Chapter 3: BUILDING A
(SOCIAL MEDIA) BRAND




Learning Objectives

>
Understand SMM is like throwing a party

» Each party must have a purpose
> Party illusion
> How to build a website

» How to develop a brand




SOCIAL MEDIA
MARKETING STRATEGY

‘ ' Determine
Social media offers an advantage through

the creation and distribution of valuable

Social Media contentto attract andretain a clearly

defined audience

Marketing
Track & Strategy EHGASE . . . .
Measure Clastonmn A social media marketing strategputlines
Progress the strategies and tactics for howa
company will incorporate social media into
Its business

Social media is all
GRABBING ATTENTION



Understand that Social Media is Like Throwing a Party
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Have you ever attended a party? Attending a party is all about showing Have you ever used Twitter, Facebook
up, enjoying the entertainment and or Instagram?
food, and leaving.

Tell their friends

Received an invitation, showed up, said hello, Logged in, checked out some funny
mingled with other guests, ate great food, drank accounts, read some posts, posted
the liquor (or soda and water), chatted with back and forth with friends and family,
more guests, danced, ate more food, thanked checked your updates, and then

the hosts, and left. logged out.This isusingSocial media.

Marketing via social media is entirely different thaisingSocial Media:
|l t's the Throwing of the Party v




Become a Great Social
Media Party-Thrower

SMM is the art and science thirowing“ gr e at
parties” on Twitter, F
Pinterest in such a way that people not only
show up to enjoy the party, but they are also
primed to buy your product or service.

Want to return to the party time and time
again.

Tell their friends about it

Share and comment about their experiences




Invitations = Target Audience

* A great party needs great guests, and the first step to getting guests is to
» Will your party have a band, a magician, a comedian, or just music? What is
produce (yummy) conteng blog posts, infographics, images, videos, etc. so LI
sl HOSting = Ongoing Management Th rOWI n g a
running smoothly and doing other behind the scenes tasks.

identify an attendee list and sent out invitations. H " S " ‘
* SMM requires having a target market strategy. OW I S O C I a
your entertainment strategy? Will there be parting gifts? N a r kEt I n g
that people will enjoy enough to hang out on your social media page or
* As the host of the party you must make sure that while guests are enjoying
» SMM requires ongoing behind the scenes management, often on atday

Food and Entertainment = Content & Promotions N e d I a

* SMM requires having a content marketing strategy, a way to systematically
channel <e
themselves, you’'l |l be busy, meeting | and Paptyng making sure
day basis, to ensure that everything is running smoothly.




Social Media
Marketing is

Throwing a 24/7
Party Online

Inventory other partiesand list like and dislikes, ideas,
do-not-do

@)

@)

As a SMM you must attend parties of other brands online

Identify brands you like (REI, Whole Foods, Supreme, Charles
Schwab) and “follow” or “Ilike”

Inventory your like and dislikes anelverse engineewhat they are
up to.

Identify brands or public figures you admire and
aFfF2tt 20 UKSY 2y ¢CgAlUlUSNE
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Become a good user of social media with an eye to the marketing
strategy: Look behind the scenes.

Bookmark their pages
Find 5¢ 10 companiegou like and follow them on FB

Begin to inventory what you like and dislike about their campaign.
Cover photo? Profile pictures? Posts? Frequency?

Imagine you are attending their party NOT to have fun, but to
“reverse engineer” how they ar



Make Sure your Party has a Purpose

3.

Focus on Building Brand Equityamong target customers,
giving them a warm and fuzz
much they will be favorably inclined to buy your product or
service.

Make sure your |toarty has a pur{)osé)y de\_/elopin%ontent
that grabs the attention of your target audience, they will want
to come back for more

https://www.lollaland.com/
https://ring.com/

(look at FB, Twitter, Instagram, YouTube)



https://www.lollaland.com/
https://ring.com/

Stalk your
competition

Pay attention to what they are posting

Twotypesof posts: Fun & Buy our Stuff

Fun Posts Informative, provide . . o

information, topical interests, etc.(80% Purpose.T_o build a positive
: brand equity

of their posts)

Buy Our Stuff PostsThese posts
connect the social media experience Purpose:get people to buy
with an “act now’” oufsefat ure t o

encourage a user to buy something




Fun Posts and Buy Our Stuff Posts

/BxpyrDOB1k1/
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https://www.instagram.com/p/BxlMi9Dh5W1/

Let O0s 0 0Kk | r ds.

