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	Confirm Your Value Proposition


It’s important to understand your customer needs, industry trends, and your ultimate vision before you create a brand strategy.

The questions below will help you identify the qualities/aspects of your offerings that should be emphasized in your brand position. If you’ve already completed Competitive Position, part of this exercise pulls information from Exercise 5 – Define Your Value Proposition. [Competitive Positioning can help.]
Your value proposition describes how your company delivers value to the market.  It should be based on your company’s goals and objectives as well as the value provided by your competitors.

There are three core types of value that a company can deliver:  operational efficiency (the lowest price), product leadership (the best product), or customer intimacy (the best solution & service).  Determine which one you’re best equipped to deliver; your decision is your “value proposition.”

Most companies focus on one or two value propositions; it’s nearly impossible to deliver on all three. 

A value proposition should reflect your company’s entire business strategy, but it’s possible that you’ll focus on one type of value for one customer segment (or market) and a different type of value for another segment or market.

Summary

	exercise summary
	

	When to Address
	When you’re beginning to define your brand strategy



	Who Should Participate
	Business leaders: company founders, owners, presidents and vice presidents

Marketing and sales leaders

	Where to Use the Results


	Use your value proposition and brand theme as the foundation for your brand strategy.

	Why it’s Important
	Your value proposition defines the general category that you occupy in the marketplace, and should drive most marketing and innovation decisions. It should influence your pricing, distribution channel selection, visual brand identity, sales tools and literature and campaign creative, as well as strategic decisions about how to win market share from competitors. 



	What Builds Upon it
	All of your interactions with the marketplace



	Timeframe to Completion


	30 minutes to a couple of hours

	Potential Business Impact


	High – for all Brand Strategy exercises

	Deliverable
	You’ll determine your value proposition and explore brand themes.


	Next Steps
	Build your brand architecture




	Target Completion Date
	


	participants

	

	

	

	

	


	tasks
	Person responsible
	due date

	
	
	

	
	
	

	
	
	


Notes
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	Confirm Your Value Proposition


What to Complete

1. confirm your value proposition

2. Select a brand theme
Where it Fits in Brand Strategy

Summarize Your Brand

Audit Your Brand Internally

Audit Your Brand Externally

Analyze Audit Results
Choose Brand Type
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Confirm Your Value Proposition

Select a Brand Theme
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Determine Value of Your Features & Benefits

Chart Your Emotional Benefits

Determine What Your Brand Means

Create Your Brand Personality Traits

Create Your Brand Promise

Define Your Brand Strategy

Create Your Brand Positioning Statements

Write Your Brand Story 

Select Brand Visual Requirements

Match Visual Requirements to Existing Brand 

Define Brand Operational Requirements

Match Operational Requirements to Existing Brand

1. confirm your value proposition

All companies have a primary value proposition that should drive everything they do.  A company can also have a secondary value proposition, but it is almost impossible to effectively deliver on all three. [Competitive Positioning can help.] If you’ve completed exercise 5 – Define Your Value Proposition, jump to part two of this exercise.
If you haven’t already defined yours, start by reviewing your market and your typical customers.

Industry trends:  What has been happening in your industry over the last few years?  What changes do you anticipate in the next few years?

	


Customer needs:  How well (or poorly) has the industry been meeting customer needs?  Have these needs changed over the last few years?  Do you expect them to change in the next few years?

	


How well have you been meeting the market’s needs compared with your competitors?

	


What’s your overall vision for your space in the market? What things do you do really well? 

	


Identify your primary value proposition with a 1 and your secondary value proposition with a 2.

	#
	Value Proposition
	What it means

	 FORMCHECKBOX 
  1
 FORMCHECKBOX 
  2
	Operational excellence/cost leadership
	· You can deliver your product at a lower cost than your competitors thanks to better manufacturing processes, better economies, or other advantages

· Your product is typical for the category – not the best and not the worst

· In mature industries, most companies are competing on operational excellence (costs); those companies that cannot produce at a lower price will lose in the market



	 FORMCHECKBOX 
  1
 FORMCHECKBOX 
  2
	Product innovation/ leadership
	· Your focus is innovation:  new technologies, better products

· Because your products are new, different and unique, your prices are likely higher than your competition, but you are delivering a superior product



	 FORMCHECKBOX 
  1
 FORMCHECKBOX 
  2
	Customer intimacy/solutions
	· Your goal is to solve your customers’ problems with a broad portfolio of products and services

· You are selling a relationship that is superior to that offered by your competitors




Your branding and messaging will need to support your primary value proposition and, to a lesser extent, your secondary value proposition.  

2. Select a brand theme
Your value proposition can give you some general guidance about the types of branding themes to explore. You’ll dive into the details in Exercises 23, 24 and 25, but there are some general rules of thumb to help you get started.

	Value Proposition
	theme overview
	Your ideas. What might fit?

	Operational excellence/cost leadership
	Operational excellence gives you a lot of flexibility with your brand theme. Since you have a price advantage, you can choose to emphasize it in your brand theme. You can also emphasize the operational advantages that allow you to deliver the low price, taking an operational leadership position. 

Potential brand themes: matter-of-fact, competitive, aggressive, comfort, innovative, blunt, authoritative, powerful, commanding, smart, fast, broad


	

	Product innovation/ leadership
	With product leadership, it’s important to separate yourself from the crowd. You’re not competing on price (as your probably cost more), but your market values your offering because it’s unique. Emphasize it! 

Potential brand themes: Elite, hip, different, powerful, creative, innovative, cool, coveted, scarce, rare, authoritative, essential


	

	Customer intimacy/solutions
	With customer intimacy you’re selling a relationship, so your theme most likely will take on a warmer, more “touchy feely” approach.

Potential brand themes: supportive, friendly, warm, caring, kind, gentle, helpful, nurturing, interested


	


	Brand Themes to Explore
	


You’ll flesh these out further in the rest of the Brand Strategy exercises.
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	MORE Ways to Grow Your Business FAST...


Found this document useful? Continue the conversation, connect with Do It! Marketing founder David Newman, and access more free resources and tools to grow your business:

Blog: http://www.doitmarketing.com/blog
Tools: http://www.doitmarketing.com/tools 

Special previews, bonuses and gifts from the book, DO IT! Marketing (AMACOM, 2013):

Book: http://www.doitmarketing.com/book
Get instantly connected to David for smart ideas to grow your business: 

Twitter: http://www.doitmarketing.com/twitter    LinkedIn: http://www.doitmarketing.com/linkedin
Facebook: http://www.doitmarketing.com/facebook
Imagine what you could achieve with MORE leads, BETTER prospects, and BIGGER sales for YOU, your members, employees, customers, resellers or franchisees. We can work with you in whatever way makes the most sense, including...

· Marketing Keynotes or Marketing Seminars to add a giant dose of business-building DNA to your next corporate meeting, customer event or association conference
· Our Professional Services Marketing PSM 4.0™ Strategic Work Sessions for professional services firms who want to grow
· Our customized 1-on-1 Marketing Coaching Program for business owners who want to establish themselves as thought-leaders to win more business, more easily and more often
You made a very smart decision to download this resource from our library. To MAXIMIZE its impact, put these ideas into action within 24 hours, share them with others on your team and continually ask yourself, “How can I APPLY this concept to my own business?”

If I can be personally helpful to you, let’s talk. Looking forward to connecting!


David Newman

T: (610) 716-5984   E: david@doitmarketing.com   W: www.doitmarketing.com 

p.s. If you’d like some immediate FREE help – no strings, no gimmicks – go online now and get your free Thought Leadership Platform Audit: http://www.doitmarketing.com/audit   
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