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Stress test your brana
betore you invest




Thanks tor
downloading

't will help vou and vour colleagues quickly
discover how eftectively your brand is
performing, and reveal any shortcomings.

There are tive short sections to work through
covering your audience, your offering, your
brand values, visual brand and tone of voice.

't can be easily completed on your own or with
vour team — however it you'd like some extra
help filling it in, just let us know.
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THE BRAND PERFORMANCE CHECKLIST

GETTING STARTED

\We've designed the brand performance
checklist to be quick and easy to use.

Consider each of the sections in turn, read all the questions and give
vour brand an appropriate score from 1to 5. The total reveals how well

yvour brand is performing.

At the end of each section, you'll find space for additional thoughts
— a good place to note down why you may have given any low scores.

T you work in a team, make sure to share a copy with each of
vour colleagues who work with your brand — such as the CMO,
Head of Brand or the Marketing Manager.

t's best to complete it alone and then discuss and compare afterwards
to ensure you're all aligned. Be honest, take notes and remember our
top tip — often, the first answer is instinctively the right one.

Once you have identified any problems with vour brand, it'll be easier for
vour team to map out the next steps.

Please consider the environment before printing this document
and print two to a page if you can
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THE BRAND PERFORMANCE CHECKLIST

Your
audience

First, let's assess how your audience
s responding to your brand
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SECTION T
YOUR AUDIENCE

not at all a little somewhat mostly definitely

Do vou have a clear understanding of who your audience is?

Have you defined and categorised your audience into personas
(sometimes called avatars)?

Do vou find it easy to attract your target audience?

Do vou find it easy to retain and grow your audience?




SECTION 1
YOUR AUDIENCE

Summary thought

\Where do the
problems lie”




SECTION 1
YOUR AUDIENCE

Helptul insights

T vou scored low on

Understanding who you're
targeting is critical for all brand
and marketing successes.

Developing behavioural personas will

e targeting and why.

Thorough behavioura

audience insights anc

nelp you focus on who vour brand should

personas will detail
will look to provide

solutions to tackle any current and future

problems or fears your customers face.

Behavioural personas

are a guiding light

when it comes to realigning your brand.

It youd like a proven template, please

contact Vicki who will be happy to send

VOu ONe.

EMAIL VICKI@NALLA.CO.UK
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Your
orTering

| et's look at what your company
ofters its customers



SECTION 2
YOUR OFFERING

not at all a little somewhat mostly definitely

Do you know what your audience expects from you as a business?

Have you defined what makes your business better than vour
competitors; your USPs (unique selling points)?

Do you find your USPs easy to communicate?

Consider what you offer your customers.
How unique is it when compared to what your competitors offer?




SECTION 2
YOUR OFFERING

Summary thought

How could we
improve our ofrering?




SECTION 2
YOUR OFFERING

Helptul insights

T vou scored low on

Your business’ offer may be
referred to differently by different
people; it might be your "USPs’

or “proposition” or “value prop’.

Although the terms are different,
in essence they all focus on

answering a simple question —
‘why us?”

\What is it that your business or
organisation does differently to anyone
else? \Why should your customer choose
vour products or services over

vour competitors?

It’s vital that your offer is differentiated.

his requires research into how your
competitors are communicating, so you
can define yours differently. Remember,
vour offer might be completely driven by
vour brand. Consider the dozens of water

out many different ‘offerings.

Top tip - avoid focusing solely on the
features of your product. The secret to

orands on the market — the same product,

developing a great offer is to focus on your

target audience and how you benefit them.
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Your brand
values

Detining what your brand
stands tor and how it behaves



SECTION 3
YOUR BRAND VALUES

not at all a little somewhat mostly definitely

Does your brand have a clear purpose, vision and mission?

Does your brand have clearly defined brand values?

Are your brand values still resonant?

Do your internal team know your values and how to use them?




SECTION 3
YOUR BRAND VALUES

Summary thought

The one way to ensure
our brand values are
resonating Is..