6 www.allbirds.com



http://www.allbirds.com/

Recognize the Social Media Illusion

o As you begin to identify and monitor brands that you like on a given
soci al media platform, you may th
o lllusion—a thing that is or is likely to be wrongly perceived or
interpreted by the sensesA false idea or belief
o  Great parties have an element of illusion in them: seem effortless,
while (behind the scenes) an incredible amount of strategy, planning,
and hard work goes on.

o This illusion phenomenon creates a problem for brand managers.

- They believe it i s Jelpssfingtomud an
our Social Media campaign

o Realityc SMM requires a ton of strategy, hard work, and even money
or sweat equity to make it happen.




In this class, we
will...

Conduct an inventory of competitors efforts

Set up basic accounts on Twitter Facebook, Instagra
LinkedInetc

Create Content to share on social media (images,
photos, blog posts, infographics, videos)

Monitor social media channels on an-going basis

Measure successes




A Final Word

about Planning
a Party....

2SQNB Lt FyyAy3
LGQa 3J2Ay3I G2
G2y 2F TFdzy=
successful.




Branding



What is a brand?

Si mply put, your brand I s defined by a cust

Thefounder of AmazonJeff Bezos, says it even bettér; 2 dzNJ 0 NJ VY R Aa ¢6KIG 2
| 02dzu0 e€2dz 6KSY €e2dzQNB y2u AY U0UKS NR2Z2YodE

Your brand is your reputation!

|l n today’s mar ket , @ongsstetioeommunigation dhd expedendea s t ¢
across manypplications:

o Environment (storefront or office)
Print collateral, signage, packaging
Website &online advertising
Content publishing

Sales &ustomer service

[¢]

[¢]

[¢]

[e]



What is brand building?

The definition of brand building is tgenerate awareness about your business using marketing
strategies and campaigns with the goal of creating a unique and lasting image in the
marketplace.

Positive impression + standing out = brand success

In 2020, the amplification of your brand image can be done effectively through various digital
marketing activities:

o User Experience (i.e. your website)
SEO & Content Marketing

Social Media Marketing

Email Marketing

Paid Advertising (PPC)

[e]

[e]

(e]

[¢]



Branding Facts...

Your brand will not succeed without the time and effort to clearly defui® you are and why |
should care.

One that clearly showshat you do and why you do, ispeaks to your ideal customer, and helps
you get attention and bring in business.

®

So, creating an effective brand should be your first
priority.

>

Branding is your most important asset.

In fact to create a great marketing System or SMM p.|.an Sad rea“ty, abOUt 99% Of the t|me, Sma” bUSIneSSGS

one that grows your businessyou must start with a have never worked on the core elements
focused brand message that truly reflects your business. that clearlydefine their brand.

.



/ Steps To Bring
Your Brand To Life

1-Brand Clarity
2-Brand Purpose
3-Brand Humanization
4-Brand Consistency
5-Brand Master Plan
6-Brand Creative Brief
/-Brand Story




Business owners often fail to They either jump in before they

build effective marketing because '€ clear on what they want to
build and/or they are soon

they lack one thing-brand overwhelmed with a variety of

clarity. tips, tricks, and strategies. 1 - B ra n d
Clarity

? To be 100% clear about your To develop a marketing system
X

that continuously works you
brand, youV USThave focus. must have a strategy before

tactics mindset.



Your logo is not your brand.

One misstep that new business owners tend to make is letting their |

do all the work

« Know that your logo cannot do all the talking. A lot of effort needs to go into making your
brand work hard.

* You can have the coolest logo in the world, but if customers have bad
experiences whenever they touch your business and they tell others about
it, then all you will have is a cool logo and an unsuccessful business.



Brand Clarity

Focus on exactly how you want people to see your brand.

O Think about clarity, becauseand | can’'t e mpihta’'ss ztehd hmes te nm\
element of brandbuilding.

Ask yourself the following questions:

Would someone viewing your website understand what you do and why you do it?
Does it inspire action?

Could they define what you provide in a few words?

Is it clear who you are talking to?

What will you do for them?

What their next step should be.

O¢ O« O« O¢« O« O«

If not, your brand needs clarity.

Simple Exercise. Using as few words as you can (25 words or less), define your brand.




Brand Clarity

ALLBIRDBRAND CLARITY

Allbirdsis a shoe company on a mission to
produce more sustainabijnade shoes. In an
industry that typically relies heavily on
petroleumbased materialsAllbirdsshoes are
made from wool, bamboo, and most recently,
a new openrsource formulation for shoe sole
foam they invented, manufactured from
renewable sugarcane.




