BRAND PYRAMID

Using the pyramid model,

: : BRAND
the brand .prolm.|se §|Ts g‘r the PROMISE
Very TOp, 5|gn|fy|ng its vital Internal-facing pledge
imporTOnce. In the levels below that defines your organization’s
. essence and ultimate benefit

are the brand attributes that to your customers
support the brand promise.

BRAND PERSONALITY

A set of human characteristics that
are atftributed to your brand, making
it relatable to its customersin a
memorable and distinctive way

TONE

The way your brand personality expresses itself;
the voice of your brand in spoken and written word

FUNCTIONAL BENEFITS EMOTIONAL BENEFITS
Tangible outcomes and gains when How your customers feel (in terms of
your customers experience your satisfaction) when they experience
organization’s services or products your brand through marketing
communications, products and services

VISION BRAND DIFFERENTIATORS CULTURE—VALUES
Your organization’s aspirational - How your organization stands out
goals, direction and inspiration among the competitors How your organization works

- Fulfilling the target customers’ unmet need that and behaves, the key principles

MISSION no other organization can do better than you that guide your decision making
The purpose that engages each - Innovative and unique offerings that
and every employee every day are a direct response to current and

future trends in the marketplace
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MARKETING PLAN ON A PAGE

COMPANY NAME:

MARKETING THEME:

Why do we exist?

What differentiates us from our competition?

Who is our ideal customer?

What’s most important to my ideal customer
when they’re buying what I’'m selling?

What are our marketing goals?

What do | want to accomplish?

What do we need to do to reach these goals?

What will trigger my ideal customer to think of me?

How much money will | need to get it done?

What is the timeline?

What are the key performance
indicators/measures of success?
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