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Brand Objective

Brand Position identity and value proposition to be actively communicated.

It includes a point of differentiation—which is either unique or can be owned in the
marketplace—that provides competitive advantage.

Brand System organization and application of a brand position across product
lines, service and business units to achieve clarity in product offerings, facilitate
awareness and help allocate resources.
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Strong brand position is the foundation on which lasting customer
relationships are built and kept.

| t6s your point of differentiation an

Brand position is more energizing when cast as benefiting your
customer. It should be evident in every communication you make.

AHow does your brand position resonate for current and future customers?
AHow you want to be perceived?

AHow does your brand position reflect long-term business goals?

AHow does your brand position differ from your competitors?

Copyright © 2010, Gorman Health Group, LLC.



Brand Building e Bty
ldentify Sustainable Competitive Advantage

What people
want most

What your
competitors
struggle at
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Brand Positions

Price

Service or Convenience

Customer Experience

Innovation

Customization

Quality
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Brand Positions

Price

Service

Local or Community

Information or Guidance

Stability or Security difference
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Branding Process GORMAN
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Research To Understand Current Brand

Audit stakeholders (customers, distributors, influencers) and gather
competitive intelligence to build brand platform

Brand Analysis & Brand System

Create a brand position and brand system architecture that best fits,
now and for future organization, product and service considerations

Brand Communication and Expression

Brand messaging and creative execution supporting brand position,
drivers and communicators (how it is spoken, written, and displayed)
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Strategic Brand Assessment anadts
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Get Introspective...In A Brand Context

What are your comparative market advantages?
What position do you own in the market?
Aright message, right place, right audience?
What is your marketplace clutter buster?

How has your brand or mar ket pl
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Brand Clarity GORMAN
Build Customer Confidence

Connect logically and emotionally
AWhat’'s i mportant to them
AWnhat concerns them
AWhat they want

AHow they feel about your products and services

Right audience, right place, right message
AKnow where to find them
AHow to get their attention
AHow to craft communicati on

AWhat motivates them to respond and remain loyal
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Create Unified Voice

I Achieve clarity about how your company,
customers, products and services fit together

I Exploit commonalities to enhance market
awareness and ROI

I Create distinctive family bond and image
across business units and products

I Foster an image that projects the highest
level of professionalism and competence

I Build a consistent perception and message
byusihgione Vvoiceo
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Brand Value GORMAN
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A Customers pay a premium for preferred brands 20%-25% more

A Brand helps with retention and loyalty (Particularly when acquiring
new customers is 5x more costly than keeping existing ones)

A Brand pre-sells prospective customers

A Increases in brand equity builds company value

“There i s only one boss: THE CUST
fire everyone in the company, from chairman on down,
simply by spending their money elsewhere. ”

WAL*MART d Sam Walton



Brand For The Future

Credible Will our target audience and stakeholders believe it?
Relevant Will it resonate (and stick) with them?
Different Does it set the company apart from competitors?

Aspirational Does it take the firm far enough? Too far?
Actionable  Can we consistently deliver on it?

Sustainable Does it have a long-shelf life? Can it continue to evolve?

Achieve Brand Clarity
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twitter @ResnickLR


http://www.gormanhealthgroup.cm/
mailto:lresnick@gormanhealthgroup.com
http://www.lindsayresnick.com/