2- Brand Purpose

w
Brgnq Purpose i_s Where. you start People are way more interested in WHY A powerful prand purpose sets out how
bw_ldlng s.gme"fhlng that Is not just you are domgf what you are doing. a company intends to change the world
l 02dzi €2dzNJ 60dzaAatySaao Trlf u ) £t> zut de 2 ﬁzt for the better.
€y are not as interested in wha you ) ]
Wh"’_‘t you love, your ;]/alues, and what do. Its role is to unite customers and
excites you. Your Why. culture alike in the pursuit of that
intention.
It's a statement of belief, of hope, of
pursuit.
What does your business truly stand for? 1 t’s | mpo fetandthowybuoccan makelt ent i al ¢ U s
their lives better. This is essential to building a strong business brand.
“There’s nothing more attractive than havidryenandthigdripeonaydinencethd i f e|. Consumer s
businesses they chose to patronize.”’




Every successful brand has a

. . And so should you.
powerful purpose behind it.

|l t’s what you wake up every da
world) through your product or service.

Why do you exist?

Discover the
There are four questions you should

p U rpose be h 18 d ask yourself when defining a brand 1o rerentiates you? )
purpose: What problem do you solve*
your brand

Why should people care?

You’ || use these i deas to info
through a tagline, slogans, voice, messaging, stories, visuals and

So dig deep and find those nuggets of truth which can distinguish
brand from others.




Your WHY

Your HOW

2 —Brand Your WHAT

Purpose

The Golden Circle

People don't buy what you do;
they buy why you do it.

The goal is not to do business
with everybody that needs
what you have.

The goal is to do business
with people who believe what
you believe,

WHAT SIMON SINEK




Value in the Why?

So, when it comes to branding there Is tremendous value In

“Why?”
-l't"s where you start to uncove
guestion I n anyone’s mind abou

of coursewhy you do It.

o This becomes the foundation to developing and telling the story
that best represents you and your business.

o Cracking the genetic code of your business starts with why.



Brand Voice Madlibs

The sentences below reflect both the experience audiences have of your brand and the intention your
company has in presenting your brand.

You'll first choose 13 words, then go through a couple of steps to cut them down to the most important
concepts. Start by filling in the blanks:

My brand makes people feel

Example: excited

If a loyal customer described my brand in one word, it would be

Example: reliable]
If a potential customer described my brand in one word, it would be
Example: professional

Interacting with my brand encourages people to

Example: take charge
Two words that describe the mission and purpose of my brand are:

and

Look at your company mission and vision statements, if you have them, to choose these words.
Example: empower and redefine

Right now, my brand is

and

Example: fun, simple, and experimental

| want my brand to be

and

Example: sharp, daring, and clever

| don’t want my brand to be

Example: rigid

Next, copy the first 12 words onto note cards (1 word per card). Compare them against the 13th word to

see if any are similar. If they are, remove them from the stack. Look at all your note cards and group
similar words, either by meaning, or by what area of your business they describe. Create three groups.
Once you have your groups, choose the word that most embodies the meaning of that group. (Or find a

synonym that does it better. Powerthesaurus.org is your friend.) Now you have three words you can use

to describe your brand. Next we’ll consider how you create personality.

Tone of Voice Dimensions

Identifying tones you can use in different types of content gives you a-three

di mensi onal personality in every ¢c¢he
on social media but respectful in your customer service content. Tone applies

to all the content you publish, everywhere you publish it, not just your

site content.

For each of the four dimensions below, mark your brand somewhere

between the two poles.

To make this as

accurate as

EnthusiastiG--------------=-=-==-= oo Matter-of-fact
Respectfub------------=-mmm oo {rreverent
0] o Gasual




Emotionis about proudly telling those who will come to

| i ke, know, and trust you why you are doing wl
doing.

These two words focus on

G AndLove Because you haveto . ot ni ng | can’ tLove and

be fully invested and actually  emphasize enoughan

| ove what you’ ringngibggpajisgog an d .
you are doing i b Ernotion —

Love and emotion get to the root of step2You zeroing
in on your Why.




2 — Brand Purpose

Allbirdsstarts with better materials,
continues with better design, and carries
through to better factories and shipping
methods. Because we think our planet
deserves better. Less waste and pollution.
More thoughtfulness and accountability.




3 — Brand Humanization

* Your audience does not just want to engage with your product; they also want
to engage with you.

* Show them that your business has a human side.
* Interact with your audience in a way that demonstrates there is a person on the r
other end who cares about delivering the best product or service possible. MEET M[ B K STARBUCKS

CREATE EMOTIONAL CONNECTIONS WITH YOUR COMMUNITY

* Every brand has @ammunity-both online and offand brands make a strategic
error i f they only connect with their community’s members
problem. Brands need to stay engaged and connected consistently by practicing
the kind of constant generosity that creates strong emotional connections with
their broader communities.




