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	Define Your Brand Strategy


Together with your competitive positioning strategy, your brand strategy is the essence of what you represent. 

 A great brand strategy helps you communicate more effectively with your market, so follow it with every interaction you have with your prospects and customers.  

For example, you’ll communicate your brand strategy through your pricing strategy, name and corporate identity, messages, literature and website.  

Summary

	exercise summary
	

	When to Address
	After you’ve developed your brand architecture



	Who Should Participate
	Business leaders: company founders, owners, presidents and vice presidents

Marketing and sales leaders



	Where to Use the Results


	Add your brand strategy to update your Competitive Positioning & Strategy in Exercise 6, and then also use it to define your brand visual and operational requirements.

	Why it’s Important
	It’s difficult to build a strong business without a strong brand. The market will brand you regardless, so it’s important to craft a strategy.


	What Builds Upon it
	Your brand strategy should become a living, breathing part of your business growth activities. It should be visible in all interactions with the market.



	Timeframe to Completion


	A few days to a few months, depending on your situation

	Potential Business Impact


	High – for all Brand Strategy exercises

	Deliverable
	You’ll define your brand strategy



	Next Steps
	Write your brand story




	Target Completion Date
	


	participants

	

	

	

	

	


	tasks
	Person responsible
	due date

	
	
	

	
	
	

	
	
	


Notes
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What to Complete

1. create your brand personality traits 

2. create your brand promise

3. define your brand strategy
Where it Fits in Brand Strategy

Summarize Your Brand

Audit Your Brand Internally

Audit Your Brand Externally

Analyze Audit Results
Choose Brand Type
Confirm Your Value Proposition

Select a Brand Theme
Determine Value of Your Features & Benefits

Chart Your Emotional Benefits

Determine What Your Brand Means
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Create Your Brand Personality Traits

Create Your Brand Promise

Define Your Brand Strategy
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Create Your Brand Positioning Statements

Write Your Brand Story 

Select Brand Visual Requirements

Match Visual Requirements to Existing Brand 

Define Brand Operational Requirements

Match Operational Requirements to Existing Brand

1. create your brand personality traits

If your brand was a human, how would you describe him/her? Adding human personality traits will help guide your campaign creative and messaging to create a memorable experience for your target market or customer personas. 

Pull in your results from exercise 23 to summarize your brand strategy, then hone it into a few key words and traits.

What is your value proposition?  (Operational excellence/cost leadership, product leadership/innovation, or customer intimacy/solutions.)
	Primary value proposition
	

	Secondary value proposition
	


What are the most powerful emotional benefits your product/service offers?   (Box 9 in your positioning chart)

	


What are the three things your brand should mean to your customers? 

	1
	

	2
	

	3
	


Now identify five human traits that describe how you want the market to view the brand.  These traits make up your “brand personality” and they should be consistent with your value proposition, the emotional benefits and the three things your brand means (all of which should be tightly aligned). 

Each trait should be one word if possible – for example, “visionary,” “friendly,” or “creative.”

	Brand personality traits

	1
	

	2
	

	3
	

	4
	

	5
	


2. create your brand promise

Now, it’s time to put it all together to create your brand promise. Branding and positioning experts like Jack Trout and Al and Laura Ries emphasize that your brand should stand for one thing in the customer’s mind. Strong brands have captured that certain mindshare in the market. Here are some examples (from the United States):

	mindshare
	Brand that owns it

	Overnight Delivery
	Fed Ex



	Safe Cars
	Volvo



	Cotton Swabs


	Q-Tips

	MP-3 Player
	iPod



	Ketchup
	Heinz57



	Business Copier
	Xerox



	Internet Search
	Google




Don’t be intimidated by the size of these companies. Google was able to capture this customer mindshare in under a decade with little to no advertising. While few companies will ever be as successful as Google, its biggest product, company mission and the mindshare it owns are all aligned.

Google = Information

Google's mission is to organize the world's information and make it universally accessible and useful. If founders Larry Page and Sergei Brin were completing this exercise circa 1998, their promise would probably have been something along the lines of:

· Information

· Fast information

· Information delivered from the web

· The easiest way to access information

· The fastest way to access information

You can wordsmith your brand promise to continually improve it, but the important part now is to nail down the concept.

The strongest brand promises convey value to their target market or customer personas. Think of your promise as your core selling idea … the shortest and simplest way to convey your value to the market. It takes years to decades of delivering your brand promise to the market via marketing campaigns through different distribution channels to achieve a singular word mindshare of the market, and most companies will never achieve it.

But striving for it is far better than having no plan at all, so brainstorm, decide and refine. Consider your brand architecture:

	architecture
	Your 

Result

	Our value proposition


	

	the strongest emotional benefits we deliver


	

	What our brand means  
	

	Our market segments’ greatest pain 
	

	Our human personality traits 
	

	Brand Theme
	



	Our brand promise

	


If you can’t narrow it down to one phase that embodies all of these criteria and communicates value, pick the strongest word as it relates to your value proposition and emotional benefits and list your other ideas below. Continue to iterate until you nail it.

