Phote by D.C. Atty

Are you wearing the same differentiators
as your competition?
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Your “Brand” is the complete walk-away
impression someone has of your business. That
impression incorporates your products, personnel
(including how the dress, answer the phone and
interact in public), marketing, customer service,
reputation, logo, advertising and press — not to

mention everything else.

Completing the BrandBuilding workbook will

give you three key takeaways:

An audit of your current brand image and a clear
direction to create a transformative shift inspiring

others to buy from you
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Identifiable differentiators that will set you apart

from the competition

Clear strategic marketing action items to move
your brand awareness from underwhelming to a

valuable asset

NOTE: Marketing 101 is included in this workbook to
provide guidance in creating a complete marketing
plan. The fact of the matter is the more you plan, the

more success you will have.
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Create A Power Marketing Plan That
Inspires Others To
Buy What You're Selling

DONT DO IT!! Don’'t spend your precious
resources — time, money, staff, etc. — marketing your
business, product or service until you really
understand the story behind marketing and how it can

help you drive more business.
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Most small business owners don’t understand
how marketing inspires buyers to connect with a
product to willingly make a purchase. Instead, their
marketing strategy underwhelms the market and their
products/services sit on the shelf. Consequently,
most of these businesses are out boatloads of cash
and resources on failed promotions. They're
frustrated that their “marketing” didn’t work and many

of them go out of business.

As you embrace the advice in Marketing 101
you will quickly learn what it takes to create a
powerful marketing plan. So, let's take a look at what

marketing really means.
theVisionaryAgency’s Definition of Marketing

“Everything you do that creates an emotional
impact and causes someone to part with their money

to purchase your product or service.”

Bottom line...marketing is about the buyer
(that person who spends their hard earned money)
and not about you! When you embrace that concept

you harness a key element for success.




brandbuilding Branding & Differentiation Workbook

How Most Businesses Market

Because most business owners are focused
on themselves and the bottom line, they cannot see
the messages their marketing is sending to
prospects. Often the messages are sSo uninspiring or
assumptive that the buyer either doesn’'t see the
message or they're turned off by it. Either way, they

are unlikely to buy.

When a business owner only views the
marketing process as a necessary evil to making

money, their efforts reap little reward.

L7
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How Successful Businesses Market

A successful business knows that a powerful
marketing campaign is about the target market. It

begins with a thorough understanding of the buyer

persona. The person who might actually want your
stuff — your “target market (see below).
Does Your Product Fit Your Market?

TARGET MARKET VULNERABLE TO A PAIN FEARS THE WORST YOU HAVE A
SOLUTION TO
CURE THE PAIN
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Understanding your buyer helps you
understand their ®vulnerabilities and how those play
into their “worst fears — what keeps them up at night.
(The pain can be physical, emotional, situational, and

environmental or any number of other influences.)

When you understand the pain and how it
puts a burden on your buyer you can look at your
Pproduct(s) to determine if it actually does solve the
problem. If the answer is yes then you're onto the

next aspect of a good marketing campaign. If the
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answer is no, it's time to identify a new target market

or get a new product.

Does Your Marketing Reach Your Market?
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Understanding the buyer provides vital
information about how they “shop for what you offer.
The challenge is to learn everything you can. The
more you learn the more empowered you are to

create a sense of urgency for what you offer.

Take the time to learn if they shop online or
offline. If they are influenced by friends, their ego, the
economy, etc. These key pieces of data will help you
determine where to market so your buyer will find
you. The more you learn the more you also
understand the words to use to ®.compel others to buy

what you've got.

Another key element of a successful

marketing campaign is to clearly understand how
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your product is “different from the competition. How
those differentiators solve a problem, enrich the buyer
and, how they underscore the motivations for

someone to buy from you over the competition.

Take the time to create a powerful marketing
plan you will define your voice and revolutionize your
business. You will influence more consumers to buy

what you're selling.

