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A B O U T T H E AU T H O R
Michelle is Chief Angel at Marketing Angels,
Australia’s leading Marketing Consultancy for
Small to Medium business providing outsourced
Marketing Management and direction and
education.
Michelle is an entrepreneur who has built
Marketing Angels from the ground up. Michelle
and the team at Marketing Angels have worked
with hundreds of small to medium businesses in
the past 15 years from almost every industry.
Michelle is a contributing author in the book, The
Secrets of Marketing Experts Exposed, and writes a regular column in Smart Company Online
Magazine.
She is often invited to comment on the marketing challenges facing Australia’s business sector
in the national press and is a regular guest speaker at events.
Michelle is also a busy mother to 3 children, and lives in Manly NSW. She loves reading, riding
her bike, surfing and the ocean.
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W H AT I S B R A N D A N D P O S ITI O N I N G ?
There are many different definitions of a brand, the most effective description however, is that a
brand is a name, symbol or representation that is commonly understood to identify a company,
that distinguishes them from the competition. The strongest examples of branding are ones that
are memorable, consistent and something that is really extended into the customer experience.
———

G O O D E X A M P L E S O F B R A N DS T H AT
DO THIS WELL ARE:

Grill’d bring their love of life through to the
customer experience with their marketing, staff
training, store experience etc.

“Give an Experience”... if you’ve ever received
something from Red Balloon Days, just getting
the gift is an experience in itself. It arrives
beautifully packaged with a bright red balloon
attached. That’s enough to make you feel
special, valued and excited even before you
open your gift.

Inmarketing,positioninghascometomeantheprocessbywhichmarketerstrytocreateanimageoridentityinthe
minds of their target market for their product, brand or company.
To ensure your product is one that people associate with your values. In this e-guide, we will
take you through how to create a brand that works for your business with simple, achievable
guidelines.
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D E F I N I N G YO U R TA R G E T M A R K E T A N D
D E V E LO P I N G YO U R M E S SAG E S
The first step in developing and communicating you uniqueness is to really understand your
target market. Doing the ground work with some solid research is essential.
By having a good understanding of your target market, their characteristics, needs and desires
you’ll then be able to develop a positioning statement or USP that will motivate and influence
them.
Think about your ideal customer and start speaking to that market. Are they male, female,
Gen X or Gen Y, are they social media or newspaper readers, etc.
Then think through all of their characteristics. For example:
Characteristics of “parents” with small children”
——— Busy
——— Value conscious
——— Harried
——— Active
——— Time poor
——— Tired
Do this for each of your target groups and then you will see some common characteristics that
you might build your positioning or USP around.
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Using this table in your marketing plan is an easy way to ensure you build your messages
around these groups. Here we define your target market and their key characteristics and
develop key messages specific to each target market. It’s a good idea to also list where they are
primary or secondary target markets.
———

TA R G E T M A R K E T

C H A R AC T E R I S TI C S
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R E V I E W YO U R B R A N D, P O S ITI O N I N G A N D K E Y
M A R K E TI N G M E S SAG E S
Does your brand (company name and supporting positioning statement, or slogan) clearly
communicate what you do and how you do it differently? Is there a link between your brand
name and key search terms people use to seek out your product or service?
———

B R A N D/ P O S ITI O N I N G
What do you want people to think when they see your brand?
e.g. I want them to think “Marketing Angels looks like a dynamic marketing business that can
help me get better marketing results”

What is your promise to the market?
(Your customers and everyone who has an experience with you)
Note: It doesn’t have to be what you do but how you do it that makes you different. One of the
best examples is Red Bull. The company sells energy drinks, but is now known for much more.
They’ve taken their positioning statement, “gives you wings” and turned that into an entire
culture of art shows and galleries, extreme sports, motor cross, formula one, just to name a few.
They associate their brand with all the things their key targets consume, and have become very
successful from it.
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———

LO O K AT YO U R U S P
Once you have defined your unique selling proposition it’s then important to communicate
that to clients and prospects alike. A succinct way to communicate your uniqueness is via a
positioning statement specific to your business.

