BRANDING STRATEGY GUIDE

Brand
Discovery.

Build a new brand or realign your existing borand
to connect with your ideal customers with this

1Y

step-by-step brand building guide.

Danel Skaflouror
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“If you don’'t know where you're going,

any road will take you there.”

— ALICE IN WONDERLAND



Whatis your vision for a
better world or better life?

Why are you doing this?
Why do you exist?
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Example

To do everything possible to
expand human potential.

V
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Example

O provide access to the world’s
information in one click.

Google

eaverbird



THE MISSION

2. Problem [ Solution

“Don't sell the product.

Sell the solution to the problem.”




Artists - ‘
songs >
Contacts >
Settings >




What problemdo
you solve?

What value does your solution provide?
What need(s) are you fulfilling?
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Examples

j3 Weaverbird

Problem Businesses need to
make more money by

selling more.

Solution We help you make
more sales with

strategic, visually
captivating branding
& marketing.

BEACH-=s

TEAM BUILDING

Unengaged staff &
disjointed teams costs
corporates money

Our team builds
energise your staff and
galvanise your team to
work more efficiently =

more profit.

JAL

THREE PEAKS

Late & non payments
from customers cause
stress, financial pressure
& even business failure.

We automate monthly
payments from your
customers with a simple
debit order system.



FIND YOUR

3.Competitive

Advantage

“Why choose me?”




USP

Are you faster
thanalion?

In this day and age, it's very hard to be
unique.

The solution you provide is probably
already out in the market, being sold by
several competitors.

So why should customers choose you?

Do you know the famous story of the 2
friends who encounter a lion on a bush walk?



Competmva dva nta €
don't compete.”

JACK WELCH, FORMER tbEO OF GENERAL ELECTRIC




Write down 1-3 unique
advantages you have over
competitors...

For example:

- Niche Experience - Different Flavour - Awards
- Different Functionality - Most 5-star Reviews - Proven Results
- Different Design - Asseenon TV - Price
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UNIQUE SELLING POINTS

Examplel

Let’s look at the cell phone industry.

Each year, phone companies launch a
new series of phones that are almost
identical in spec and functionality.

But each year, there are minor
differences or improvements that
make the phone slightly unique.

So how do they differentiate
themselves?

33 Weaverbird



UNIQUE SELLING POINTS

Example 2

What about the bounty of choices
you encounter when deciding which
chocolate bar to buy at the shop?

All fighting for our attention, saying “Eat
me, no eat me!”

Kitkat differentiates itself with it's thin
wafer layers. KitkKat also highlights the
fact that you can break it into smaller
pieces. They hone in on this differential
in their marketing with their tagline.

“Have a break, have a Kit Kat”.
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USP EXAMPLE 3 I
Local Accounting Firm Scott StephenSOD K//,:/j

IFRS Standards

Fthical
Experienced {9,

Facilitator of SAIPA

Members of SAICA

s Not trying to squeeze clients for as much money.
Christian

Genuinely Care

eaverbird



Make your own Word Cloud
RIGHT NOW at...

www.wordclouds.com


https://www.wordclouds.com/

CUSTOMER PERSONA

To figure out where best to spend your precious
time and hard earned cash, you need to

4. Know Your Customer




PERSONA 1

Describe your
ideal customer

Name: Thandeka Mthethwa
Age: 26

Marital Status: Single
Interests/Hobbies: Music, Cooking
Children: 0

Occupation: Graduate [ Young
Read/Watch: Reality Cooking Shows

You may have different customer types
for different products and services.




Take a moment.

Write down your ideal customer(s).
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WHERE TO REACH YOUR CUSTOMERS

To figure out where best to spend your precious
time and hard earned cash, you need to decide:

5. Where to Market




WHERE TO MARKET

Strategic Marketing

“Development & implementation of a strategy to
communicate value to satisfy the needs of your customer
at a profit.”



