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VWhat is

Brand?
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(n) defined:

« An identifiable entity or idea that makes specific promises of value.

* Your brand is a concept and feeling that stays in people’'s minds.

PROMISE
MARKETPLACE.




PRODUCTS ARE
MADE IN THE

FACTORY

BUT BRANDS ARE

CREATED

IN THE MIND
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SRAND
LEMENTS

v More than buzzword for logo and website

v’ Creates an emotional association

v Tells a story tailored to your audience

v Defines and differentiates your offering

Marketing

. Target
v’ Sets style, standards and expectations Messages -t

Now for a self-guided tour of your brand....



Build-a-Brand
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Use your
Build-a-Brand Workbook
to capture key notes
around each facet of your
brand as we go through

this lesson.
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BRAND
PROMISE

Does your brand
make a clear
promise?

Is there a simple
message or are
there multiple,
competing
messages?

Is your promise
client-focused or
you-focused?
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TARGET
AUDIENCES

Who is your
target audience?

Is your brand
clearly directed
to this audience?

Build-a-Brand
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CLIENT
MOTIVATORS

Does your brand
address key
client needs and
pain points?

What problems
do you solve?
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BRAND
IDENTITY

Are you
consistently
communicating
intangible
attributes across
the brand
messages and
materials?

Does brand use
elevate brand or
dilute it?
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MARKET
POSITION

What is your
single biggest
differentiator?

Do your
prospects and
clients know and
understand this
point of
difference and
respond strongly.
to it?

/

VALUE
PROPOSITION

What is the
emotional
payoff/benefit
for your target
audience?

A

KEY
MARKETING

MESSAGES

What are the
key marketing
messages
that define your
brand promise,
values and
market position?



BRAND PROMISE

A brand promise is the promise your firm
makes to the marketplace.

o Nike = Action
o Mercedes = Luxury

o BMW = Performance

o Limitless = Success w/ Freedom

o You =7

It is not a website or an elevator pitch;
it is the feeling people have about your firm.



TARGET AUDIENCE / IDEAL

CLIENT

4l DEFINE FINANCIAL JER— A .

Mark & Jenn finally have a
tax-smarl retirement plan.

They started by getting a
Free Retirement Assessment”

Get Your Free Assessmant 3

BECOME ACLIENT  INSIGHTS SCHEDULE CALL

HOME MEETTHETEAM WHAT WE DO

PLEASANT
WEALTH

YOU DONT HAVE TO GO IT ALONE

Smart financial strategy
for retiring women. Y

It's time to feel good about money again.

LET'S START THE CONVERSATION WHAT WE DO

SUTTON
é_ ADVISOR S HOME YOUR TEAM OUR STORY PROCESS & SERVICES CONTACT

PLC

GREAT'ADVICE CAN MAKE YOUR DREAMS TAKE FLIGHT

‘ LEARN MORE

C 0 R DA N T How We Help About Us v Who We Serve v Blog For Clients v

Wealth Partners

FINANCIAL ADVICE FOR TECH EMPLOYEES

OPTIMIZE EQUITY COMP e LOWER TAXES ¢« MAKE WORK OPTIONAL

GET YOUR FREE ASSESSMENT —>
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Client Motivators
Chient motivators are the driving forces pehnind your raraet mcrkek—the reason® hoss
incividuols 91 motivated 19 engoae WD your senices:
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create d comprehemive jist of the jssues: needs, pain points
o desired outcomes of your ideal client.



RAND IDENTITY

CONTALCT

ABDUT WHAT WE DO BECOMING & CLEENT Fac ARTICLES

Align your money
with vour life

WE'RE HERE TO HELP

ALIGN oo i
3

]
[ r\';\-.-_

PROCESS

EXPERT | INNOVATIVE | CARING | INDEPENDENT | DYNAMIC

An innovative and highly qualified financial planning firm dedicated to providing
honest, expert and client-centric advice specifically tailored to the unigue
face in times of transition and change

needs we al



https://www.align.financial/

SECUIE sremsrrmsrmmssrmnnrenns Prudential @ Financial M A R K E_l_
POSITION

Growing and Protecting Your Wealth®

ﬁg _

What is the personal
promise your brana
makes? Single biggest

MorganStanley differentiator?

One client at a time,

Do your prospects
and clients know anad
understand this point of
difference and respond
strongly to it?

Friendly

The Firm




“Value Propositions

Client Centric not Firm Centric

‘Let me teach you how to retire!”

