT, chairman and CEO, Arcature LLC




“Lynda Resnick … weaves her magic through unmatched advertising campaigns, ingenious packaging, inspired product placements, inventive uses of the Internet, and surprising product extensions … a great story about a bold original, who inspires us to think differently.”

—JUDY OLIAN, dean, UCLA Anderson School of Management
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It was the kind of March day we sometimes get in Los Angeles: crystal blue skies, a few wispy white clouds, 72 and sunny. To celebrate her birthday, my friend Laurie David had invited a few friends to join her on a hike in the Santa Monica Mountains.

With so many business responsibilities to attend to, I don't get to spend as much girl time as I would like; my female relationships are usually relegated to the phone or double dates with their men and mine. But this day was different. I had set aside time to celebrate, and there was nothing pulling me back to the office.

We sat around an old picnic table, drank pink champagne through straws, and consumed a scrumptious lunch of soft cheeses and hard salami, French bread and olives. It was a magical day, one that would change my life.

The friends around the table were a stunningly accomplished bunch. Laurie David was one of the first activists I met in the green movement. In addition to helping open my eyes to environmental issues, she had just produced Al Gore's powerful documentary, An Inconvenient Truth. Never one to let the green grass grow under her feet, Laurie was now busy writing a book for children on the subject.

Rita Wilson was just about to appear as Roxie in the Broadway show Chicago. A brilliant actress, she was preparing to show the world that she could sing and dance, as well. She was nervous and excited, fulfilling a dream she had silently coveted for years.

Arianna Huffington's blog was growing by leaps, and she seemed to be everywhere at once, speaking out about domestic and foreign policy, our dependence on Middle East oil, and countless other topics, all while writing her eleventh book and raising two wonderful girls.

When it was my turn to discuss my plans, however, the conversation grew suddenly quiet. It seemed I didn't have any plans. Yes, I enjoyed my business. My family was doing well and my husband and I were happy together. But my dreams seemed to have stagnated. I had accomplished many goals; now I struggled to think up a new one.

“What's your dream, Lynda?” they all asked. “What do you want to do that you have never done?”

Suddenly, I blurted out, “I want to write a book.”

“Well, why don't you?”

At that moment, I made a commitment to them—and to myself—that I would.

“Write what you know” is wise advice for authors. What I know best is marketing and branding. I have had a long and successful career. And over the years, I have educated myself with a bit of help from some very smart friends, mentors, and employees. I've worked hard and benefited from my share of luck. But through trial and error, I've also developed a formula for success. That day in the Santa Monica hills, I realized I could share with others what has taken me four decades to learn on my own.

Business in the twenty-first century is different from what it was when I started all those years ago. It gets tougher every day. Markets are unpredictable, the economy is unstable, the environment is a challenge, and the uncertainties of globalization and terrorism and energy supply don't make things any easier. But forty years of facing—and more often than not overcoming—market challenges have given me a useful perspective on business along with specific insights into a range of marketing issues. I have a system now. And if it's a marketing or branding challenge, chances are I've confronted it somewhere along the line and figured out how to prevail—or at least how to survive.

Experience is an invaluable asset, one gained through a life lived with passion, commitment, and energy. Your business career will be different from mine. But I hope this book helps you develop your own formula for success. At the very least, you can see not only how I approach marketing and branding, but why. Success isn't a matter of throwing something against the wall in the hope that it will stick. It's the sum of research, focus, discipline, and hard work. It flows from a systematic approach to uncovering value that others have overlooked (perhaps because they were busy throwing stuff against a wall to see what would stick) and learning how to communicate that value in clever, effective, truthful ways.

It's sometimes hard in the chaos of the moment to stay focused on what truly works. I hope that in following the trail of my experiences, and the methods (and occasional madness) I have laid out in this book, you'll see a road map for your own success. Take a hike with me. Follow your dreams.




CHAPTER 1

[image: ]

An 8,000-Year-Old
Overnight Sensation

Ihad hit a personal low. I was out of work for the first time since I was seventeen. I had no job, a blank date book, and so much time on my hands I could lunch with the girls. Sure, I had money. But I was also a bit lost. The kids were grown and living their own lives. Without work, which had been central to my identity and my self-esteem for so many years, I was no longer sure who I was. I had been retired for two months, and already I was panicked.

My husband, Stewart, who was still very much in the thick of business and suffering none of my existential woes, invited me to attend a business meeting. He wanted me to serve as a sounding board for a new venture we had been working on for years. Maybe I would have something useful to say? Maybe. Maybe not.

Here was the situation: after having acquired more than 100 acres of mature pomegranate trees in the San Joaquín Valley of California in 1987, Stewart had steadily planted hundreds of acres more throughout the 1990s. Like most crops, pomegranates were basically a commodity, albeit on a much smaller scale. But when the orchards were well managed, pomegranates could produce considerably better returns than the citrus, almonds, and pistachios that occupied most of our acreage. While the market for pomegranates was still tiny, it was growing.