WHERE TO MARKET

) Stationary
Domain  Clothing
Email
Logo
Google . . Brochures
Adwords SEO Social Media BRANDING
Websites
Flyers
PRINT ...
Email
WEB Magazine
Video

MARKETING

Car
AVENUES proncing

OUTDOOR
Competitions Banners
EXPERIENCE
Billboards
PR&
Events Activations MAINSTREAM
MEDIA g
Gifts NETWORK Radio
Flash
Mobs
vV
Referral NEWERE[EST

Email BNI
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4.1: WHERE TO MARKET

LOGO

STATIONARY

Email Signature
Letterhead
Business Cards

CLOTHING

DOMAIN
EMAIL



BRANDING

Notevery
business needs a
world class logo
to succeed!

e But have something
e Business cards

e Domain, email, etc
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BRANDING

Differentiate yourself from
your competitors

DOVES A&

TWO MOUNTAINS

Icebolethu

/CTLS)’hi]pi-Noto

FUNERAL HOME



4.1: WHERE TO MARKET

SOCIAL
REFERRAL MEDIA

BUSINESS Netyvork §(
FVENTS Relationships

BNI
EMAILS GROUPS




NETWORK & RELATIONSHIPS

It's not what you know,
but who you know...

Or who knows you!

Google
Organic

1 O %

Referal

30%

90% of my sales have come from relationships
or referrals - someone | know, someone | met
through networking, or someone who referred me

Relationship

6 O%




REMEMBER

“People do business with
people they like.”

So remember to be kind and show empathy.



NETWORK & RELATIONSHIPS

Virtually freel

It can be fun.

Usually involves coffee.

Inspiring & motivating.

Cons:

« May not lead to business.




“No one cares how much you know until
they know how much you care”

— PRESIDENT THEODORE ROOSEVELT

When networking, always remember to be more interested in the person
you are talking to and their problems. See how you can help. No matter if
they are a big fish or small fish. Don’t be too eager to sell yourself.




Any questions?

What's been your experience?



4.2: WHERE TO MARKET

RADIO

FEATURED
ARTICLES

TV
PODCASTS



MAINSTREAM MEDIA

« Great exposure.

o Build brand trust.

Cons:

« Usually very expensive.
« Hard to track ROI.

« Hard to drive action.




Ask a friend that you know has tried
mainstream media advertising.

Did it work for them?



4.3: WHERE TO MARKET

SOCIAL

WEBSITES MEDIA

GOOGLE

WEB /DIGITAL BEaalis

VIDEO

GOOGLEMY

EMAIL SEO BUSINESS




WEB / DIGITAL:

jA| THREE PEAKS
Pros: .
. “"‘x Get paid On'tlmei)'t
Easy to track and edit B A vith avtometie e )
° y to track ana edit. _ order collections

« Fast to implement.

« Can be cost-effective.

cons:

« Fighting for attention.

« Some digital marketing
can be expensive.




Any questions?

What's been your experience?



4.4: WHERE TO MARKET

FLYERS

PROFILES
NEWSPAPER

BROCHURES
MAGAZINE




PRINT:

« Better quality attention.
« Builds brand credibility.

« Tactile connection.

cons:

« Can be costly.

« Hard to track ROI.



Ask a friend that you know has
tried print based marketing.

Did it work for them?



4.3: WHERE TO MARKET

EVENTS ACTIVATIONS

FLASH

GIFTS MOBS



CASE STUDY - EVENTS

Kangamama
Events Stands

e Some events are quiet,
some are booming.

e Hard, logistically.

e Can target the right
audience.

e People come to spend.




CASE STUDY - ACTIVATION

Icebolethu Win A
Car Activation

e R250,000 for car + print &
Advertising

e If 500 sign up @ R250 per

[ RO VEARS -

month x 10 years = R 1,250,000 » | 1
over 10 years return + referral W\ BN
business + Upselling.

&2-Call: 086 000




4.3: WHERE TO MARKET

CAR

BILLBOARDS BRANDING

OUTDOOR

BANNERS




REMINDER

ROL.

Any time or money you spend on
marketing should help your business
make a profit, now or in the future.




Free or Cheap Marketing Tools

1. Canva.com

2. Google My Business (Includes Free Website.)
3. Cheap Web Hosting: Afrihost, Linux Home.
4. Wix.com or Squarespace.com

5. Networking events.

6. Mailchimp Email App.

/. Facebook & Instagram.

8. Unsplash.com or stocksnap.io

9. Flaticon.com, or Freepix.com
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Let's putit
to work.

Schedule a free chat


https://calendar.app.google/ZdTUG5JHSYeAhc6B6
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