	Promise
	Pros
	Cons

	
	
	

	
	
	

	
	
	


competitors’ promises

When you complete your promise, to understand where you fit in your marketplace, repeat this exercise for your top 5 to 8 competitors. You may need to apply previous Brand Strategy and Competitive Positioning exercises to each competitor, but repetition breeds familiarity. To save time, feel free to estimate and refine any shaky estimates later.

	competitor
	promise

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


Review the promises. Do many competitors have the same promise? How many different groups of promises are there? 

If you’d like to create a map of which companies make specific promises to claim mindshare, rank the promises, with #1 being the most valuable to the market:

	brand promises ranked

	1
	

	2
	

	3
	

	4
	

	5
	


Market Mindshare Map

Next, review the data from the previous table and plot your company and your competitors in the graph. The fields below the X axis represent promises. Organize the companies vertically if they deliver the same promise.

Here’s an example:

	·        Ability to deliver on promise         


	













	                value of promise                    



	1
	Strongest promise


	2
	Second strongest promise


	3
	             Etc.


	4
	             Etc.


	5
	             Etc.


	·         Ability to Deliver on promise        


	


	                value of promise                    



	1
	             


	2
	             


	3
	             


	4
	             


	5
	             


Now, tie together the information from the previous steps to succinctly outline your current brand positioning, your desired positioning, and your strategy to get there.

Our current brand positioning in the marketplace is:

	


Our long-term brand positioning goal is to:

	


Does your company need to make any changes in order to fulfill this brand strategy?  For example, you may need to implement

· Changes to your product or service itself
· New messages or methods for communicating with the market
· New methods for pricing or distributing your product/service
· Changes in your sales & marketing materials  
· Training programs to guide your team to deliver new messages
Our strategy to get there is to:

	


To execute our strategy, we’re going to need to:

	


Define an action plan for implementing these changes.

	Change
	Person Responsible
	Due Date

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Next Steps

If you’re completed Exercise 6 – Competitive Positioning Strategy & Action Plan, open that exercise and revisit section 3 to add your market mindshare map. Then, continue with Exercise 25 to define your visual brand requirements.
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Report

1. our brand archtecture and personality traits 

2. our brand promise

3. our brand strategy
This report summarizes our results from completing Exercise 24 – Brand Strategy: Define Your Brand Strategy.

1. our brand architecture and personality traits 

The human personality traits that represent our brand are as follows:
	Brand personality traits

	1
	

	2
	

	3
	

	4
	

	5
	


Our brand architecture is as follows:

	architecture
	our 

Result

	Our value proposition


	

	the strongest emotional benefits we deliver


	

	What our brand means  
	

	Our market segments’ greatest pain 
	

	Our human personality traits 
	

	Brand Theme
	


2. our brand promise

The promise our brand delivers to the marketplace is:
	Our brand promise

	


3. our brand strategy
Our current brand positioning in the marketplace is:

	


Our long-term brand positioning goal is to:

	


Our strategy to get there is to:

	


To execute our strategy, we’re going to need to:

	


Below is our action plan for implementing these changes.

	Change
	Person Responsible
	Due Date

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Competitive Positioning Based on brand strategy

Our Market Mindshare Map as of _____________________ for the ________ market:

	·         Ability to Deliver on promise        


	


	                value of promise                    



	1
	             


	2
	             


	3
	             


	4
	             


	5
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	MORE Ways to Grow Your Business FAST...


Found this document useful? Continue the conversation, connect with Do It! Marketing founder David Newman, and access more free resources and tools to grow your business:

Blog: http://www.doitmarketing.com/blog
Tools: http://www.doitmarketing.com/tools 

Special previews, bonuses and gifts from the book, DO IT! Marketing (AMACOM, 2013):

Book: http://www.doitmarketing.com/book
Get instantly connected to David for smart ideas to grow your business: 

Twitter: http://www.doitmarketing.com/twitter    LinkedIn: http://www.doitmarketing.com/linkedin
Facebook: http://www.doitmarketing.com/facebook
Imagine what you could achieve with MORE leads, BETTER prospects, and BIGGER sales for YOU, your members, employees, customers, resellers or franchisees. We can work with you in whatever way makes the most sense, including...

· Marketing Keynotes or Marketing Seminars to add a giant dose of business-building DNA to your next corporate meeting, customer event or association conference
· Our Professional Services Marketing PSM 4.0™ Strategic Work Sessions for professional services firms who want to grow
· Our customized 1-on-1 Marketing Coaching Program for business owners who want to establish themselves as thought-leaders to win more business, more easily and more often
You made a very smart decision to download this resource from our library. To MAXIMIZE its impact, put these ideas into action within 24 hours, share them with others on your team and continually ask yourself, “How can I APPLY this concept to my own business?”

If I can be personally helpful to you, let’s talk. Looking forward to connecting!


David Newman

T: (610) 716-5984   E: david@doitmarketing.com   W: www.doitmarketing.com 

p.s. If you’d like some immediate FREE help – no strings, no gimmicks – go online now and get your free Thought Leadership Platform Audit: http://www.doitmarketing.com/audit   

Strive to be here 
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