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STEP ONE: BRAND AUDIT QUESTIONNAIRE

Before you can start building story and taking ownership of the
narrative surrounding a brand you need to ask the important
questions first to harvest where you're at, where you think you're
at and how your target audience and stakeholders see and
experience you. 

The Brand Audit Questionnaire will help you to facilitate a
harvest of information that you can put to good use when
creating a brand and PR strategy for your business (or your
clients). 

The Brand Audit Questionnaire is a detailed Q&A for you and
your team to work through. 

STEP TWO: FIND THE DIFFERENT FRAMEWORK

Following the Q&A, review the data provided in preparation for 
 Step TWO. This is where you'll deep dive into the anatomy of
the brand using our 'Find the Different Framework'

Once you get clear on what makes a brand unique and
different you can use that to strap some powerful PR to a
business and ultimately build a brand that stands out from a
sea of same. This is one of the fundamental ways to PR a
business well - amplify the different. 

THE BRAND AUDIT PROCESS

THE BRAND AUDIT METHOD 
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YOUR STORY

Who taught you to do what you do?

What inspired you to learn your craft? 

Where did the inspiration for your business come from? 

What made you want to launch your business/product/service?

What were you doing before you started your business? 

BRAND AUDIT Q&A
BRAND AUDIT QUESTIONS. In order to get clear on your messaging and
therefore communication in and around your business to ultimately build a
brand, you need to start by harvesting your story. Here are some questions to
help you do just that. We call this the Brand Audit Q&A. 



PRODUCT & SERVICES

 
Tell us about your product, what are you selling, what service are you
providing?

List your current product range including categories and various products

How often do you change your products and services?

What other products and services do you offer? 

What are the prices points of your products and services? 

How many staff on the team? Casual and full time.

BRAND AUDIT Q&A
BRAND AUDIT QUESTIONS. In order to get clear on your messaging and
therefore communication in and around your business to ultimately build a
brand, you need to start by harvesting your story. Here are some questions to
help you do just that. We call this the Brand Audit Q&A. 



GOALS

 
What do you want to achieve this year?

What do you want to achieve by the middle of the year? 

By the end of the year? 

What do you want to achieve in two years?

What do you want to achieve in five years? 

Do you have a written business plan with financial goals?
SWOT analysis:

-Strengths:

-Weaknesses:

-Opportunities:

-Threats:
 

BRAND AUDIT Q&A
BRAND AUDIT QUESTIONS. In order to get clear on your messaging and
therefore communication in and around your business to ultimately build a
brand, you need to start by harvesting your story. Here are some questions to
help you do just that. We call this the Brand Audit Q&A. 



CUSTOMERS

What gender are most of your best or repeat customers?

What is the average age of your best or repeat customers?

What ethnicity are most of your best or repeat customers?

What are the pain points that your customers tell you they are trying to
alleviate by buying from you?

What locations do most of your customers come from?

What is your most popular product or service?

Do you have a famous product or service that you've become known for? 

What do your customers say about your business? Do you have any
testimonials that back this up? 

What do you think success looks like in a day-in-a-life of your customer?

How do you think your product could create this?

BRAND AUDIT Q&A
BRAND AUDIT QUESTIONS. In order to get clear on your messaging and
therefore communication in and around your business to ultimately build a
brand, you need to start by harvesting your story. Here are some questions to
help you do just that. We call this the Brand Audit Q&A. 



CUSTOMERS CONT...

What transformation do you believe your product/service achieves for your
customer?

What do you think are some current perceptions of your business exist
amongst people who are not educated about it?

How do your customers describe your business? 

How do people hear about or learn about your business? 

What are some common misconceptions (if any) amongst stakeholders
about your business?

BRAND AUDIT Q&A
BRAND AUDIT QUESTIONS. In order to get clear on your messaging and
therefore communication in and around your business to ultimately build a
brand, you need to start by harvesting your story. Here are some questions to
help you do just that. We call this the Brand Audit Q&A. 



CUSTOMERS CONT...

Are there things that customers would like to see you do more/ less of? 

As part of your brand audit, be sure to reach out to 2 – 3 existing
clients/customers, a supplier, a key team members and interview them to
get their perspective on what you do well, what you don't and what the
misconceptions are/are not. Also ask them what they love, don't love about
your business and/or their experience with your business so far. 

Do you have any paid advertising support? If so, where and how often?

Have you embraced PR support in the past? What did you love about it?
What did you think could be improved?

Please supply your current brand guidelines and logo files.

BRAND AUDIT Q&A
BRAND AUDIT QUESTIONS. In order to get clear on your messaging and
therefore communication in and around your business to ultimately build a
brand, you need to start by harvesting your story. Here are some questions to
help you do just that. We call this the Brand Audit Q&A. 



