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Three  Questions for    Brand Development   1   What  should  your b rand  be?   H int: What benefits do your target  customers  most  need  from  your  business?   In other words, what  promises should you make?   2   What  business changes  are  necessary ?   Hint: What changes mu st you  make in your  business so that it will  be able to deliver on its promises?   3   What com munication  chang es are necessary ?   H int: W hat  associations  and  thoughts  can you establish in the  minds of your target customers so  they ’ ll automatically associate the  benefits they want with your brand?  

You’ve done much of the preparation work for brand development in other Topics having to do with communications messages, marketing communications strategy, public relations, and even systems development.  We’ll remind you of the relevant Topics in each of the three brand development steps below.  You should also refer back to the section on brand development in this Topic, which starts on page 13.

Step 1 – What Should Your Brand Be?  [Brand Benefits List]
Use the box below to list the customer benefits that you want customers to associate with your brand.  Look again at the example on page 15 for guidance.

You may want to review your work from Topics 07-0400, Product Strategy, and 07-0450, Customer Process Strategy to remind yourself of the target customers’ driving needs and the product and customer process “attributes” your business provides to your customers in order to satisfy their needs.  Try to word the benefits in the form of results that customers want, not as features of your product or service.  Does a car buyer want a feature in the form of an automatic transmission, or does s/he want a smooth, powerful ride with easy handling?  The attribute of the product is the automatic transmission.  The benefits to the customer, and what satisfies his/her need, is the smooth, powerful ride with easy handling.
List the brand benefits (one in each row), indicate the priority of each one (number them 1, 2, 3, etc.), and make any explanatory comments that will help you and others understand each benefit.
	Brand Benefits
(Results for the Customer)
	Priority

(1, 2, 3, etc.)
	Comments

	
	
	


To add rows, press the Tab key until a new row appears.
Step 2 – 
What Business Changes Are Necessary?
[Systems Review]
For each and every brand benefit, review your business systems to be sure the necessary benefits (or better) are delivered to customers consistently and on time.
If a system needs improvement, put it on your Top Ten Systems Hit List (if it’s a system that’s needed to produce a brand benefit, it’s a high-priority system).  Refer to Topic 02-0200, Systemizing Your Business, for guidance on the Top Ten Systems Hit List.  Refer to Topic 02-0300, Business Systems, for guidance on creating and improving business systems.
Plan your brand benefit systems review with the following brief worksheet:

	Brand Benefit
	System to Be Reviewed
	Due Date and
Person Responsible for Review

	
	
	


To add rows, press the Tab key until a new row appears.

Step 3 – What Communication Changes Are Necessary?

[Communications Campaign Review]
Your brand strategy must be integrated into all of your marketing and public relations communications, as well as your internal communications with your employees (they’re the ones who will be delivering the benefits).
You should review your current and future marketing campaigns to be sure that branding messages (association of customer benefits with your business and your products) all contribute to your branding.  Focus on the three factors we discussed on pages 6-9 of this Topic:

Brand benefits

Preference

Anchoring benefits to your brand

If you followed the guidelines we offered in Topics 08-0200, Magnetic Messages, 08-0300, Marketing Communication Strategy, and 08-0500, Public Relations, this will be easy.  Because those Topics asked you to start with the driving customer needs, you’ve probably already done much of your branding as an integral part of creating your messages (and including your business and product identification in each message).  
Branding is so important, however, that you’ll want to check to be sure your brand benefits are solidly associated with your business identity.  You can use the following table to organize the review of your communication campaigns.
	Communication Campaign
	Due Date and

Person Responsible for Review

	
	


To add rows, press the Tab key until a new row appears.
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