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Read this guide 
if you want 
to know:
• What a brand is

• What your brand should consist of

• How to define your brand

• How to position your brand

• How your brand can be used to  
  build trust with customers

• How your brand can be used to  
  communicate with new and old customers

• Who are your ideal customers

• How to create a clear brand message

• How to future proof your brand
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What is a brand?

Many people think a brand is a logo, and 
sometimes a tagline, but it’s so much more!  
Your brand reflects the core values and attributes  
of its owners, the employees and other related  
stakeholders. It embodies the experience people 
have when they come in contact with it. People will 
talk about it, recognise it and buy it, based on how 
it makes them feel and what it promises to deliver. 
Over time, your brand will develop a personality.  
It’ll start to represent your core values and 
brand promise. 
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Defining your brand’s 
core values

Your brand promises to deliver an experience 

with your products or services (called brand 

promise). To ensure your brand promise reflects 

the right experience and values, it’s important 

that everyone in your company represents the 

core values (or brand attributes) you want for 

your brand. These brand attributes will, over 

time, create a personality for your brand, a 

voice, and will position it within the market - 

they’ll bring your brand to life.

To do this, you first need to define what you 

want your brand attributes and company 

values to be. They should be shared with your 

employees who should be encouraged to 

reflect them in their actions with each other, 

and especially with customers. To help build 

trust and loyalty with your customers (both 

the old and the new), they need to have a 

consistent and authentic experience of your 

brand values.
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Follow through with 
your promise

Fulfilment, the ability to follow through with what has 

been promised, is critical to all businesses. Nothing 

loses trust like breaking a promise does - politicians are 

a prime example of this. Your brand needs to stick to its 

promise, to deliver, as your customers will hold you 

accountable and they won’t hold back if you fail! For 

example, if your brand promises to make the world’s 

best pizza, you’d better be making the best damn pizza 

around (or you won’t hear the end of it from 

disgruntled customers).
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Deciding on where to 
position your brand

Your brand position relates to how customers perceive it 

compared to your competitor’s brands within the 

marketplace. In other words, what they believe you offer 

in comparison to what your competitors offer. If you don’t 

choose where in the market you’d like your brand 

positioned, your customers will make their own 

inferences on its positioning, and more often than not it 

won’t be where you want it to be. Whether you’re

aiming for the ‘value for money’ end of the spectrum or 

the premium ‘first-class’ end, your brand and brand 

identity needs to reflect your position in the market.
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Identify your current 
perceived brand message

Do you know how your brand is currently perceived?  

Even if you think you know, it’s helpful to find out what 

other people think your brand and brand message is.  

When we refer to your brand message, we’re referring to the 

underlying value proposition your business promotes in 

your marketing communications.

To identify how your brand message is perceived, ask your 

employees, managers, external suppliers, and a subset of 

your customers to describe your brand (in their own words). 

Are the answers what you expected, what you want them 

to be? If not, its time to clarify your brand message so it 

reflects your brand clearly.
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Develop your 
brand message

Next, it’s time to develop and define your brand 

message. If you’ve defined it, and your customers don’t 

perceive your brand the way you want them to, then it’s 

time to review your messaging.
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Demographic information such as 

where they live and how they live.

A backstory including previous life 

experiences, their perspectives on life.

Their needs - what they need to solve 

their problems, what are they looking 

for in your product/service?

How to surprise and delight them, 

identify ways in which you can go 

above and beyond their needs, exceed 

their expectations.

Define your 
ideal customer

Narrow your focus when it comes to your 

messaging. The best messaging is written with 

someone in mind, for example, it’s easier to tell 

your neighbour what your brand stands for than 

it would be to randomly post about it in a 

Facebook group. 

