


In Part 1:
• Be consistent in all of your communications.

• Show your values through your actions. Have purpose.

• You don’t control your brand, your customers do.
But you can influence and guide them

• Ensure that everyone receives the same brand 
experience throughout their journey with you.

• Be clear on your tone of voice and stick to it.



BRAND 
POSITIONING



What is it?
The purpose of brand positioning is to give a 

REASON TO BUY (or EMPLOY).

A difference that gives your customer (or 
employer) a reason to pay attention to your brand.



What is it?
It is how you DIFFERENTIATE your brand in the 

mind of the customer from other brands.

Your positioning needs to be UNIQUE, and not 
something that a brand in your market is saying.



In other words:

IT IS YOUR 
ONLINESS!



Onliness Statement
Traditional differentiation is no longer enough -
today companies need “radical differentiation” 

to create lasting value for their customers.

It's a great way to tap into the core message of 
your brand, and find your positioning statement. 



The Onliness Test
OUR (offering)

IS THE ONLY (category)
THAT (benefit).



Onliness Statement
WHAT: THE ONLY (what you do)

HOW: THAT (what makes you unique)

WHO: FOR (customer)

WHERE: IN (area that you operate)

WHY: WHO (customer pain point/challenge)

WHEN: DURING (underlying trend)



Instagram Scheduling App
WHAT: THE ONLY social media scheduling app

HOW: THAT that does automatic insta post scheduling

WHO: FOR busy social media managers

WHERE: (IN) worldwide

WHY: WHO want the ease of automatic scheduling

WHEN: DURING this era of digital automation.



“When you brand yourself 
properly, the competition 

becomes irrelevant”
- Walt Disney



BUYER
PERSONA



What is it?

A buyer persona (a.k.a. “customer avatar”) is a 
fictional person who represents your ideal customer.



Why create one?
By creating a buyer persona, it will mean you are 

crystal clear on who you are marketing to.

Until you have clarity you may waste time and 
finances missing the mark in your brand messaging.



How to create one?
Stage 1: Customer research

• Call or chat with existing customers.

• Speak to email subscribers or social media followers.

• Check out your competitions customers.
- Read their reviews and social media posts.



How to create one?
Stage 1: Customer research

You are trying to build a complete picture of the 
perfect customer. Get to know how they tick.

Follow them online. It can seem a bit CREEPY!



How to create one?
Stage 2: Customer Avatar

• Write down everything you’ve learned in stage 1.

• Use a template to help you





“Your brand is the single 
most important 

investment you can make 
in business”

Steve Forbes – Forbes Magazine



BRAND
IDENTITY



What is it?

The collection of all tangible elements that a company 
creates to portray the right image to its consumer.



What is it?
Logo

Packaging
Website

Social Media Graphics
Business Cards

Uniforms



What is it?
Your brand identity is what sets you apart visually 

from your competitors.

Colours, typography and imagery should reflect
The personality of your brand.









Brand Identity Guidelines
These help to control how your brand identity is 

reproduced consistency and acurately.



EXAMPLE



Further Reading

Ryan LevesqueBernadette JiwaMarty Neumeier



Downloads/Info

https://pixelsink.com/abertay



Further info

• youtube.com/pixelsink

• rockyourbrand.co.uk

• pixelsink.com



CHEERS!
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