A positioning statement communicates what your business is about in a couple of seconds
and usually sits alongside the branding. Some examples:

“The burgers are better”

“Think Different”

“For a hard earned thirst”

A good positioning statement is usually something that all your staff can relate to and becomes
part of the “why and how they do what they do” that differentiates you.
So if for example your positioning statement was “we try harder”:
——— You might also create a staff rewards scheme that recognises staff members for actions 		
that prove “we try harder” for clients, prospects and other staff members.
——— You could ask for feedback from clients and prospects during client research surveys, 		
requesting that they provide examples of when your business “tried harder” and use them
in advertising, in your newsletter, or your website, social media, in your email signature, etc.
Make it active i.e. (creating, delivering, enhancing, etc.), make it short (no longer than 5 words),
and make it explain what you do and how you do it differently.
Constant reinforcing of your positioning statement through how you deliver an experience to
your client and in your communications helps build loyalty over time and attract the right type
of client.
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———

D E V E LO P S U P P O RTI N G K E Y M E S SAG E S
Look at what else you want your brand to communicate and develop supporting messages
you want considered while making your marketing materials. Questions you can ask to develop
supporting key messages are:
What is the main benefit to your customers from using your product or service?

What do you want to be known for?

What do you need to say?
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———

B U I L D YO U R B R A N D PY R A M I D
A brand pyramid is a tool that can be used to lay down a communications blueprint for your
business. It is designed to help you define the most relevant words that sum up “how” you do
what you do that differentiates you.
Rather than just using a blank piece of paper to brainstorm ideas around positioning, using a
brand pyramid will help you come up with a positioning statement that is meaningful to your
target market by providing important structure.
You can also use the brand pyramid as a communications blue print for any materials you are
creating yourself around your business.
A breakdown of the different elements of the brand pyramid is as follows:
——— Attributes
This is where you might describe specific attributes of your business. For example, professional, 		
local, efficient, knowledgeable, experienced, etc. These are all the sorts of words you would expect
to read in an “About us” section of a website or brochure or in some ad copy.

——— Functional benefits
This is where you outline the functional benefits of your service. For example, when somebody buys
an apple, the functional benefit is to satisfy hunger. For your business is it time saving, money 		
saving, or problem solving?

——— Emotional rewards
This is where you outline how your client should feel as a result of using your product or service. 		
This is important as it helps dictate the creative tone of any advertising or communications 		
materials. For your business it might be something like being supported, excited, relieved, etc.

——— Values of your clients:
Outlining the values of your client base helps you target your positioning better. For example, most
people who fly generally prefer one airline over another. If they prefer to fly Qantas, their values 		
might be aligned with what that brand represents such as a premium experience, safety, etc.

——— Personality or Brand values of your business
This is where you sum up your overall brand personality or values. Often you will find that
you might repeat a word of two that appears elsewhere in the Pyramid such as fun, professional, 		
experienced, etc.
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YO U R B R A N D I S A B O U T… .
Personality or Brand values

Values of Customer

Emotional Rewards

Functional Benefits

Attributes

By filling out a Brand Pyramid you should be able to identify a few meaningful words that most
accurately represent what your business is “about” and how you deliver your service to clients.
You can then use this to develop your positioning statement or unique selling proposition.
Is this what you are about? What gets you and your people out of bed every day beyond
providing an income? For example for Marketing Angels it’s about growth. Helping
businesses grow their knowledge, their revenue, etc. as well as growing our own knowledge.
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R E V I E W YO U R CO M P E T IT I O N
You need to establish what you do differently to your competitors. Understanding your
market, and in particular your competition, is critical. Your brand can shine above others by
understanding the changing needs of clients and how well your competitors meet those needs.
Research can be conducted relatively easily in a short space of time.
———

A S K YO U R C U S TO M E R S
Before you hunt through competitors’ websites, it’s important to know who you compete
with most directly. You may think you know, but asking customers who they perceive as your
competition will clarify who you are really competing with in the marketplace. When you lose
a prospect, don’t be afraid to ask who they went with, why, and what they were offered that
clinched the deal.
———

B U I L D A P R O FI L E O N K E Y CO M P E TITO R S
Once you have a list of key competitors you need to understand how your competitors describe
the service they provide, what key messages they use, how they say they are different and how
they position themselves. By understanding your competitors’ promise to the market, you can
identify opportunities to say something different. Fill out the table below for your marketing
plan, which you should review regularly.

CO M PA N Y

POSITIONING

Your Company:

Competitor 1:

Competitor 2:
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Other tips for keeping on top of what your competitors are up to include:
——— Get on competitor’s databases
A good way to monitor competitor activity is to get on their database. You’ll then receive their 		
emails, catalogues or other offers so you can see what they are up to and how you can adjust your
own marketing to be competitive.