Starbucks Humanizes its Campaign
https://mww.youtube.com/watch?v=LZVCLVGymmo

0  Starbucks turns to user-generated content.

O Starbucks is launching their first global brand campaign- and they are putting their customers at the center of
the story. For the campaign, dubbed "Meet me at Starbucks, the coffee giant isn't focusing on products like it
normally does in its ads.

3 Rather, it's focusing on the brand by chronicling a day in the life of a Starbucks through a mini-documentary, shot in 59 different stores in
28 countries.

O Starbucks said the campaign aims to show the "beautiful moments of connection between our customers
around the worl d. o

O The beauty of this campaign is that it is multi-dimensional- anyone can participate in "Meet me at Starbucks

campaign isn't limited to those customers featured in the documentary film- anyone can tell their story and
share it via social media. On Instagram, Starbucks will launch a photo series called #HowWeMet, which aims
to encourage people to share stories of getting together at Starbucks.


https://www.youtube.com/watch?v=LZVCLVGymmo

4. Brand Consistency

e Consistencys a key ingredient for branding success. Without a
consistent message, your customers will get confused and not be
sure about what to expect from you.

e Be consistent in your communications and in the delivery of your
product or service

e Each time your business touches the audience, it has to use the
samepersona, tone, message, and valuekkhe same is true for
the delivery of services.

e Be a brand of your word and deliver on your promise consistently.

o I f you don’t, vyour | arge audience i
that’' s branding because branding 1is
about 1T tself, 1t’s about what the custom
Smith.




Consistent Identity

A logo and a color palette alone do not make a brand identity.

When designing your identity, you need to create a comprehensive visual language that can be applied to
everything from your website to your packaging.

Depending on your brand, your needs may be more expansive, but a basic brand identity includes:

O<¢ O«

O«

Logo

Colors
Typography
Design System
Photography
lllustration
Iconography
Data visualization
Interactive elements
Video and motion
Web design

O« O« O¢ O« O« O« O« O« O¢ O¢ O¢



Brand Look & Feel

Distinct: It stands out among competitors and
catches your peopl eobs
Memorable: It makes a visual impact.
(Consider Apple: The logo is so memorable
they only include the logod not their named
on their products.)

Scalable and flexible: It can grow and evolve
with the brand.

Cohesive: Each piece complements the
brand identity.

Easy to apply: |t 6s 1 ntuitive and clear for
designers to use.

O«

O«

O«

O«

O«
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@ innocent things we make

INNOCENT DAIRY FREE RANGE

TASTES GREATIN
EVERYTHING

FIND OUT MORE HERE

recycling revolution

blog innocent promise

Brand Personality

Choose a personality

Brand Personality

. Down to earth

Family-oriented
Small Town

— Honest
Sincere
Real

—  Wholesome
Original

— Cheerful
Sentimental
Friendly

Excitement

. Daring

Trending
Exciting

— Spirited

Cool
Young

— Imaginative

Unique

L Up-to-date

Independent
Contemporary

| Reliable
Hardworking
Secure

— Intelligent

Technical
Corporate

L~ Successful

Leader
Confident

Upper Class Outdoorsy

Glamorous Glamorous

Good looking Good looking
Charming Tough
Feminine Rugged
Smooth



Down to earth

Family-oriented
Small Town

Honest
Sincere
Real

Wholesome
Original

Cheerful
Sentimental
Friendly

Brand Personality

Excitement

Daring
Trending
Exciting
Spirited
Cool

Young
Imaginative
Unique
Up-to-date

Independent
Contemporary

Reliable
Hardworking
Secure
Intelligent
Technical
Corporate

Successful
leader
Confident

Upper Class
Glamorous
Good looking
Charming
Feminine
Smooth

Harley Davidson Personality

Outdoorsy
Glamorous
Good looking
Tough
Rugged

ONLY UNTIL JUNE 30

COMPARISON RATE OF

NOW AVAILABLE ON SELECTED HARLEY-DAVIDSON" MODELS

H-D.com

5.98% PA




‘ Tiffany & Co. &

Eye spy new Tiffany T True designs. Shop the new band
rings—now with pavé diamonds:

Rolex & Tiffany

DOMINGO

rod

ROLEX. A CROWN FOR EVERY ACHIEVEMENT.

