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Brand strategy is the description of the
brand's style or format of getting to their
target, being unigue and how they influence

conceptsand decisions.




You need :

® Brand Name (Universal — to suit all
businessesyou do)

BRAND NAME

Tagline...

® Brand Logo (Professional)
o Brand Motto (Reflects/Depicts your

srand) (9
® Brand Color (Consistent) Color Pallete
® Brand Structure (Purpose, Mission,
Vision...) @
Mission Vision




®

BRAND
STRUCTURE

(Key Brand Strategy Elements)
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BRAND PURPOSE

Why the brand exist beyond
money~?




BRAND VISION

©) R

The brands destination and what it
aspiresto be.

® Whatyouwantyourfuture brandto
look like

® Usethatvisionasaguidingcompass
togetthere




BRAND MISSION

It defines the brand's commitments for
today.
® Dig deep tofind a commitment

® Use that commitment to drive decisions

I



BRAND VALUES

Has a goal of providing a boundary of
behavior for the brand, it operates
according to a certain philosophy of
conduct.

® |tmustbeactionable

® Startwithasingleword

® Makethemuniquetothe business




BRAND POSITIONING

To specify a unique point-of-difference (or

differentiator), that sets the brand apart from

It'scompetitors.

® Effective brand positioning must fight for
Awareness, Attention & Salience.

® Uncoverwhat'simportanttoyour
audience

® Giveittothemwithaunique experience




BRAND PERSONALITY -

To make your brand sound & feel human

rather than feeling like a corporate entity.

® Understandyouraudience

® Understandthetraitsthey're attractedto

® Usethosetraitstoshapeyour
communication




BRAND VOICE & TONE

It providesthe subtle detail of yourtonality.
e Startwithawell-defined personality

® Usepersonality traitstoshape thevoice




BRAND STORY

To create associations and deliver messages
tothe audiencein away thatfeelsrelevant &
engaging.

® Stepintotheshoesofyouraudience
® |Immerseyourselfintheirjourney

® Telltheirstorywithyour brandasthe

support
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BRAND HERITAGE

To create associations of tradition and

longevity.




To plant a memorable meaning in the mind of

the audience that can grow into the position it

wantstoown.

® Distillyourbrand position

® Applythekeycharacteristics—Concise,
Meaningful, Memorable, Catchy

(Slogan: - spearheads a marketing campaign.

Tagline:-spearheadsabrand)




®

4 P's OF
MARKETING




What does the customer want from the

product?

What features does it have to meet these need?
How and where will the customer use it?

What does it looks like?

What size(s), color(s) should it be?

How is it branded?

How is it differentiated versus your competitors?
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® What is the value of the product or servies to the

buyer?

® Are there established price points for products or
services in this area

® |s customer price sensitive?

® What discounts should be offered to trade
customers?

® How will your price compare with your

competitors?
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® Where do buyers look for your product or
service?

® Ifthey look in a store, what kind?

® How can you access the right distribution
channels?

® Do you need to use a sale force?

o What do your competitors do, and how can you
learn from that and/or differentiate?




PROMOTION

Where and when can you get across your
mMarketing messages to your target market?
Will you reach your audience by advertising in
the press, or on TV, or on radio, or on billboards?
When is the best time to promote?

How do your competitors do their promotions?
And how does that influence your choice of
promotional activity?
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