SECTION 3
YOUR BRAND VALUES

Helptul insights

T vou scored low on

Many businesses and

organisations that we meet don't

have memorable or meaningtul

brand values or mission

statements in place. In some

cases, we see well-defined brand

values that no longer resonate

with the organisation.

't there’'s no clear guidance

on how your brand shoula

bel

Aanda

ave, your business, team
brand can very easily end

up becoming misaligned.

It you scored low and already have a
mission statement and brand values in
place, try and look at them objectively
from the point of view of your audience
and internal team members.

It you don't have a mission statement
or brand values in place, then jot some
starting points down.

Your mission statement is the big industry

problem that you want to solve. Make it as

succinct as possible. It should be no more
than two sentences.

Your brand values are essentially a ‘code of

conduct. They are the key characteristics
or personality traits, you want all your
business and team decisions to be

based upon.
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Your visual

Drandad

How vour brand looks and
the visual assets it uses



SECTION 4
YOUR VISUAL BRAND

not at all a little somewhat mostly definitely

How unique are your brand’s visual assets (typography, colours,

illustrations, photography) compared to your competitors?

Does your team find it easy to implement your visual brand?

Does your visual brand resonate with your audience?

Does vour visual brand represent yvour business plans for the tfuture?




SECTION 4
YOUR VISUAL BRAND

Summary thought

The one way to
improve our visual
brand is...




SECTION 4
YOUR VISUAL BRAND

Helptul insights

T vou scored low on

The most common challenges
we see with a brand’s visudl
aesthetic are:

~> the brand looks dated: it
hasn't been updated or invested
in for a long time

~> it appears incredibly similar
to every other brand in the
sector; this makes ‘standing out’
increasingly difficult, and leads
to customer confusion

Although both may teel like
different problems, they have o
similar solution.

You need a great brand identity team
on your side who understand both your
strategy and target audience. From this,
they can develop creative solutions to
visually position your brand, ensuring

it is robust enough to translate into all
of your channels.

Get this right, and it'll act like rocket tuel.
lt's not always a case of starting again;
our talented designers have updated
pre-existing visual assets to make a brand
relevant once more.

Top tip - make sure your team understand
now to embed and use your new visual

orand. This is as important as investing
in the creative work. A visually powertul
brand is worthless if it stays within a
set of guidelines.
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Your tone
OT Voice

How vour brand talks, and what it says



SECTION b
YOUR TONE OF VOICE

not at all a little somewhat mostly definitely

Does your brand have a clear, differentiated tone of voice?

Do you have a clear brand narrative?

Are there simple guidelines on how to write for your brand?

Do your messages resonate with your audience?




SECTION b
YOUR TONE OF VOICE

Summary thought:

Our

would be betterift..




SECTION b
YOUR TONE OF VOICE

Helptul insights

T vou scored low on

VWe
cConr

Aanda

often find that people get
fused between tone of voice
messaging.

Messaging is what you say.

Tone of voice is how you say it.

Just think of how many different

ways yvou can say hello...

Tone of voice is a critical part of your

branding arsenal. It will hel
from the competitors by ta

0 you stand out

king to your

target audience in a way that resonates

with them. Your brand values are key

here — they should guide any tone of

voice attributes.

Top tip - once defined, consider it there’s

a famous person who encapsulates your

tone of voice. It's a great memory aid for

vour teams. \We set “Robert Downey Jr

playing Tony Stark in Iron Man” for one of

the brands we worked with. The team got

the mix of ‘playful, expert a

nd trank’

straight away. And every time they write,

they have a simple, memorable framework.
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O

<...

Now vou've completed this tool, you'll
have gained insight and clarity into
where your brand is missing important

OPP

ortunities to connect.

It your scores aren’t where you want them to be, or you're struggling with

brand standout, fear not. \We'd love to chat and discuss how we can help

vou reach the next level.

On a fast-paced, 30-minute call with Vicki, our founder, we'll review your

branc

together to gain a better understanding of your current situation

and ¢

nallenges. Using the answers provided from this checklist, we'll

uncover the main obstacle that’s holding your brand back and develop a

3-step action plan to get you results, rast.

L ooking forward to connecting.

EMAIL VICKI@NALLA.CO.UK
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