(reating a Strong
Brand Identity and
Differentiating
Yourself From
Competitors




HI, nice to meet you!




We're Michigan marketing agency that works with small businesses to spread
the word about their business.




What are we talking
dbout today?

JWHAT IS HAPPENING?- S

Today is centered around your
brand and its essence. It's a
journey into strategic branding,
foresight, and evolution. It's about
transitioning from passive to
active brand-building efforts.



Welcome to Branding Basics

Discover the power of branding and why it's
crucial for the success of small and
medium-sized businesses (SMBs).

Today's journey will take us through the
fundamentals of creating a strong brand identity
and setting your business apart from
competitors.




Branding and Identity




What is branding?
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Branding is the practice of creating a distinctive and
recognizable identity. [t encompasses visual elements
like logos and colors, as well as messaging and the
overall perception a brand evokes in the minds of its
dudience.
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Percentage of consumers who avoid companies with weird or unappealing
logos, but have good reviews

Source: https://www.crowdspring.com/blog/branding-statistics/
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1. Identity and Differentiation: Your brand defines who you are and what sets you
apart from competitors. It creates a unique identity that helps customers recognize
and remember you.

2. Trust and Credibility: A strong brand builds trust with your audience. It reassures
customers that you're reliable and that you deliver on your promises.

3. Emotional Connection: Effective branding evokes emotions and resonates with
your audience on a personal level. It creates a sense of belonging and loyalty.

4. Consistency: Branding ensures consistency in messaging and visuals across all
marketing channels. This consistency reinforces your brand identity.

5. Value and Pricing: A strong brand allows you to command higher prices for your
products or services. Customers are often willing to pay more for a trusted brand.

6. Recognition and Recall: Memorable branding leads to recognition and recall.

Customers are more likely to choose a brand they remember.
S



Benefits of Branding

Customer Loyalty: Build a loyal customer base that sticks with you.
Competitive Advantage: Stand out in a crowded marketplace.
Brand Equity: Increase the perceived value of your brand.

Growth: Attract new customers and expand your reach.



The Core of Your Brand

Brand Identity: The visual and narrative elements
that represent your company's ethos and values.

e Components: Logo, Color Scheme, Typography,
and more.

e Significance: A strong brand identity influences
customer perception and decision-making.
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The passion behind
Wadday Beauty

Logo Guidelines
Logo Variations
Colour Palette
Font Families
Typography
Layout Ads

pharetra accumsan rutrum. Ut libero ipsum,
tempus ullamcorper felis et, lobortis congue elit.

Suspendisse potenti.




Typography

Noto-Serif-Display

Objectivity

The Scalphunters

Mignon-Regular

HEADLINLE

subhead & body copy

Produwct Wame

Lorem ipsum dolor sit amet, consectetur adipisc-
ing elit. Praesent et dolor ultricies, tristique nisl
at, commodo neque. Pellentesque mattis id lacus
sed malesuada. Morbi ut nibh arcu. Quisque
pharetra accumsan rutrum. Ut libero ipsum,

tempus ullamcorper felis et, lobortis congue elit.

Suspendisse potenti.




Logo Guidelines
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Standing Out in the Crowd

Differentiation: The key to capturing your
audience's attention in a crowded market.

e It's not just what you sell, it's how you sell it.
Differentiation can stem from product
iInnovation, customer service excellence, or

your brand story.



Plumbers Near You Now
517-940-6625

Serving All Of the Mid-Michigan Area
ug Plumbing Excellence Since 1992

Home Plumbing v Sewerand Drain v Water Heaters ¥ Commercial AboutUs v  Aska Plumbing Question Careers Blog ContactUs v

“We’ll Exceed Your Expectations!”

Fast Fixes, Dependable Quality

You and your home deserve the best plumbers and the best customer service
experience in the Lansing, Michigan, area. We continually train our team to deliver the
highest quality experience for you, and our plumbers are experts in the latest
technologies and practices. We only use the highest quality parts and products, so all of
our work will last the long-haul.

Comprehensive High-Quality Plumbing Services

Since 1992, the licensed and insured technicians at Michigan Plumbing have been
offering affordable, reliable and warranty-covered services to our customers. We
specialize in the following work:

v Toilet repair and installation ¥ Kitchen plumbing

v Plumbing fixtures repair and v Sewer drain inspection and repairs
installation v Repair and install water lines

v Leaky pipe repair, new piping and v Sump and ejector pumps

installation v Backflow prevention

v Drain cleaning v Water line repair and replacement
v Water heaters

v Bathroom plumbing



Looking for plumbing repair or service? Call (800) HEDLUND > (517) 925-6850
NEW SERVICES (SERVICE PROFESSOR) v SCHEDULE SERVICE

Lonsing|s'
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SCHEDULE SERVICE




Who Are You Speaking To?




