	Six Brand Management Steps

	1. Define why you’re in business.

	What do you do?


	
	What need do you address better than anyone else?


	
	What unique benefits do you provide?


	
	What commitment do you make to everyone who comes into contact with you or your business?


	
	What is your ultimate purpose?


	2. Consider what you want people to think when they hear your brand name.
	What traits do you want people to associate with you and your business?


	
	What advantages do you want people to believe they obtain by working with you?


	
	What needs do you want people to think you handle on their behalf?


	3. Think about the words you want people to use when defining you or your business.
	What words do employees use when describing your business?


	
	What words do customers use when describing your business?


	
	What words do suppliers use when describing your business?


	
	What words do people use when referring your business to others?


	
	What are the common words in all the preceding descriptions?


	4. Pinpoint the advantages you want people to associate with you or your business.
	What benefits do people most count on your business to deliver?


	
	If people were asked to state the promise your business makes, what would they say?


	
	[bookmark: _GoBack]Do employees, customers, suppliers, reporters, reviewers, and business associates share a common vision about your business, or are there significant gaps to bridge?

	5. Define your brand.
	Create a brand statement by filling in the blanks:

[ Your brand name ] promises 
[ your target audience ] that they can count on us for
[ your unique attribute or benefit ] delivered with
[information about the character and tone your brand consistently advances ].


	6. Make consistent impressions to build your brand.

	Audit all the impressions your business makes, whether in person, online, in advertising, through publicity, in Web searches, and via word-of-mouth. 


	
	Rate each impression for its ability to positively reinforce your brand statement.


	
	Create a plan to strengthen weak impression points and to develop positive encounters that build a consistent brand experience. 
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