ROLES & RESPONSIBILITIES

 
How many decision makers are involved in your PR/brand strategy project?

Who will be our main point of contact?

 

CURRENT PR & MARKETING

 
Do you have an email database? If so how many are subscribed? 

Can you share any data/access to the email list analytics?

Can you provide access to your social media and analytics?

Do you have any paid advertising support? If so, where and how often?

Have you embraced PR support in the past? What did you love about it?
What did you think could be improved?

Please supply your current brand guidelines, campaign or relevant images
as well as your logo files.

BRAND AUDIT Q&A
BRAND AUDIT QUESTIONS. In order to get clear on your messaging and
therefore communication in and around your business to ultimately build a
brand, you need to start by harvesting your story. Here are some questions to
help you do just that. We call this the Brand Audit Q&A. 



Being different allows you to

compete in your own paddock.

Being different allows you to be

known for something.

Being different generates word-

of-mouth publicity. 

Being different creates stories

people care about and

remember. 

Being different helps your ideal

customer see you more clearly.

differentiation:
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T H E  P R  S T RA T EGY  P Y RAM I D

N o t i c e  i n  t h e  P R  S t r a t e g y  P y r am i d  t h a t  ' p u r p o s e '  i s  t h e  f o u n d a t i o n

o f  a l l  g o a l s .  Go a l s  a r e  s h o r t - t e rm .  T h e y ' r e  p e g - ma r k s  t h a t  y o u ' r e  o n

t h e  r i g h t  t r a c k .  P u b l i c i t y  i s  a  g o a l .  B u t  i t ' s  n o t  t h e  o n l y  g o a l .  A n d

s om e t i m e s  i t ' s  n o t  t h e  b e s t  g o a l  t o  r e a c h  y o u r  u l t i m a t e  v i s i o n .  A l s o

n o t i c e  t h e  i m p o r t a n t  r o l e  ' d i f f e r e n t i a t i o n '  me s s a g i n g  p l a y s  i n

c o n t e x t  o f  P R i n g  a  b u s i n e s s .  
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Q3: What is the unique value that your business provides? What problem does it solve? 

Q2: What is the purpose of your business, why does it exist? 

Q1: What makes you unique?

Q4: Who would it benefit most? 

INSTRUCTIONS

In the competitive world of PR be sure to take the time to answer these
questions to help you find your different. The Find Your Different Framework
will help you to unlock the meaning and significance behind what you do,
who for and why it matters.

FIND YOUR DIFFERENT
FRAMEWORK
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Q5: What does your business do that your competitors don't? 

Q6: Why should anyone care? What have you got that people want?

Q7: What trend insights do you have, any facts, figures, science-based insights, expert
knowledge, special events?

FIND YOUR DIFFERENT
FRAMEWORK
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Q8: What is the story of why the business was started? What was the catalyst that
made you make the leap from idea to real business? 

Q9: What were the influences driving a collective or individual agreement that {your
business/clients business was really needed? Do those beliefs still exist today?

10: Do your customers choose to buy from all or any of your competitors sometimes?
If so, why do you think this is and hwo can you fill this gap better? 

FIND YOUR DIFFERENT
FRAMEWORK
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Q11: How are you re-inventing your category? 

Q12: How are you creating/bringing new meaning to your category?

Q13: If media wrote a story about you and your business, what would you want it to
say? 

FIND YOUR DIFFERENT
FRAMEWORK



JADE  ROBERTS

FOLLOWING THE BRAND

AUDIT, WORK THROUGH

YOUR FINDINGS. DISTIL THE

KEY INSIGHTS AND USE IT TO

GET GREATER CLARITY ON

YOUR 'DIFFERENT.' THIS CAN

THEN HELP TO INFORM THE

LANGUAGE AND

COMMUNICATION IN AND

AROUND YOUR BUSINESS;

ULTIMATELY BECOMING THE

GUIDING SHIP FOR PR AND

BRAND STRATEGY.

TH E  BRAND  AUD I T  |  2 5



SUMMARY

Now that you've harvested your

'different' and you have more

clarity around the potential

stories sitting within your

business based on your founder

story and uniqueness, you can

keep your brand strategy

moving by weaving some of the

key findings into a Brand Bible,

Content Marketing Strategy and

PR Strategy. 

Learn more from us at rarapr.comTH E  B EG INN I NG
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raraPR is above all the sum of people who together help build brands and share stories. We
are present in our determination to make a positive difference to the world by representing
individuals and businesses doing good. We are an extension of the personal stories within

us, those that we exist for and those within you that need to be heard.

For more PR goods be sure to visit our free resources
page, sign-up to our newsletter and check out our

shop for accessible PR options for you, your clients or
your business at any stage of your PR journey.

LEARN MORE

GET THE PR GOODS

http://www.rarapr.com/
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