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Let's say you've come to the difficult
realization that your brand -- if you can
even call it that -- is all over the place.
Or perhaps worse, you have a
defined brand, but you're noticing
that it just doesn't seem to mesh
with who you really are and what
you really do.
Don't panic.
Before you get all hung up
on what shade of green to
use for your logo or what
tone you're going to use
when engaging with
people on Twitter, you
need to step back
and take a look at
the big picture.

What is brand strategy?
By definition, brand strategy is a long-term plan for the development
of a successful
in order to achieve specific goals. First, let's
clear up the biggest misconception about brand strategy:
In
fact, your brand is much more than that -- it's the stuff that feels
intangible. It's that hard-to-pin-down feeling that separates
powerhouse and mediocre brands from each other.
To help you rein in what is more of an art and less of a science, here
are the seven essential components of a comprehensive brand
strategy that will help get and keep your business successful.

7 Components for a Comprehensive Branding Strategy
1) Purpose
Every brand makes a promise. But in a marketplace in which consumer confidence
is low and budgetary vigilance is high, it’s not just making a promise that separates
one brand from another, but having a defining purpose. Think of this as your WHY.
If you don’t understand your purpose, nobody else will.
While understanding what your
business promises is necessary when
defining your brand positioning,
knowing why you wake up every day
and go to work carries more weight. In
other words, your purpose is more
specific, in that it serves as a
differentiator between you and your
competitors.
How can you define your business'
purpose?
Functional: This concept focuses on
the evaluations of success in terms of
immediate and commercial reasons -- i.e. the purpose of the business is to make
money.
Intentional: This concept focuses on success as it relates to the ability to make
money and do good in the world.
While making money is important to every business, it’s much easier for a person or
business to make money if they believe in the brand AND are passionate about it.
When defining your business' purpose, know your stand-alone factor, your WHY.
Making money is a priority, but operating under that notion alone does not set your
brand apart from others in your industry.
Try this exercise to get your creative juices flowing:
● What are the top three things you want people to know about you? NOT your
profession or the work you do. What would you want people to say about
you at your funeral?
1. ___________________________________________________________________________
2. ___________________________________________________________________________
3. ___________________________________________________________________________

● Next, what are the top three things you want people to know about your
business?
1. ___________________________________________________________________________
2. ___________________________________________________________________________
3. ___________________________________________________________________________

Somewhere there needs to be an overlap, a starting point. If there is no synergy in
the answers to these two questions, you may be in the wrong profession.

2) Consistency
The key to consistency is to avoid
talking about things that don't relate to
or enhance your brand. For example,
have you added a new photo to your
business' Facebook Page? What
does it mean for your company?
Does it align with your message, or
was it just something funny that
would, quite frankly, confuse your
audience?
In an effort to give your brand a
platform to stand on, you need to be
sure that all of your messaging is
cohesive. Ultimately, consistency
contributes to brand recognition, which
fuels customer loyalty.
To see a great example of consistency, look at Coca Cola. As a result of their
commitment to consistency, every element of their marketing works harmoniously
together. This has helped them become one of the most recognizable brands in the
world.
To avoid leaving potential customers struggling to put the disconnected pieces of
your business together, consider the benefits of creating a style guide. A style
guide can encompass everything from the tone of voice you'll use, to the color
scheme you'll employ, to the way you'll position certain products or services.
By taking the time to define and agree upon these considerations, your brand will
benefit as a whole.

3) Emotion
Customers aren't always rational.
How else do you explain the
person who paid thousands of
dollars more for a name-brand
product rather than buying another
cheaper, equally well-made
product? That person does it
because a story was told and that
consumer felt a connection.
Why? People have an innate desire to build relationships. People have a basic
psychological need to feel closely connected to others. And that caring,
affectionate bonds from close relationships are a major part of human behavior.
The lesson to be learned? Find a way to connect to your customers on a deeper,
more emotional level. Do you give them peace of mind? Make them feel like part of
the family? Do you make life easier? Use emotional triggers like these to strengthen
your brand relationship with your customer and foster loyalty.

4) Flexibility
In this fast-changing world, business owners must remain flexible to stay relevant.
On the plus side, this frees you to be creative with your campaigns.
You may be thinking, "Wait a minute, how
am I supposed to remain consistent while
also being flexible?"
While consistency aims to set the
standard for your brand, flexibility enables
you to make adjustments that build
interest and distinguish your approach
from that of your competition. In other
words, effective identity programs require
enough consistency to be identifiable, but
enough variation to keep things fresh and human.
Old Spice is a great example of using this type of strategic branding balance.
Today, Old Spice is one of the best examples of successful marketing across the
board. However, up until recently, wearing Old Spice was pretty much an unspoken
requirement for dads everywhere. Today, they're one of the most popular brands
for men of all ages.