N00 YW - OCE N 3018




MOOD BOARDS

e Pull images, quotes, colors, photographs,
people, and things that inspire you and connect
directly with your brand personality.

e You' Il | noti ce t hat cert a

e What kinds of photography represent your
brand personality?

e Are the people in photog
your ideal customer?

e |f not, who do they represent? In clipped quotes
or phrases, are there similarities between the
words used and how they’




A mood Dboard I-sindaddesah | ¢
examples, organized and presented to accomplish a
t ask.”’

Like this one here:
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Restaurant
mood board




© | Instagram ® O &

allbirds o I KR -

1910posts 337k followers 588 following

Allbirds

At Allbirds, we make better things in

way using premium natural materials.

Right now, that's socks and shoes. #weareallbirds

wwwallbirds.com

fonsh, good e

090 : -

Carbon Ne. Lookbook Wool Stages AQ QA

MEN'S SHOES

LIGHT ;{nesi

1

MEN’S SHOES

M Pantone 16-1329
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Build a Brand Voice & Tone

https://www.innocentdrinks.co.uk/

®

@ save
(*) iInnocent

things we make us  recycling revolution bored?  blog

things we make

smoothies

Brand Personality

|

Excitement
| Down to earth | Daring Reliable Upper Class Qutdoorsy
Family-oriented Trending Hardworking Glamorous Glamorous
Small Town Exciting Secure Good looking Good looking
— Honest — Spirited Intelligent Charming Tough
Sincere Cool Technical Feminine Rugged
Real Young Corporate Smooth
L Whol L . S o
Original Unique Leader
L Cheerful L~ Up-to-date Confident
Sentimental Independent
Friendly Contemporary



https://www.innocentdrinks.co.uk/

VOICE TONE

This describes your The emotional inflection
company’s personality. applied to your voice. It

It’s consistent and adjusts to what’s suitable for
unchanging. a particular piece or message.

(& CoSchedule

Brand Voice & Tone



Duluth Trading Company: Irreverent. Authoritative. Practical.

DEGLARE WAR

TUG

S12

NO-YANK" TANK

BUCK NAKED UNDERWEAR

DRY ON THE FLY SHORTS

BREEZESHOOTER GEAR

ARMACHILLO WORKWEAR

WOMEN'S NO-YANK TANK

WRINKLEFIGHTER SHIRT

ALASKAN HARDGEAR

SEE ALL BESTSELLERS »

Try on a No-Yank Tank and get tug-free comfort!

https://www.youtube.com/watch?list=PLqiPlfrzyAhVCx5us5Yz27MXrUNfOYu c&time continue

=5&v=s69InvmHPjU&feature=emb_logo

Duluth Trading Company specializes in
durable yet appealing clothing for working
people. This is reflected in their branding,
which uses clever copy that clearly explains
the benefits of their products, while standing
out with understated humor.

This is clear when you visit their website. For
exampl e, take their NO
tank top that's |l onger
needing to be tugged down when leaning

over (as one might do while gardening).


https://www.youtube.com/watch?list=PLqiPlfrzyAhVCx5us5Yz27MXrUNfQYu_c&time_continue=5&v=s69InvmHPjU&feature=emb_logo

Apple: Clean. Simple. Confident.

iPad

Like a computer. Unlike any computer. Llfe | se aSier on iphone

Learnmore > Buy >
And that starts as soon as you turn it on.

‘lhl
\

NOW SUPPORTS APPLE PENCIL
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Email built to power
your business

An award-winning
platform

MailChimp:
Warm. Welcoming. Helpful.