Components Of A Powerful Marketing Plan That
Inspires Others To Buy

As you begin to develop your marketing plan,
take a deep breath then consider everything about
your business and how it is perceived by others —
your values, vision, clients, prospects, competition,
the online and offline communities, the press, your
neighbors, everyone. The fact is, every person on the
planet has the potential to affect a sale. That means

that everyone is part of your marketing team.
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So, let's break it down into manageable
pieces. Here are the key components of a successful

'marketing plan:

Budget

Market Analysis
Competitive Analysis
SWOT Analysis

Target Market
Company Differentiators
Marketing Goals & Objectives
Strategy

Tactics

Timeline

Critical Success Factors

Marketing Collateral

Budget — My advice, nail it down now. The
thought of defining a marketing budget sends most
business owners into hiding. However, creating a
budget you can live with and one that supports the

company goals and objectives is easier than you

! Download a free marketing plan template at: www.theVisionaryBlog.com
or http://tinyurl.com/2a2c520
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think. It is also a relief to be clear up front about what

you will and won’t spend on marketing.

Some people cringe at the thought of
allocating revenue to marketing. Expecting that you
can develop a business without a marketing budget is
like opening a storefront business on Michigan
Avenue and leaving the windows covered in brown
Kraft paper. It makes no sense to think you will attract

customers.

Today, many marketing options are free or
low-cost. Because of this, many business owners
undercut the budget and try to do it themselves or on
the cheap. If that's you, ask yourself if cutting corners

is worth jeopardizing the success of your business?

Since marketing is “Everything you do that
creates an emotional impact and causes someone to
part with their money to purchase your product or
service,” determining a budget can be overwhelming.
The best piece of advice on budget is to base your
total marketing spend on a percent of gross income.
Find a number you can live with, and then commit to
it. Once you wrap your arms around the total spend,

you will be amazed how easy it is to make solid
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business decisions around what to implement and

what to put on the back burner.

Most success driven small businesses will
allocate 20%-30% toward marketing. So...take a
deep breath and determine what is best for you then,
develop a realistic marketing plan that is supported by

the financing behind it.

Market Analysis — Is a crowd clamoring for
your stuff? If you don’t know then how can you set
realistic sales goals? A market analysis will help you

identify trends and make smart business decisions.

Too often small businesses spend thousands
of dollars on a website or marketing collateral with
little to no idea what the market wants or how and
why they want it. If you have yet to analyze your
market, then the takeaway lesson is to learn
everything you can about what the market wants and
can endure. Based on your reconnaissance, adapt

your strategy.

Competitive Analysis — Do you know who is
out there vying for the same clients and revenue?

What is the competition promising? What are the
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holes in their products/services? Learn everything
about the competition then voice what makes you

different — sing it from the treetops.

SWOT Analysis — Strengths, Weaknesses,

Opportunities and Threats.

Strengths and weaknesses are internal.
Meaning they are about your business. Become clear
about the strengths and you become clear about your

value to the buyer.

Identify the weaknesses and you identify the
risks that cause buyers to be reluctant to purchase
from you. You also identify what your competition can
use to sell against you. Find the holes before the

competition does.

What are the strengths and weaknesses of
your company? Are your employees a strength or
weakness? Is your location a strength or weakness?
Is your role as an active volunteer in the community a
strength or weakness? How do buyers perceive you?

What does your reputation say about you?
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The strengths of your business will help drive
marketing campaigns and support the messages in
your marketing materials. The weaknesses could be
exploited by your competition and sink your business

quickly.

Strengths and weaknesses are an opportunity
to get under the covers and look within your business
to expose the best of the best and the worst of the
worst. Have the courage to dig deep and you will

produce profound rewards.

Opportunities and Threats are external. They
come from understanding what the market wants,
knowing your competition and being aware of social

and economic trends that directly impact your buyer.

Consider everything externally to help you
identify opportunities and threats. Is there a new
craze that your business can capitalize on? Does a
recent political event provide an opportunity or a
threat? Has your competition launched a new
product? Is the economy in the tank? What outside

influencers can help or hinder your success?
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Target Market — If you're dilemma is that
you’re not selling the volume of business you desire,
it's time to come back to square one. Who are your

real buyers?