FINANCIAL ADVICE FOR TECH EMPLOYEES

OPTIMIZE EQUITY COMP e LOWER TAXES ¢ MAKE WORK OPTIONAL

Plan your
Remarkable
Retirement =

» Optimize Income p Minimize Taxes p Invest Wisely

Get started with your Free "Remarkable Retirement” Roadmap




MARKETING MESSAGES

(3 DESTINYCAPITAL About » Services Learning Center ~ Contact Client Login

# Just launched Markets and Economy_ Webinar

Plan your
Remarkable
Retirement A

Start Here

» Optimize Income p Minimize Taxes p Invest Wisely

Get started with your Free “Remarkable Retirement” Roadmap

These messages should be
clear, concise and client-centric
(and used consistently)

v f in SIGNATURE

SIGNATUREFD UNDERSTANDS
THE RELATIONSHIP BETWEEN
\WEALTH AND WORTH.

we ——— ment I 4

L8r success.
.

r freedom.

HOME MEETTHETEAM  WHATWE DO ) BECOME ACLIENT  INSIGHTS SCHEDULE CALL

PLEASANT
WEALTH

YOU DON'T HAVE TO GO IT ALONE

Smart financial strategy

for retiring women.
It's time to feel good about money again.

LET'S START THE CONVI ION WHATWE DO




WEBSITE B

Tells your story to a select audience : -

SUTTON
E ADVISORS HOME  VOURTEAM  OURSTORY  FROCESSESERVICES  CONTACT m

nc

TRUE WEALTH IS MORE THAN JUST
THE ACCUMULATION OF MORE

FoR THE PRESs IERERLEIEE t§ DESTINYCAPITAL About »  Services Leaming Center v Contact ClientLogin ~ Start Here

¥ Just launched Markets and Economy Webinar

Plan your
Remarkable
Retirement

Align your money

with your life

WE'RE HERE TO HELP

b Optimize Income p Minimize Taxes b Invest Wisely

7 Get started with your Free "Remarkable Retirement” Roadmap
/ Z =

HOME  MEETTHETEAM  WHATWE DO BECOMEACLIENT INSIGHTS ~ [RESIHI/NAerIN
PLEASANT

WEALTH

YOU DONT HAVE TO GO IT ALONE

Smart financial strategy

for retiring women.

Its time to feel good about money again.

LETS STARTTHE C( OO T WE DO

ol DEFINE FINANCIAL ot e b e

Mark & Jenn finally have a
lax-smasl retirement plan.

They started by getting a
Free Retirement Assessment

Get Your Free Assessment -



https://www.align.financial/

|_ ET,S 3 Q EAK ‘T DOWN TELLING MY STORY MESSAGING WHEEL

. FUNCTIONAL NEEDS

Saved to this PC

TELLING MY STORY MESSAGING WHEEL

FUNCTIONAL NEEDS

CONNECTION

Ol#tcome’

RELATIONAL NEEDS

RELATIONAL hiEE DS




T must fit

YOU




PRICING & POSITION

Audience Value Position

THE
PACKAGING

PROCESS
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Saved to this PC

TELLING MY STORY MESSAGING WHEEL

TARGET MARKET

A target market is the particular group of people (market segment) to whom your services are
intended and marketed. Target markets are defined by demographics, often including financial

FUNCTIONAL NEEDS
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Telling your
story defines the
value you deliver

to clients.

“Your messaging needs to expres the valus you offer
to you lients, why xnd how you are postioned to

LimiTLESS deliver that value. Your messaging should cover:

+ Whom youserve, your targe clent profile

« What you offer,ben fits, experience, outcome,
emotional state

= What specific problems you salve

- Yourapproach to sove them

- Thebefore and afterstate

VALUE MESSAGING WORKSHEET
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+ Why you rather than any other advisor
+ Proof points, demonsteate proo of concept

Al of these ideas need o be expressed quickly and.
sentences that b

y
clear, concise and confidant way.

Building Your Story

Messaging Worksheet Brand Brief Tool
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LEARN ADAPT & TAKE
MORE APPLY ACTION
« Brand ldentity Breakthrough: + Use the Brand-Building Worksheet (pages 1-2) to ¢ Update your existing
How to Craft Your define and design your brand / revisit your marketing and prospecting
Company's Unique Story to existing brand effectiveness. resources to reflect your
Make Your Products * Review the messaging on your worksheet brand.
Irresistible, Gregory Diehl together with your Telling Your Story session
* Building a Story Brand, content and write your "What | Do" introduction
Donald Miller on page 3.
« Fascinate: How to Make Your * When ready to dive deeper, use either the Brand
Brand Impossible to Resist, Design Template (PPT) or the Brand Brief Tool
Sally Hogshead (Word document) to further identify brand

attributes and marketing messages.
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