Knowing Your Target Audience




Your target audience can't be everyone.



(reating a Target Audience Persona

1. Demographics:
Who are they? (Age, gender, location, income, etc.)

2. Psychographics:
What are their interests, values, and lifestyles?

3. Pain Points and Challenges:
What problems are they trying to solve? What challenges do they face?

4. Buying Behavior:
How do they make purchasing decisions? What influences them?

5. Communication Preferences:
Where and how do they prefer to receive information?



Example Target Audience Persona

Let's say you're selling organic skincare products. Your target audience might
include:

Demographics: Women aged 25-45, urban and suburban areas.

Psychographics: Health-conscious, environmentally aware, and seeking natural
beauty solutions.

Pain Points: Concerns about skin health, desire for eco-friendly products, seeking
anti-aging solutions for fine lines and wrinkles.

Buying Behavior: Research-driven, influenced by online reviews and
recommendations.

Communication Preferences: Active on social media, email subscribers.



The Power of Storytelling




Stories Are Connective

Emotional Connection: Stories have a
unique ability to forge emotional
connections with your audience.




Stories Are Relatable

Relatability: Stories make your brand
relatable. People relate to characters,
conflicts, and resolutions.

THAT FEELING WHEN SOMEONE
"LIKES ONE OF YOUR POSTS,
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Stories Are Memorable

Memorability: Facts and figures may
fade, but stories stick. Studies show
people remember stories more than
data.



The number of time people are more likely to remember stories more than facts and statistics.



Telling Your Unique Story

e A compelling brand story connects
emotionally with customers.

e Components: Origin, Mission, Vision,
and Values.

e Tip: Be authentic and focus on what
makes your brand unique.



0 Line Media Brand Story

Our Story: Shedding Light in the Marketing Darkness
Our Values: Fairness, Transparency, Partnership

Our Mission: Advocating for Small Businesses



Your Unique Value Proposition




What Makes You Unique?

e UVP: A clear statement that describes
the benefit of your offer, how you solve
your customer’s needs, and what
distinguishes you from the competition.

e Keep it simple, specific, and memorable.




What Makes You Unique?

Identify Your Audience Test and Refine

e  Define target demographics and pain points. e  Gather feedback, iterate for clarity.
List Advantages Emotional Connection

e Identify unique strengths and capabilities. e  Evoke emotion for deeper engagement.
Analyze Competitors Consistent Communication

e  Spot gaps and differentiation opportunities. e  Integrate UVP across all channels.

Monitor and Adapt

Understand Pain Points e  Stayresponsive to feedback and market shifts.

e Identify pressing customer needs.
Craft Value Proposition

° Clear statement:
° Unique benefits.
e  Solving problems better.
° Why choose you.



Building Your Brand Online

e Social Media: An effective, low-cost way
to engage with your audience and build
brand identity.

e Strategies: Consistent posting, engaging
with followers, and utilizing
platform-specific features.



Content is King

e Content Marketing: A strategic marketing
approach focused on creating and
distributing valuable, relevant, and
consistent content.

e Ideas: Blog posts, infographics, videos, and
case studies that align with your brand
values.



More Than Just Transactions

e Customer Experience: Your customers'
perceptions of their interactions with
your brand.

e Engagement Tips: Personalize
experiences, solicit feedback, and
prioritize customer service.



Fvolve with Your Audience

e Importance of agility in branding strategy.

e Tools: Google Analytics, social media
insights, and customer feedback surveys.

e Adaptation: Be ready to evolve your brand
in response to market trends and feedback.
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average time it takes consumers to form an impression of your brand

Source: https://www.crowdspring.com/blog/branding-statistics/




Marketing Channels




The number of times an ad or message needs to be seen before sinking in.

Source: https://www.indoormedia.com/blog/how-many-times-do-customers-have-to-see-an-ad#:~:text=day%20at%20that.-,Repetition, it'l1%20really%20sink%20in.




How do we get the message
d(ross?



Channels and Platforms

Social Media

Email Marketing
Content Marketing
Search Engine Marketing
Pay-Per-Click (PPC)
Video Marketing

Social Media Advertising
Affiliate Marketing



Questions
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Connect With Mel

https://dot.cards/qglinemedia
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