Holy Schmoly...please don’t say “everyone” or
anyone with a body or anyone with a house, or

anyone with hair, or anyone who eats...etc.

Contrary to what you might have heard, the
riches are in the niches. Think about it...if your target
is “everyone” then how can you ever expect anyone
to fall in love with your expertise and say “I'll take it!!”
It won't happen. The fact is, your marketing
messages will be underwhelming and no one will

notice you.

If you want to increase revenue, then tighten
your niche. The more you know what causes anxiety
for your buyer the more they will be motivated to buy
from you. Help them want you and remove buyer

reluctance by knowing what makes them tick.

It's only when you truly know what pains your

buyer and how you cure the pain, that you can create
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concise messages with strong calls to action that
compel them to say “I'LL TAKE IT!”

Before you spend valuable resources

marketing your business, know your buyer.

Create a profile of your real buyer - the person
most likely to purchase what you're selling. Their
likes, dislikes, spending habits, age, location, where
they work, their job description, etc...everything about
them should be defined in a profile. The deeper you
dig and the more tightly you identify your target
market, the more you understand what motivates

them to buy, how often they buy, where they buy, etc.

Notice | said “a profile of the person” and not
the business or organization? Even if you sell
business to business, the final decision maker behind
the purchase is a person. That's who you want to
identify in your profile. People make decisions...not

businesses.

Don’t get me wrong, if you sell business to
business, it is critical to include the profile of the

target business in your overall buyer profile.
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NOTE: Help defining who your buyer is, what keeps
them up at night and how your offering solves their problems is

available in theVisionaryAgency’s *PerfectNiche workbook.

Company Differentiators — What is unique to
you and relevant to your target market that no other

business or organization can say?

The question is...are you wearing the same

differentiators as your competition?

If your differentiator is service...get a new
differentiator. You may have the absolute best
customer service on the planet but, the fact is that
everyone says they have great customer service yet
only a small percentage actually deliver. Therefore, a
reputation of excellent customer service must be

earned from each client, every day.

What is unique about your company versus
your competitors? What is it that your clients care

about and your competitors cannot easily duplicate?

Take the litmus test...picture yourself in a

room full of your toughest competitors. Think about

2 perfectNiche, FollowMe and BrandBuilding are other eW orkbooks by
theVisionaryAgency, Inc. and can be found at
www.theVisionaryBlog.com/books
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how you define your differentiators. Now, in your
minds eye, go around the room and check in with
each competitor...can and do they say the same
thing? If so, it's not a differentiator, it's a commodity.

People expect to pay less for a commodity.

Brand Identity — Your brand identity — and
the strength of it — is the number one reason why
people will choose to stay... or leave you. It's also a
critical reason why they will choose to buy your stuff

in the first place.

So, what elements of your products or
business make up your brand? Well, EVERYTHING.
Your “brand” is the complete walk-away impression
someone has about your company. It's who you are,
what you believe, the products and services you
have, how you sell and support them, it's your
marketing, your current clients and, it's your

reputation. Guard your brand like a newborn baby.

NOTE: Help building a strong brand identity is available

in theVisionaryAgency’s *BrandBuilding workbook.

8 BrandiBuilding, FollowMe and PerfectNiche are other eWorkbooks by
theVisionaryAgency, Inc. and can be found at
www.theVisionaryBlog.com/books
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Marketing Goals & Objectives — Marketing
goals are the very specific, black & white definition of
what you want to have happen as a result of your
marketing. Take the time now to set yourself up for
success. Create goals that are SMART ~ Specific,

Measureable, Attainable, Realistic and Trackable.

SMART goals tie back to your business plan
and will help you determine the return on your

investment (ROI).

Strategy — As part of your overall marketing
plan, your strategies include who, what, where, when

and why of each specific marketing campaign.

Looking at the goals you created above, detall
a strategy for each one. What will you do to create an
emotional trigger that causes a buyer to part with their

money and purchase your product or service?

Your strategies should incorporate what you
know about the market, the competition, your

differentiators and your target market.