The meeting wasn't about marketing pomegranates. It was about creating a market for pomegranate juice. There were several problems that made this unlikely. For starters, only about one in ten Americans said they were familiar with pomegranates, and fewer than half of that group said they had eaten one in the past year. So we weren't exactly responding to pent-up demand. We were talking about producing juice from a fruit that the overwhelming majority of Americans didn't know existed.

But we were responding to something. In 1996, we had begun funding medical research into the health properties of pomegranates, inspired, in part, by centuries of myth and folklore about the pomegranate's medicinal virtues. For centuries, different parts of the fruit—arils, rind, juice, bark—have been used to treat a wide range of ailments. In his Natural History, written in the first century, Pliny the Elder stated that “the branches of the pomegranate keep away snakes, the little buds … neutralize the stings of scorpions, and the fruit is in request for easing the nausea of women with child.”

The Greek physician Dioscorides cited pomegranates as a treatment for ulcers, earaches, and, according to one early, unintentionally comic, translation, “griefs in ye nosthrills.” The tenth-century Italian physician Shabbetai Donnolo recommended pomegranates not only for earaches but for laryngitis, as well.

Elsewhere, pomegranates were a symbol of fertility and wealth. In the Odyssey, Homer wrote of pomegranates in the gardens of the kings of Phrygia and Paecia. Maximilian I, the Holy Roman Emperor, adopted the pomegranate as his personal emblem and held one in his left hand as he sat for a 1519 portrait by Albrecht Diirer. Jewish folklore maintains there are 613 luscious ruby arils inside the pomegranate, one for each good deed to be accomplished in a lifetime.

The Koran advises against acting “extravagantly” when the pomegranate has borne fruit. In the Bible, the Song of Solomon identifies love with pomegranates in bloom. But the pomegranate was also used to animate less amorous passions. When Queen Isabella (the troublemaker who started the Inquisition) launched her conquest of the Muslim south of Spain, she vowed to take Andalusia like a ripe pomegranate—”one seed at a time.”

While the fruit wasn't well known in the United States, it had clearly cut an impressive swath across much of the world, establishing an honored place in cultures as far away as India and China. We figured you didn't get a reputation like that—across different eras, lands, and cultures—unless there was at least a little bit of truth to the stories. Still, we had no idea what this bundle of myth, superstition, genuine folk medicine, and ancient wisdom would yield in terms of real health benefits. Was there anything here that could be documented by real science?

The early research, conducted at UCLA, UC Davis, Rutgers, the Technion Institute in Israel, and other leading institutions, was jaw-dropping. Among the first findings: pomegranate juice inhibits inflammation and pain. In addition, pomegranates turn out to be astonishingly rich in antioxidants, which inhibit oxidation in the body that can damage cells. Indeed, pomegranates are significantly richer in antioxidants than red wine, green tea, or just about anything else known to humankind. In addition, the fruit was shown to reduce arterial plaque and factors leading to atherosclerosis. Subsequent studies suggested that pomegranates have a powerful effect against prostate cancer.

In short, the news on the health benefits of pomegranates started off great. Then it proceeded to get better and then astound. One glitch: to get the full health benefits of this magnanimous fruit, you would have to eat it virtually by the pound—consuming two and a half whole pomegranates per day. Pomegranates are hard to open, and when they splatter—well, who has that many raincoats? It was all too impractical. Despite the emerging profile of the pomegranate as nature's great gift, folks would never be able to consume enough of them to get a daily dose. Unless, of course, they consumed pomegranates in the form of a juice. This might sound like a reasonable solution, but trying to get consistent, high-quality juice from a pomegranate crop is not easy.

We grow the Wonderful variety of pomegranates. When you combine Wonderfuls with the soil and climate of the San Joaquín Valley, you produce the tastiest, sweetest pomegranates in the world. But even under these ideal conditions, pomegranates are fickle. They have to be coaxed off the vine by hand. If the fruit is squeezed too hard, extracting the maximum juice, it bites back-producing a harsh, bitter aftertaste. If you don't squeeze enough juice, well, you'll pretty quickly go broke.

We literally spent years experimenting with juicers and applications. Eventually, we had to invent our own pressing technology. Then we had to figure out how to feed the presses more than a million pieces of fruit each day, which required a maze of conveyors and elevators operating with all the precision of a Broadway chorus line.

Even now, there are significant variations in sugar and acidity from one year's pomegranate crop to the next, and they even differ from orchard to orchard. Each season, we recalibrate the entire juicing process to accommodate the mood of the latest harvest.

I remember walking the orchards one hot afternoon in early fall. Using a jerry-rigged champagne press right there in the field, one of the farmers made a batch of fresh juice for me. When it's done right, pomegranate juice produces not merely a specific taste but a full sensory explosion in the mouth. It's tart yet sweet, heady with a robust, complex mouth feel. It has more in common with a fine Burgundy than with lesser juices like grape, pear, or apple.

The foundation of the juice business is essentially waste management. (It's a lovely turn of phrase—makes you want to toast your health.) In practice, it makes a virtue of necessity. When grapes or apples are grown, for instance, there are always those unfortunate little specimens that just aren't pretty enough to pass the fresh-fruit threshold. What do you do with
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