Their secret? Brand flexibility.
Aware that they needed to do something to secure their place in the market, they
built upon their long-standing brand to position for a new customer base.
Between new commercials, a new website, new packaging, and new product
names, Old Spice managed to attract the attention of a new, younger generation by
making strategic enhancements to their already strong brand.
If your old tactics aren’t working anymore, don’t be afraid to change. Just because it
worked in the past doesn't mean it's working now.
Take the opportunity to engage your followers in fresh, new ways. Are there some
out-of-the-box partnerships your brand can make? Are there attributes about your
product you never highlighted? Use those to connect with new customers and
remind your old ones why they love you.

5) Employee Involvement
Achieving a sense of consistency is important if you wish to build brand recognition.
And while a style guide can help you achieve a cohesive experience, it's equally
important for your employees to be well-versed in the how they should be
communicating with customers and representing the brand.
If your brand is playful and bubbly through Twitter engagements, then it wouldn't
make sense if a customer called in and was connected with a grumpy, monotone
representative, right?
In our business we work with a lot of web design platforms. One of them is
Weebly. They have done a remarkable job in consistency. Their website platform
is easy to understand. Their step-by-step explanations of their offerings are
spelled out so that even the most novice of designers can get started. Every time
we have called them with one issue or another for our
clients, we are greeted with professional, friendly and
HELPFUL service representatives. In fact, one was on the
phone with us for four hours on a Saturday!
They have more than gained a loyal customer from us,
but also a brand ambassador - a company that will refer
entrepreneurs or small business owners to use their
platform and services. And they did it by simply having
employees that communicated the ideas of their brand.
Which leads us to….

6) Loyalty
If you already have people that love you, your company, and your brand, don't just
sit there. Reward them for that love.
These customers have gone out their way to write about you, to tell their friends
about you, and to act as your brand ambassadors. Cultivating loyalty from these
people early on will yield more returning customers -- and more profit for your
business.
Sometimes, just a thank you is all that's
needed. Other times, it's better to go above
and beyond. Write them a personalized
letter. Sent them some special swag. Ask
them to write a review, and feature them
prominently on your website. (Or all of the
above!)
Loyalty is a critical part of every brand
strategy, especially if you're looking to support your sales organization. At the end
of the day, highlighting a positive relationship between you and your existing
customers will set the tone for what potential customers can expect if they choose
to do business with you.

7) Competitive Awareness
Take the competition as a challenge to improve your own strategy and create
greater value in your overall brand. You are in the same business and going after
the same customers, right? So watch what they do.
Do some of their tactics succeed? Do some fail? Tailor your brand positioning
based on their experience to better your company.
And while staying in tune with your competitor's strategies is
important if you want to enhance your brand, don't let them
dictate each and every move you make.
Sure, you probably sell a similar product or service as many
other companies, but you're in business because your brand is
unique. By harping on every move your competitor makes,
you lose that differentiation.

Customer Loyalty Starts with Your Mission and Vision
Think about those brands that you purchase from over and over, even when there
are cheaper options out there. Do you usually fly on a particular airline? Do you buy
your coffee from the same place every morning? Do you recommend a specific
restaurant whenever out-of-towners ask for suggestions?
Often, the reason we stay loyal to brands is because of their values. The best
brands strive to combine physical, emotional, and logical elements into
one exceptional customer -- and employee -- experience.
When you successfully create a connection with
your customers and employees, many of them
might stay loyal for life -- and you'll have the
chance to increase your overall profitability while
building a solid foundation of brand promoters.
But achieving that connection is no easy task. The
companies that succeed are ones that stay true to
their core values over the years and create a company
that employees and customers are proud to associate with.
That's where company vision and mission statements come in. A mission statement
is intended to clarify the 'what' and 'who' of a company, while a vision statement
adds the 'why' and 'how' as well. As a company grows, its objectives and goals may
change. Therefore, vision statements should be revised as needed to reflect the
changing business culture as goals are met.
Take a look at the difference between vision and mission statements -- and get
inspired to write one for your brand.

The Difference Between Mission and Vision
declares an organization's purpose, or why it
A
exists. That often includes a general description of the organization,
its function, and its objectives.
A mission statement often informs the
, which
describes where the company aspires to be in the future. These two
statements combine to clearly define the organization's reason for
existing and outlook for internal and external audiences like
employees, partners, board members, consumers, and shareholders.

Now What?
Do you know how many of these branding strategies you are currently using (if
any)? If your organization isn't taking advantage of each of the seven strategies,
then you're leaving potential customers (and revenue) on the table.
If you're not sure whether or not you're employing these strategies, then you
should have a professional assess your current branding efforts.
SK Consulting will provide that service for you during a simple one-hour phone or
in-person consultation. For just $40, we'll take a look at your personal and
professional brands, talk with you about your messaging and market competition,
and provide a thorough analysis of your current branding strategies.
Please visit
to take the first step to ensuring
you are implementing the most effective branding strategies.
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