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Building a Timeless Brand
HONING YOUR BRAND STRATEGY



No matter what product you're selling nor to which market, there are other companies you're competing with… and you need to stand out. 

You want your market to think of YOU when they need your products or services. If you create a good UVP, supported by clear vision and mission statements, your brand will stick in their memory — putting you ahead of the rest.

STEP 1: ASSESS THE CURRENT STATE OF YOUR UVP
Let’s set a baseline; answer the following questions:
1. Do you already have a UVP?
2. What is it?
3. How effective do you think it is?
	







[bookmark: _heading=h.gjdgxs]STEP 2: SWOT ANALYSIS
Conducting a SWOT analysis serves as an important part of your business' foundation. Use this workbook to complete one for your business and market.
· Strengths – Your strengths are your business’ strongest qualities. These are both tangible and intangible positive attributes. A good way to brainstorm strengths is to look for areas where you excel over your competitors.
· Weaknesses – These are qualities that are under your control but stand in the way of achieving your goals or gaining a competitive advantage. Try to make an honest assessment and don’t let pride get in your way. Identifying areas of weakness is the first step in improving them.
· Opportunities – These are external factors that could keep your business running or could potentially help it grow. This is the exciting part of your SWOT analysis because it shows you areas where you can profit more.


· Threats – Threats are external factors, just like opportunities, but they pose a risk or could potentially hurt the future of your business. Although negative, threats should excite you as well because they indicate a clear direction to go. They show you how you can immediately improve your circumstances and gain an advantage.

For both opportunities and threats, you’re looking for the potential. These are not necessarily things that are happening now nor things predicted to happen right away, but they are possibilities for the future.
	STRENGTHS (Helpful/Internal)
	WEAKNESSES (Harmful/Internal)

	
	












	OPPORTUNITIES (Helpful/External)
	THREATS (Harmful/External)

	










	



STEP 2: UNDERSTAND YOUR TARGET MARKET
2A: Study Them
To create a winning UVP you need to understand the people in your target market at an individual level. This means not as a mass of demographic statistics, but as actual human beings. Your UVP needs to appeal to their needs and desires, as well as their frustrations, worries, problems, and pain points. Connecting in this way creates an emotional bond.
Gather research, listen to your customers, and engage in conversation. Join forums, Facebook groups and LinkedIn groups. Do Twitter searches and set Google Alerts. Document your observations below.
	Research Topic
	Information Gathered

	Top questions asked




	

	Top problems discussed




	

	Common advice and answers given




	

	Emotional responses and other feelings expressed




	


STEP 2: WRITE YOUR VISION + MISSION STATEMENTS
People often mix up the two terms: mission and vision. What you need to know is that a short “vision statement” is usually one sentence, or even just a few words, that tell the high-level aspiration of your business — the what. Your mission statement can be a tiny bit longer, preferably just a few sentences at most, offering more information about your company’s purpose — the how. 

Four key elements of a winning vision or mission statement:
· Specific – Avoid language that is vague or that doesn't tell the customer anything.
· Concise – There should be no fluff. Every word in your mission statement should mean something.
· Clear – No matter how clever or artistic your idea may be, it needs to be clear and easy to understand for the customer.
· Exciting – A good mission statement gets the reader excited. Try telling a story, inspiring emotions, and sparking interest with your statement.

Write your vision statement:







Write your mission statement:






STEP 3: WRITE YOUR UNIQUE VALUE PROPOSITION
Amazingly, a majority of those who start their own businesses fail to create a unique value proposition. Creating a UVP that suits your business and speaks to your audience doesn't automatically guarantee success; your products or services need to deliver on the promise that your UVP is making. 

There are three things that make a good UVP:
1. It specifically addresses the needs of your market. It should be something they can't live without, that solves their problems, or makes their lives easier.
2. It’s memorable. It has to stick in people’s minds so that you're the one they think of when they need your products or services.
3. It connects with your buyers emotionally. Good UVPs speak to the fears, worries, desires, and frustrations of your target market.
As you write your unique value proposition, test it against these criteria:
· Is it short and to the point?
· Is it memorable?
· Does it make an emotional connection with your market?
· Does it speak to the most urgent needs of your market?
· Does it clearly tell people why you’re different?
Write your unique value proposition:
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