Email marketing can be
complicated, but

Mai | Chit mp’ s \
reinforces their

pl atform s ec¢

https://mailchimp.com/



https://mailchimp.com/

VOICE
What you sound like

STYLE

VALUES

What you act like

What you look like

PICK 3 IN EACH CATEGORY, AND NUMBER THEM 1-3, 1 BEING THE HIGHEST

Feel free to write in your own

ENERGETIC SLANG NATURAL CURRENT IRONIC SELECTIVE
[ ] [ ]
INSPIRATIONAL CASUAL FORMAL CASUAL AUTHENTIC RESPONSIVE ' I I I n g ; l
SEXY PROFESSIONAL HIP CLASSIC CONSCIENTIOUS  VISIONARY
UNDERSTATED  HEARTFELT TRADITIONAL ELEGANT ECO-FRIENDLY PATRIOTIC B ra n d | O n e
EMPOWERING  MYSTERIOUS URBAN SEXY COMMUNITY GREEN
MINDED
FRIENDLY FUN TIMELESS PREMIUM LIBERAL
CONSERVATIVE
COMFORTING  APPROACHABLE MODERN SIMPLE AGGRESSIVE
THOUGHT
CANDID COACHING TRENDY MINIMAL LEADER CHARITABLE VOICe I St |e I Va | u eS
HEALTH y
ACADEMIC IRREVERENT CLEAN ELITE oL REBEL
SARCASTIC WORLDLY ORIGINAL ORNATE SOURCE LOCAL QUIRKY
ELITE HONEST FUNKY ECLECTIC ADVENTUROUs  'MPULSIVE
WISE CONFIDENT CHIC GRUNGE corriiGEpeE  EDYCATED
COUNTRY SMART SLEEK PREPPY S EXPRESSIVE
CLEVER DIPLOMATIC cooL RUSTIC THOUGHTFUL  TRUSTWORTHY
WITTY HUMOROUS OUTDOORSY BOLD e PLAYFUL
CHILL AGGRESSIVE LouD RETRO . AMBITIOUS
QUIET LouD cournGEous  HEDONISTIC
DEFIANT EXCLUSIVE DYNAMIC
WHOLESOME HIP
SPIRITUAL OPTIMISTIC

INTIMATE




Adorable, Adventurous, Appealing, Artistic, Athletic, Attractive,
Bold, Breathtaking, Bright, Busy, Calm, Capable, Caring, Casual,
Charming, Cheerful, Chic, Classic, Clever, Collaborative, Colorful,
Comfortable, Conservative, Contemporary, Convenient, Cool, Cocky,
Creative, Daring, Dashing, Dazzling, Delicate, Delightful, Detailed,
Dramatic, Dry, Earthy, Easy, Eccentric, Efficient, Elegant, Elevated,
|\/I O re WO rd S - Enchanting, Endearing, Energetic, Ethereal, Exciting, Exuberant,
Fabulous, Familiar, Fancy, Fantastic, Fashionable, Festive, Fierce,
Flirty, Formal, Fresh, Friendly, Fun, Functional, Futuristic,
Glamorous, Graceful, Hip, Historic, Honorable, Impressive,
Industrial, Informal, Innovative, Inspiring, Intense, Inviting, Low
Maintenance, Lively, Lush, Majestic, Modern, Natural, Nautical,
Nifty, Noisy, No-nonsense, Nostalgic, Novel, Old, Organic, Playful,
Pleasant, Powerful, Predictable, Professional, Quaint, Quirky,
Radiant, Rebellious, Relaxing, Reliable, Retro, Revolutionary, Ritzy,
Romantic, Royal, Rustic, Scholarly, Savvy, Secure, Serious, Silly,
Sleek, Smart, Soothing, Sophisticated, Stable, Stimulating, Striking,
Strong, Stunning, Stylish, Swanky, Tasteful, Thoughtful, Tranquil,
Trustworthy, Unconventional, Unique, Upbeat, Urban, Versatile,

Vintage, Whimsical, Wild, Witty, Wistful, Youthful




| NBF UGS @&2dzNJ . NIWAHR, Q
exactly, will your brand deliver?

You’'  ve gi
brand purpose,
explaining Why you
are doing it.

And you have specified
How you will help you
ideal customer.

Your brand has focus.

5 —Brand
Master Plan

The Golden Circle




SIMPLICITY IN DESIGN

No flashy logos. No senseless
details. Just the world’s most
comfortable shoes, made
naturally and designed
practically. It’s that simple.

Brand Master Plan

-

CONFIDENCE IN COMFORT

Trying is believing. Give our
shoes a shot for 30 days, and if
you're not walking on cloud
nine, we'll take them back—no
questions asked.

MADE FROM NATURE

The footwear industry often
overlooks Mother Nature’s
materials in favor of cheaper,
synthetic alternatives. We think
it's time to change that.



o Write out a distilled 24 paragraph
statement crafted from your focus,
combined with your why, what, and

6 — Brand Creative Brief how.

o  Basically combining Stepsilin slightly
condensed form.

Emphasize your uniqueness and why
customers should buy from you




Allbirds Creative
Brief

e What - Allbirdsis on a mission to prove that
comfort, good design, and sustainability don't have
to be mutually exclusive. Serving as a driving force
in a new age of sustainable manufacturing, the
company crafts products that people feel good in,
and good about, using premium natural materials.

e Why- Allbirdsis dedicated to making the most
sustainable footwear they carshoes people feel
good in and good aboutusing the world's best
natural materialsWe 6 r e changing so
doesnot .




Truth: Telling your ongoing story
is one of the most important
things you can do to advance

your brand and grow your
business

“a\Y
‘@e
[\

From blogging to video, there are
S0 many ways to reach your
audience througta brand story

done right. Only you can decide

which is the best platform for you,
but the most effective way to
stand out, build authority, and

find your ideal customer is
through storytelling.