To do this, we create three to four customer 

profiles (personas). The devil’s in the detail - they 

should feel like an individual rather than a 

collective group. Give each one a name (turn 

them into a person) and identify their key 

characteristics and habits. Include:
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Define your core 
brand message

Creating a tagline

Your brand messaging will clarify how your 

brand should be spoken about, written about 

and what words are used in promotions. To do 

this, identify what your brand is, what it’s 

values/attributes are, where it’s positioned in the 

market, and what sets it apart from the 

competition. Using this information, create the 

primary message you want to convey, 

supporting messages/proof points (data, 

testimonials, case studies etc) and your tagline.

A tagline is a memorable phrase that 

summarises your brand. Keep it simple, keep it 

short and if you find it too hard to create, hire a 

professional to do it. This is often included with 

your marketing collateral and boils down your 

brand message/values in a small, 

memorable statement.
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Create clarity around 
your brand message 
within your business

To ensure your brand is represented consistently 

throughout your business, share your core brand 

attributes, your customer bios and brand

messaging with your employees. They can’t 

represent your brand properly if they don’t know 

what it is and what it stands for. 
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Ensure all marketing touch points  
are consistent
Once you’ve figured out who your brand is and who it’s for, you need to make sure your logo, and all your 

marketing touchpoints such as your website, business cards, apps, emails, social media and any other 

collateral, consistently reflect your brand personality and messaging.

1. Have consistent 
branding throughout

2. Be open and 
transparent

Make sure your brand looks and sounds the same 

through every piece of content you produce, 

whether it’s online (website, social media, emails, 

newsletters, advertising, or podcasts) or offline 

(printed materials, PR, articles or sales collateral). 

It is critical that anything that represents your 

brand communicates its values and attributes

consistently and accurately.

We like to buy brands we trust and believe 

in - especially brands that consistently deliver the 

right experience. Always stay true to your brand 

promise. Make sure your brand is open and

transparent with customers. Be creative in how 

you can have honest conversations and get

feedback from customers about your products 

and services - social media is a great tool. 



13

3. Stay abreast of your customer’s needs

4. Set-up a strong web presence

Nothing stays the same. The marketplace is constantly evolving, new technology brings disruption 

to how we do things, your customers’ needs are changing. To keep abreast of their changing needs, 

regularly reevaluate their needs and work out how you can exceed them as they change.

As more and more people turn to online resources to find products and services, you need to ensure you 

are there (and well represented). Building a brand online can be like buying good real estate - don’t wait 

until all the good land has been taken. Take advantage of the online opportunities available to you:

Build a website.

Set-up the social media accounts that 

are relevant to your customers, in-

cluding YouTube (Video is one of the 

fastest growing media opportunities).

Set-up your business on Google Maps 

and in Google My Business.

Create useful content that helps your 

customers and answers their 

questions.
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5. Use responsive 
technology 

6. Use new 
technology to help 
exceed your 
customers’ needs

Being responsive means that your digital assets, 

such as your apps, websites and such, adapts 

its layout to suit the device your customer is 

using (it adapts to multiple screen sizes by 

adjusting the layout depending on the device - 

mobile, tablet or desktop - so that all imagery 

and content is legible and looks good). In 2018 

52.2 % of all website traffic worldwide was 

generated through mobile phones, up from 

50.3 % in the previous year.

Find creative ways to use emerging technology to 

create unique experiences for new and existing 

customers, or to help streamline and improve 

your customer experience. Showcase your 

products through AR/VR tech by creating unique, 

engaging visual experiences. Optimise your 

customer ordering experience by getting your 

products in Amazon Alexa and Google Home, 

allowing customers to order your products via 

voice search. Focus on creating convenience for 

your customers. Brands that consistently surprise 

and delight customers are generally  

very successful.



Need some extra help?
Do you need a extra helping hand to build the brand you 

always wanted? The brand that your business needs to 

survive? Let’s get in touch and see how we can 

collaborate together to get the results you want. 

info@blackbearcreative.com.au

+61 412 916 968

blackbearcreative.com.au

mailto:info%40blackbearcreative.com.au?subject=
https://www.blackbearcreative.com.au/
https://www.facebook.com/Blackbearcreative
https://www.instagram.com/blackbearcreative/
https://www.linkedin.com/company/black-bear-creative