Tactics — This part of your overall marketing

plan defines specific campaigns you will execute and
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the resources will you use to implement the strategy

and achieve your goals.

Will you use traditional or new marketing
tactics? Will you create a blog or use social
networks? If so, how does the tool(s) support your
strategy? Will it be easy for your buyer to find you?
How will you measure the return on your investment

of money, time and other resources?

NOTE: Help creating a power social marketing strategy

is available in theVisionaryAgency’s “FollowMe workbook.

Timeline - When will you implement the
tactic? How long will it last? How can you capitalize
on each tactic by using multiple media outlets and an
integrated marketing approach? When does one
tactic end and another begin? Will they overlap to

maximize momentum?

Critical Success Factors — These are the
benchmarks by which you determine if you are
moving in the right direction to achieve your goals.

For example: Your goal is to launch a website by

* FollowMe, BrandBuilding and PerfectNiche are other eWorkbooks by
theVisionaryAgency, Inc. and can be found at
www.theVisionaryBlog.com/books
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June 1°. A critical factor in successfully meeting your
goal is to have your web developer and copy writer
are not in place by January 31°%. If not, you won't

meet your goal.

Marketing Collateral — We recommend that
you audit all existing and proposed marketing
materials. Do they convey one strong look and feel? If
someone was to see your various marketing
materials independent of one another, would they

know each piece is from your company?

Create a heightened awareness for your
products and services by infusing brand awareness in
everything from the images on your website to the
color of your presentation folder. Get conscious and
creative about EVERY touch point you have with a
buyer. How can you create brand recognition with

something as mundane as a paperclip?

A final note ...brand continuity, personality
and your brand promise are just a few of the aspects
of your company that will drive business to you. The
deeper you look at what your buyer wants and how
you fill their needs, the greater the success you will

see. If you take your marketing analysis and planning
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one step further and understand your competition and
how you differ, you can create very powerful
marketing messages that create emotional triggers —

THAT’s when people say...”l want what your selling!”
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Why are you choosing to complete this
workbook? What is it about your business or
organization that you what to change? What's not
working? Write at least one SMART goal before you

begin this workbook.

It is from this place that your strongest
guidance will come. Creating a goal keeps the clutter
out of your brainstorming head and provides clarity

around identifying solutions that really matter to you.

Specific. Measureable. Attainable. Relevant.
Trackable.

(Write your goals on the next page.)
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Your Brand - and the strength of it - is the
number one reason why people will choose to stay...
or leave you. It's also a critical reason why they will

choose to buy your stuff in the first place.

Example: Arthur Anderson. Let’s consider
one of the biggest brand faux pas of the 21°' Century.
The once prestigious CPA firm Arthur Andersen was
founded in 1913 and built its brand promise on the
fanatic practice of high ethical standards in the
accounting industry. The founder, Arthur Anderson,

was an advocate for honesty. He believed that an
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accountants' responsibility was to investors, not the

corporate managers.

These beliefs and high standards created a
strong brand reputation and propelled Arthur
Anderson to a trusted partner for many major
corporations and one of the well respected “big five”

CPA firms in America.

In 2001, the Anderson brand image was
blackened when they turned a blind eye on their own
promise of high ethical standards. They got into bed

with Enron.

On June 15, 2002, Andersen was convicted of

obstruction of justice for shredding documents related
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to its audit of Enron, resulting in the Enron scandal.
The esteemed firm now had a criminal record. The
damage to Andersen's brand reputation was done.
Firms no longer wanted to have their audit associated

with Anderson.

While Arthur Anderson remains a legal entity,

its nearly 100 year stellar reputation is down the toilet.

The Complete Walk-Away Impression

So, what elements of your products or
business make up your brand? Well, EVERYTHING.
Your “brand” is the complete walk-away impression
someone has about your company. It's who you are,
what you believe, the products and services you
have, how you “sell” and support them, it's your
marketing, your current clients and, it's your

reputation.

Since virtually every person on the planet has
the ability to impact your bottom line, it's important to

assess the entire brand package. How do you stack
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up for your clients, your prospects, the media, your

critics, your competition and the general public?

