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Branding and Marketing Worksheet

I. Your Very Own Place in the Market

Performing a SWOT analysis helps you more accurately assess your market position: 

Strengths are what give you advantages over your competitors;
Weaknesses are are disadvantages when compared to your competitors;
Opportunities are external factors that improve your chances in the market;
Threats are external factors that could cause trouble for you in the market.

Note that strengths and weaknesses are mirrors that reflect internal elements of your company or product, while opportunities and threats are windows into the marketplace and how external influences impact the success (or failure) of your company or product. 

A typical SWOT is structured like:
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	W

	O
	T




It may help you to visualize it a bit differently:

        ( + )                                    ( - )
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It doesn’t matter how you structure your SWOT as long as you make a thorough and candid assessment. When considering the ways in which the external market influences your product, you might find a PEST analysis helpful. Do any issues in the categories below impact you?

Political
Economic
Social
Technological












II. Define and Refine Your Brand (Not Just Your Product)

The word brand originates from historic terms meaning “fire” or “to burn.” By the 1550s it was defined as “identifying mark made by a hot iron,” and by 1827 was more broadly recognized as “a particular make of goods.” 

If you were to look up the term today - or ask either marketers or consumers - you would find an even more holistic description: a brand is a company’s reputation, a sum of all qualities that (hopefully) develop an attachment between consumer and product. 

Your brand is the impression anyone has before, during and following an encounter with you. It is based on perception and experience... but not yours.  

Your brand is what others determine it to be, and particularly with the glut of options in the market, people buy brands rather than products. 

Consider this: the actual products of the following pairs are similar. What makes the difference?
· Microsoft vs. Apple
· Target vs. Walmart
· Kroger vs. Trader Joe’s
· Ford vs. Volkswagen  	

All hope is not lost. There are many ways that you can proactively and profoundly influence the way the market perceives you. Components of a strong and consistent brand include:
· Product and value proposition
· Product position- sure, you may reduce fever and relieve pain but are you the most effective option? Is your formula new and improved? Are you the cheapest? The one used by mothers for generations? Recommended by most doctors? The natural or homeopathic option? 
· Name, logo, colors, brand standards
· Tagline, slogan, mission statement, recurring copy or key words, ‘voice’
· Brand personality- are you fun? Sincere? Traditional? Novel?
· Any uniquely associated experience or sensory quality, e.g., a taste, scent, movement
· Company values and culture
· Leadership and team 

Consider this: often when news breaks of a company ‘scandal’ it is due to activity that seems incongruent with that company’s brand.  

Take one of your company’s core brand elements or values, and a list of your various stakeholder groups. List at least one way you can reinforce the brand value with each group via action, policy or recurring activity. A mind map works well for this exercise. For example:












III. Deliver Your Brand Promise (and Product)... Again and Again

Q&A for Thought
Ask yourself the following questions:
· What is my company’s reason for existence? 
· What specific pain point does my product relieve?
· What sets us apart (think of your SWOT) from all competition?
· Three words that best describe my product are _____ , _____ , _____ .
· My ideal customer can be described as _____ , _____ , _____ . This customer’s values and habits include _____ , _____ , _____ , _____ . S/he typically trusts ________ as sources of information.
· What is most important to this customer when buying my product is ________ , and ________ will trigger him or her to think of my product. The most important expectations my customer has of my product are ________ .


Your Marketing Mix
Now it’s time to put together your marketing mix. You will want to reference your SWOT and PEST analyses, your notes on core brand values and responses to the questions above as you determine your go-to-market strategy. 

Traditionally a marketing mix has been called the 4 Ps for Product, Price, Promotion and Place. However the Ps are now frequently replaced by a more customer-centric perspective: 4 Cs.

(Product) 	Consumer
(Price)		Cost
(Promotion)	Communication/Marketing
(Place)		Channel (or sometimes Convenience)

	What are the consumer’s needs (& pain points)? How explicitly do you achieve your value proposition? Do you have a single product or a mix? What’s the life cycle? 
	How much does your product cost? How much is your customer willing to pay? Is there a cost of ownership beyond purchase price?

	Where and how will you communicate about your product with your potential customer? How often? What is the message? Are there ongoing communications activities beyond marketing/advertising? How will they know you exist and how will you maintain the relationship?
	What channel/s will you use to deliver your product to the consumer? Are there any added incentives to make it more convenient, simpler or cheaper for the consumer to get your product into their hands?





Consider this: The specific marketing terms you adopt are less important than the strategies they reference. You might consider both tangible and intangible benefits of your product to be part of your value proposition; the point is that you consider the intangibles. 
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