If you deliver a consistent, helpful,
engaging narrative, with a core
message and a specific audience

i n mind, you' I |l
truly move the needle in your
business.

7 —Brand

.otary. ...




https://www.mouth.com

Mouth is a living, breathing anthology for some of the most passionate food and
beverage makers in America. The company exists to tell the (really interesting) brand
stories behind the indie creators of everything from artisanal chocolates and hand-
made pastas to small-batch tequila and gourmet honey — and to sell the food and
beverage products as gift packages and subscriptions on their mouth-watering e-
commerce site.

s mouthfoods m

mouthfoods Fun fact: DST & was first
proposed by Benjamin Franklin in his 1784
essay "An Economical Project for
Diminishing the Cost of Light.” He
suggested people get up earlier to make
better use of available { and save the use
of... candle wax. Thanks, Ben @ Today
we're powering through with all things &,
like Grady's Cold Brew and @eatyour.coffee
java-spiked energy bars Q) Hit the link in
bio to check out our faves & :
@gradyscoldbrew

mouthfoods «

#EEEEEATS #indiefood #mouthfoods
#treatyoself #huffposttaste #spoonfeed
#feastagram #yum #hunarytwins v

© Q

150 likes

Logint

Source: Instagram.com/p/BRikPoxgAf1/

You have to admit, learning about apples, grown on a small orchard in upstate New
York by people who view making cider as one of the last vestiges of true American folk
culture, is pretty compelling marketing. By posting the personal stories of the small
business owners who make these products, Mouth adds a whole new level of meaning
and value to the items they sell.

Brand Stories Build
Relationships

Compelling, relatable, and memorable storiese more
than a strategic device or a marketingtaetc hey ' r e
about forming lasting bonds between people.

We connect througlshared experiencesand ourstories
reveal our unigueness, values, and vulnerability.

The best stories are ones you casualize in the
retelingg you f eel as 1 f you
eventsfirsthand.

re

Storytellers can create worlds and characters that draw
us in.

We immerse, we get involved, and we develop a
relationship with the characters and story as it unfolds.


https://www.mouth.com/

Articulate the painyou are helping your customer get past.
Detail exactly what you offer (or will be offering) and exactly
how it will help them on their journey.

Descri be your customer’ s pain

1. YourA RS f Odzad 2 YSNXa& fdcJowry A & 0
story. A pain point is what is troubling your ideal

customer.

2. | t ' #hing thieemust get pastA hurdle that is stifling

7 — Brand Story their greatngss. | | |

3. When you discover thishen deliver engaging and
valuable content that addresses theirpain you’ r e w
on

4. Your way to converting readers into loyal subscribers and
cust omer s. Yoooblemiscthe snftemyme r ' s

5. You’ r e h egktpastrivgu justimezarto do this
better than the other guy.




SoulCycle has come up with a powerful story to compel people to pay close to the price
equivalent of a monthly membership at your typical gym, for one 45-minute class.
While this brand does offer a high-end fitness experience, with a focus on atmosphere
(there's music, the instructors are more inspirational speaker than fitness coaches, and
there are candles), it's the narrative that entices people to try it out.

AT SOULCYCLE...WE ASPIRE TO INSPIRE.
WE INHALE INTENTION AND EXHALE EXPECTATION.

WE COMMIT TO OUR CLIMBS AND FIND FREEDOM IN OUR SPRINTS. WE ARE A FITNESS COMMUNITY RAISING
THE ROOF AT OUR OWN CARDIO PARTY. THE PUSHES US HARDER THAN WE EVER THOUGHT POSSIBLE.

OUR OWN STRENGTH SURPRISES US EVERY TIME.

ADDICTED, OBSESSED

UNNATURALLY ATTACHED TO OUR BI HIGH ON SWEAT AND THE HUM OF THE WHEE
CORE ENGAGED, WE RESHAPE OUR ENTIRE BODIES, ONE RIDE AT A TIME.

TAKE YOUR JOURNEY

FIND YOUR SOUL.

Source: Soul-cycle.com/our-story/

SoulCycle offers a tribal, transcendent experience with each workout. “Our riders share
a SOUL experience. We laugh, we cry, we grow — and we do it together, as a
community.” There's the promise of real motivation and a sense of belonging. The high-
powered workout almost becomes an afterthought to the excitement of signing up for
a SoulCycle cardio party.

Great brand stories may not change the world, but they will let your target market
understand why your brand is worth their time and money.