Your Differentiator — is just as important as
your brand when people ask themselves, “how does
that company or product measure up to all the others
out there?” Are you really different or are you the

same...just wearing a different logo?

Example: Burger King. Beginning in 1973,
and as a means of differentiating themselves from
their biggest competitor, McDonald’s, Burger King

changed the way they did
organization. They understood what
their target audience was craving
and they implemented new
processes and marketing that
delivered just what their customer

was looking for.

Their campaign: "Hold the pickles, hold the
lettuce. Special orders don't upset us. All we ask is
that you let us serve it your way!" was an advertising

strategy that paid off.
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When you understand what your “customer”
wants and what makes you different, you'll get more
exposure, increase contributions and create strong
brand loyalty. When you create a solid brand, it will

articulate what makes you different.

Your Target Market — without a market there

is no need for a brand or to differentiate.

Most companies try to be all things to all
people. When businesses are afraid to define a tight
market they water down their brand, their messaging

and ultimately their bottom line.

As you proceed through this workbook and
complete the exercises, consider your perfect client
or prospect. ldentify what they want, why they want it
and, if you're actually providing it. If you don’t have
what they want, why not? Do you need to tweak your
products/services or do you need to change your

market?

Your target market will be your barometer for
success. If your bottom line doesn’t meet the goals
and objectives of the business then you are likely

delivering the wrong message to the right target
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audience or...delivering the right message to the
wrong audience. Either way, nobody is listening so

you’re not selling.

NOTE: Defining who that market is, what
keeps them up at night and how your offering solves
their problems is covered in depth in the

SPerfectNiche workbook.

Completing the BrandBuilding workbook will give

you three key takeaways:

A clear understanding of the strengths and

weaknesses of your current brand image

Defining the key differentiators of your business

for maximum awareness and impact

A plan of action that will take advantage of your
existing brand strengths and beef up the

weaknesses.

® PerfectNicheandFollowMe are eWorkbooks by theVisionaryAgency, Inc. and
can be found at www.theVisionaryBlog.com
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Strengthen Your Brand

Branding Has Five Major Aspects

1. Brand Personality — are you a company with
whom your prospective client can relate to,
feel comfortable
around and
want to hang

out with?
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2. Brand Promise - both the spoken and the
unspoken. If a person engages in a
relationship
with you, your
offering or
your
company,
what can they

expect?

3. Brand Identity — what
does your company
look like — the name,
your logo, colors, your ‘
tagline? Do they align with your '
personality and promise?

4. Brand Differentiation — what makes you
different from all the other organizations — why
should someone pick
you and not one of

the other guys?
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5. Target Market — who is your target market?
Understanding the “audience” provides clear

direction for brand messaging, images,

placement, etc. (Trust me, your target market

is hot everyone)

The stronger your brand image, the easier it is
to engage the right people to buy your stuff. The
stronger the brand image, the stronger the client
relationship. Strong client relationships equal
retention, revenue and referrals for more prospects

and clients.

Brand Reputation

As we saw in the case of Arthur Anderson,

many things can affect your brand image.

Sure, your brand includes what you look like
and what you say to the world (your marketing

collateral). It's your name, logo, colors, taglines, fonts,
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imagery — and, it encompasses so much more,

including:

how you treat your clients and prospects
what the company does and for whom

the unique value you provide to clients, the
community, etc.

how others benefit from your
products/services

expectations around interaction with staff and
your products and services

the personality traits that clients and
employees use to describe the company (i.e.
down to earth, serious, studious, fun, detail
oriented, wild, comical)

the added value and credibility based on the
history of the organization

the level of trust your reputation carries

the primary services that you offer

With easy access to the web and an open
forum for posting opinions, brand perception can

easily go from ooola-la to oooh no-no.




brandbuilding Branding & Differentiation Workbook

It goes without saying that the greater the
public awareness about your brand the more fanatical

you need to be in guarding your reputation.