——— Follow them online
Regularly checking out competitors’ websites is an important part of the process, but also get a feel
for their blogs and social media assets in Facebook, Twitter, LinkedIn, Instragram pages.

——— Sign up to receive their email or newsletter
Signing up for an eNewsletter or a free trial is usually an easy process.

——— Go shopping
Road-test your competitor’s product or services and get a feel for what differentiates them from 		
you.

——— Be Alert
Set up Google Alerts to monitor your competitors and trends in your industry. Additionally, you can
use another powerful tool - Google Trends (formerly Insights for Search). It can show you how often
a particular search-term is entered relative to the total search-volume across various regions of 		
the world, and in various languages. Google Trends also allows you to compare the volume of
searches between two or more terms, so you can monitor your products and services in 			
comparison to your competitors. When doing your regular keyword research with Google Insights,
do some on your competitors. Test out different key words and keep up to date with the market.

There is nothing wrong with healthy competition, especially if it is the motivator that drives you
to the next level of marketing.
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B R I N G I N G YO U R B R A N D TO L I F E
Once you’ve defined what your brand is about then it’s time to look at how you really bring that
to life for everyone that has an experience of your product or service. So, for Marketing Angels,
our brand promise is “get smarter marketing”... we “bring this to life” by:
——— Ensuring all of our consultants get regular opportunities to learn about what new stuff is
happening in the marketing world and what we can all learn from different client projects.
So we now hold Quarterly Angel days focused on learning and development for our team.
——— Providing FREE or low cost tools for business owners - to help them get smarter at 		
marketing such as:

E-guides like this one

Online learning events like webinars

Developing a programme for network or franchise type businesses to use to help support
them with marketing education.

Blogging for publications like Smartcompany

Actively updating social media assets with
useful marketing insights, news, and tips.

Speaking at seminars and events

Making sure we are on top of media opportunities when marketing experts are required.
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To help you brainstorm how you “bring your brand promise to life” use this simple table below:
———

B R I N G I N G YO U R B R A N D TO L I F E
FO R YO U R C U S TO M E R S

Products or services

Look and feel of your
communications

What products or services can you repackage or create to bring your
brand to life better for your customers?
Is your brand about quality, fun, simplicity – does this come through in
your communications? Get some external opinions and think through
how you could redesign them.
Are there any events that you could get involved in that would help

Events

reinforce what your brand is about? E.g. if community is part of what
you are about - what community promotions could you take part in.
What awards can you enter that winning would reinforce what your

Awards

brand is about? e.g. “cool company awards”, various business awards
that have an innovation category, etc.
Do your staff have the right skills to deliver your brand promise in their

Staff

day to day dealings with clients and customers? Do you need to create
new guides of dealings with clients? Ask your staff what “stops” them
from delivering on the brand promise to unlock what needs changing.

Rewards

Promotions

Sponsorship

What ways can you reward current loyal clients that reinforces what
your brand is about?

What promotions could you run that reinforce what your brand is
about?

Is there a particular cause or event, community group that you could
support that is aligned with your brand?
This is important for all your communications and particularly
important if you are using social media to build your brand.

Tone of voice

Understand what your personality is and tone of voice. Ensure anyone
who writes or communicates on behalf of your business understands
that.
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M A K I N G S U R E YO U G E T IT R I G H T
Branding is one of the most important aspects of the marketing strategy for any business.
If you’ve done the groundwork, are consistent with communicating it in all your materials, and
extend your brand promise into the products you offer, the experience a customer has when
buying and after, you should be on your way to building a strong and successful brand.
So now you have a guide for how to build your brand. Regardless of what you decide you can
afford to do online or offline to build your brand, as a small business owner one thing is certain.
You need to make sure that you get it right, because you can’t afford to waste precious dollars
on getting it wrong.
This is where working with an experienced marketing consultant or investing in some marketing
knowledge (through guides, books and seminars) can really help you get good return on your
marketing investment.
Whatever your budget Marketing Angels can help you get smarter marketing through:
Becoming a fan of our social media pages (Facebook, LinkedIn, Twitter, Google+) for daily
marketing tips and inspirations.
Subscribing to our newsletter, Brand News to stay on top of new marketing methods and events
that might be useful to you to improve your marketing
Working with one of our experienced and talented Angels in one of our ½ day marketing
workshops to build the foundations of your brand and a strategic yet practical marketing plan.
Marketing consulting and outsourced marketing management.
We hope you’ve found this e-guide useful. Feel free to pass it on!
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