SoulCycle —

Pain:
Working out with a
sense of belonging




Brand Story




Tips for building your brand story

~

1. 52y QG 6S | O2LROI (. o3NBA2WeAUaBRYS2Y8i 8afNorks for one br
Cu tlvatlng a voice isn’t a plug and pl ay. Parroting 1 nvi
2. Being authentic is about acting natural, relatable,andhuman I f your brand’s voice feels aw

voice.

3. Lean on your storyWe talked about how to craft stories for your brand that are impassioned and compelling. If you get stuck
tal k> about what’'s familiar” and meaningful to you. se det
seamlessly to the surface.

4.  Step outside your industry and search for voices and vibes you adnwWhen you hover too close to home, you inadvertently
pick up phrases, turns of speech, and other braaohs. Seeking inspiration beyond your competition will give you a fresh

perspective.

5. Pointofviewmatters | f your voice is in the first person, I't's the
and creative entrepreneur s. Many companies | ove the royal

6. 52y Q0 06S |ff (KByaadszatéfstedHreddS They don’t want to | ose
everyone. In an effort to appeal to the masses, their message and u nlqueness can become dulled and diluted. The most
influéntial brands alienate people because they know this one simple truth If eve i/one IS your customer, no one is your
customer. For exampl e, | f ou s 000 car s, own I t.
S p_ehC| fic audience and you av—e‘yoUr@roducmstaresolldtyouvmlllalsotattraa:tuhé| ence.
periphery.



Last word on telling a story

What Defines Great Brand Stories?

When marketing storytelling is done well, it:
» Clearly establishes what your brand is all abel$ purpose, core values, and mission

» Offers the consumer more than just a product or service, but rathegeriencethat
transcends mundane reality

»Motivates the reader or viewer tstep into that experience

»This I s done by crafting content 1 n s
access to this somehow subli me exper.
sign up right now

ch a way
nce of b e

»WiIll boost your lead generation by as much as 16 times!



@ Research your target audience and your competitors.
~%&.  Pick your focus and personality.

:? Choose your business name.

After you have
completed the /' Wite your slogan.

/ steps, then...

Choose the look of yolrand (colors and font).

Apply yourbrandingacross your business and evolve it as you grow.

2
«® Design your logo.




6 essential elements
of a brand style guide




PICK A PRODUCT OR SERVICE




Pick a Product You
Will Use to
Market in This
Class & Build a

Website R
JOINITHE FAMILY

TO BRING MAINE LOBSTER TO YOUR NEIGHBORHOOD

# Cousins
/38_Maine Lobster

{,
Y
\ A 1A

Marketing plan product

Product from any of your
advertising projects

Restaurant
Teeshirts
Bags

Pens

Something tangible you want to
sell online

Keep it simple

Ccsfmarketing.com SMM tab, class websites

https://nopunat.weebly.com



https://nopunat.weebly.com/
mailto:180@gmail.com

Build a Simple Website

0 www.weebly.com (My favorite)
0 www.wix.com (class favorite) i
0 goodmanprofessorl80@gmail.com (Citycollegexxx)
0 www.sguarespace.com (shopping favorite)
3  Pick atheme
3 https://lwww.freelogodesign.org/ - design a logo
0 Three Tabs:

3 Home (landing page)
3 About (brand story)
3 Blog


http://www.weebly.com/
http://www.wix.com/
mailto:goodmanprofessor180@gmail.com
http://www.squarespace.com/
https://www.freelogodesign.org/

A GOAL WITHOUT A PLAN IS JUST A WISH|

Part of the Plan

| fevP l

OODMAN

Let's Connect!

Welcome to my page. | have developed this webpage as part of my social
- media marketing curriculum. On this site, | will post motivational videos,
inspirational talks, interesting articles and anything | find interesting about
getting on with o plan and finding your best and most fulfiling life
Remember, planning is bringing the future into the present so yo
something sbout it now!

10 REASONS WHY A PLAN IS IMPORTANT GRATITUDE

LESS ENVY
| MORE WORK.
)‘_,

1. Plara halp you defina the scopa of the project
[not oy you but 10 your client 1001}
2. Aplen

importane
roles of external e

plan heips you foresse any calculited
challenges, Of courze thee will be some

op up but planring for ary

rishaps wil help you with s dasster recovery

action plan

MY PICK OF THE MONTH

sward-wirning podcast. and mare.

Now, with Think Lics a Freak Stevan D.

https://eoodmanprofessor

18.wixsite.com/mysite



https://goodmanprofessor18.wixsite.com/mysite

6 Demonstrate how to build a website using wix.com
5 Move into Cloud 111




Only after you have
developed your
brand can you then
think about your
SMM strategy