The Internet And Brand Reputation

How you use the Internet to monitor and
maintain your brand reputation could mean that you
experience...the good, the bad or the ugly. The

choice is yours.
The Good

We can all learn from the big guys, scale your
thinking to meet the business philosophy and find
best practices that fit your organizational model. For
instance, many
brands, like
Starbucks, provide
an open forum for customers to share their ideas

about how to make the company better.
The Bad

OK. Admit it. At one time or another you have
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posted something on a social network that is
completely self-serving. If you have never posted
something (HA!), then surely you have found yourself
looking at a nauseating “Buy My Stuff” post looking

back at you from your computer screen.

While it isn't a crime to push self-serving
advertisements onto unsuspecting “friends,” these
kinds of tactics could tarnish your brand quickly. A
rouge post here or there might be overlooked. One
too many and you’ll be blackballed — the dreaded
“unfriend” button will wipe your smiling face off a

friends list faster than a CAT 5 hurricane.

In many cases, businesses are viewed as
always having their hand out. True...you need to
have customers to support the business. Consider
this...rather than have your posts always be about
the great things you're doing, why not post questions
out to your fan base? Put yourself in your “friends”

shoes. What engages you?
The Ugly

The dreaded brand smear! Justified or not, the

Internet is frequently used by disgruntled people
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(clients, employees, the competition, etc.) to post not-
so-nice information about you and/or your company.
If you're not out there driving the conversation with
your target market then someone else is probably

doing it for you.

Example: Dominos Pizza. In 2009 Dominos
went looking on the social networks for what people
were posting about their company. What they found
was not pretty. Tweets like: “Dominos crust tastes like
cardboard” and “The sauce tastes like ketchup.”
Yikes!

Dominos President,
Patrick Doyle saw the bad
press and said, “You can

use negative comments to get
you down or you can use them to
excite you and energize you about

your product — we did the latter.”

The brand was in serious trouble and
Dominos chose to be inspired by their harshest critics
and light a fire to create a better pizza. And so began
“The Pizza Turnaround” campaign which inspired
their “Show Us Your Pizza” campaign.
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Dominos also knows their target audience.
They create campaigns that speak directly to their
target wants as well as where and how they like to

hear the message.

The website below:
www.showusyourpizza.com has many powerful
marketing messages and opportunities to engage in a
conversation with their customers. Good marketing is
not about pushing your stuff at others, its about

providing value that draws your customer in.

Take a close look at the website. Five
powerful marketing tactics are tagged. Can you
identify what makes them so compelling? Write your

answers on the next page.

((
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“Show Us Your Pizza” Website

In the space below, identify what you think is

being conveyed in the Dominos website aEPove.

What do you think Dominos?goals are for this
websiteB

Describe who you believe to be their target

market.

0
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Take a look at the numbered items. Why are
these aspects of the website such good marketing

tactics?

What else do you like about the site?

&
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What do you believe doesn’t work?

How Relevant Are You...Really?

What problems do you solve for your target
market? Do you even know what problems they
have? Where they go to find solutions? Are you

selling cactus to an Eskimo?

If your “brand” is not about your customer and
what you do for them, how do you expect people to
part with their money? If your brand is about how
great you are, your prospects will see that long before
you get to their door. They will shut you out, turn off

the lights and never answer the knock.

Example: LeBeau’s Health Club — This local
health club grew up fifty miles west of Chicago in the
middle of the corn fields. The nearest health club with
any significant competition was a good twenty miles

away.

In the 70’s and 80’s it was “the place” to go for

tennis, swimming, racquetball, a weight room, etc.

(*
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The club was family owned, had a look and smell you
could count on and the family made sure that
everyone who walked through the door felt like they

were...well...one of family.

In the 90's the population in the area
exploded. The surrounding cornfields turned into
subdivisions, strip malls and big box stores. It also
was the start of a serious movement to build serious
health clubs. In the early 2000’s two major players set

up shop within two miles of LeBeau’s Health Club.

What did the owners of this family owned club
do to assure their business stayed “healthy”?
Nothing. When the club went out of business a few
years later, it still looked the same, smelled the same
and had some of the same equipment from the 80’s.
Because the owners were intent on maintaining the
integrity of their outdated brand image, they could not
see that what their target market wanted was
changing around them. They were no longer relevant
to their target audience. The brand was no longer

about the client, it was about the owners.

(+
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Today, the building sits empty. A sad example
of what happens when you are no longer relevant to

your target market.

Brand Value

The value of the brand can be easily measure

two ways:

1. The sale price should you choose to sell the
business. (Coca-Cola’s brand is worth
$70,452,000,000.)

2. The emotional attachment someone has to the
brand. (Hannah Montana: The Movie pulled in
$32.3 million it's debut weekend)

Brand Audit

Now is the time to look at your company’s
brand and ask the hard questions...Is it still relevant

to your target market? Does it have a good
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reputation? Do you deliver on your promise? Is your

brand in alignment with your core vision and mission?

In the section below you will audit each aspect
of your brand. In the space provided, write down both
strengths and weaknesses. You're looking for the
elements of your brand that you can bank on and
those that need some sharpening. The information
gathered in this section will be beneficial to clearly
define who you are, the value you provide and how to

position yourself against the competition.
Brand Position

What does the company do and for whom?
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What is the unique value you provide to your clients?

How do others benefit from your products/services?

Brand Promise

What should people expect from your business during

every interaction?
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Brand Personality

What are the personality traits that clients and
employees use to describe the company? (i.e. down
to earth, serious, studious, fun, detail oriented, wild,

comical)

Brand Story

How does the company’s history add value and

credibility?
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Brand Identity

What do you look like and say (marketing collateral)
name, logo, colors, taglines, fonts, imagery. (The
brand identity flows from the elements listed above
and the differentiators that you determine in the next

section)

Services

What are the primary products/services that you

offer?
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Overall Brand Reputation

What awards has the company earned? Has there
been good or bad press? List events that have either

elevated the brand or driven it down.

Other

What else do you consider to be a part of your brand?

X
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Once you're clear on your vision as well as the
core products and services you provide, the next step
is to define what makes your company different or

special.

I've coached hundreds of small business on
the importance of determining what makes them
special. What differentiates them from the pack and
how to use those differentiators to position

themselves as a leader in their industry.

Being a leader is an important part of

differentiation. People want to follow leaders. They

)
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want someone to make it easy for them find what they

need.

| guarantee you that the first answer | get
when | ask someone what makes their business

different from the competition is...
“I provide excellent customer service”

If that's your answer to the question then |
hope you’re sitting down because, you and every

other business on the planet is saying the same thing.

Everyone says they have excellent customer
service and very few businesses actually provide it.
Even if you have the best service on the planet, it
won't differentiate you. Too many people have been
let down by others who have claimed they provide

excellent customer service and flat out don't.

What is it about you and/or your business that
sets you apart from your competition? Every business
has at least one thing that no other competitor can

brag about. This is your opportunity to toot your horn.

)&
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What Makes YOU Special

So, what is it — really — about your
organization that sets it apart from the others? Every
organization has at least one thing that no other
organization can brag about. This is your opportunity

to toot your horn.

As you determine your differentiators, ask
yourself...can ANY other organization say “this” about
their business? If the answer is yes then you're not
different. Be honest with yourself. The only one who

will lose if you're not is you.

The more specific you are in defining the
unique qualities and the closer you look at the
competition, the easier it will be to define your true

differentiators and stand out from the crowd.

Some things to consider when articulating

your differentiators:

)*
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Remember Brand Relevance?

By being relevant, a brand is considered to be

part of a customer’s buying process.

A brand becomes relevant by offering features

that customers consider important.

Aspirin Or Vitamin

Take a minute to think about the importance of
the products and services you provide to your clients.
Is it critical to the wellbeing of the community? Does it
solve what keeps them up at night? Does your
product or service take away the pain the client feels?

If so, consider the product or service an aspirin.

Is your product a nice-to-have? Does it help
people feel good but isn't critical to their health or
wellbeing? If so, consider the product or service a

vitamin.

)+
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What is the “aspirin” that you provide to cure the

pain?

If your product or
service is a vitamin, in what
ways can you alter the
importance of your product
to change the perception to

an aspirin?

Example: You sell hot tubs which are typically
a vitamin. What if you targeted weekend athletes who
are prone to injuries as the primary market for your
product? What if you were the expert in how hot tubs
relieve pain and get athletes back in the game
quicker? Would that cause the vitamin to become an

aspirin?

In the grid below, list your current available
products/services. Check the column that most

relates to what you do for your clients.
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| Product/Service ~ Aspirin?  Vitamin?
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Brand Relevance For Your Target Audience:

Thinking about your target audience, in the
space below, list everything that your clients and

prospects consider important.

Understanding Brand Differentiation

Identify the features that make your brand truly
unique and distinct from your competition. If
needed, interview or survey existing
employees, clients, prior clients, the
community, etc. to learn why they like what

you do and who you are.
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What sets you apart? Analyze the competition

and identify what is unique to you.

Differentiated features (or drivers) must be
relevant to your customers. Drivers can drive
customer choice, causing a customer to select

one brand over another.

List everything you can think of that makes your

organization unique.

TIP: The absence of differentiation leads to price competition and low
margins. PRICE IS NEVER A DIFFERENTIATION!

My Company Differentiators:
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How well does your brand stand up to the
mission and vision of the organization? How do your
clients, prospects and the community view your

brand? How does your competition view your brand?

Making an honest assessment will help you
determine the strengths and weaknesses of the
brand. From that point you can use your resources to
effectively impact the overall brand image and your

bottom line.
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All of the brand components addressed in this
section are listed below. For each item, write what
you know about your brand.

Strong Or Is It

=l FlRmAn Weak? Relevant?

Position:

Promise:

Personality:

History:

Identity:

Products/Services:

Reputation:

Other:

&(
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Turning Weakness Into Gold

From the audit above, consider what changes
you can implement now to stop the bloodletting from
a weakness. If the change does not make this aspect
of your brand relevant to your client, consider a
different change.

Is It

WEEUGESS Opportunity For Change Relevant?

&)




brandbuilding

Turning Strengths Into Revenue

From the audit above, review the strengths
and consider how you can position the strength to
compel your target market to part with their money. If
the new positioning does not make it relevant to your

client, consider a different position.

Strength Position

Is It
Relevant?

&&
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1. If you are not clear about your target market or
you think its “everyone” then stop where you are
and get clear. Stop wasting your money marketing
to “everyone.” Your money and time is too
precious. If you're still not clear, order the
PerfectNiche workbook at
www.theVisionaryBlog.com

2. Identify your strongest differentiators and create
powerful messaging that ties what they want with

what you have.

&*
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3. Prioritize the changes that you noted in the
weakness column above and begin implementing

these changes.
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#

Chris Beebe has extensive non- and for-profit,
marketing, design, event planning, training, sales and

fund raising experience.

As a strategic marketing consultant Chris has
inspired hundreds of small business and non-profit
clients to create a transformational shift that enriches
the buying experience and drives business. She
challenges clients to understand the buying persona
of their target market, utilize their differentiators to
influence decisions and position themselves as the

expert.
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In the non-profit sector Chris worked for the
March of Dimes and the Arthritis Foundation. During
her tenure she collectively raised over $2 million for

the organizations.

For more information on Chris Beebe and

theVisionaryAgency: www.theVisionaryAgency.com

To contact Chris Beebe directly:

chris@thevisionaryagency.com
630-404-0400
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Add these resources to your marketing
toolbox and quickly learn to:

Capture the buying persona and create
targeted campaigns that create attention
Enrich the buying experience and sell more
stuff

Inspire others in a way that drives business to
your door

Find them at: www.theVisionaryBlog.com/books

FollowMe: Creating A Power Social Media Strategy
PerfectNiche: Who Is Hot to Buy What You've Got?
55 Social Media Hints & Tips

Sample Marketing Plan Template
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