
Create Your 2020 Brand
Growth Strategy

Because you are to have a crappy brandtoo awesome



thank you



About Me
I build thriving brands with women-

identified business owners.

 

I'm really good at it.



QUESTIONS
Pop them in the chat box and I'll answer as soon as I
can.

ETHICAL TRAINING

I will be introducing a program at the end, but this
webinar will still be very valuable to you.

FUN

If we're not having fun, what's the point?

H
ousekeeping



What is a brand?



W
hat a brand is

VISUAL IDENTITY

Your logo, images, fonts, and colours.

VERBAL IDENTITY

The words you use to talk about your company,
products, and mission.

EXPERIENTIAL IDENTITY

Every touchpoint a human has with your company,
from customer onboarding to employee relations.



“Your brand is a combination of a customer’s
experiences with your business at every touchpoint.

Each memory, thought, impression, website visit,
story, sales letter, social media post, event, phone
call, and transaction contribute to your company’s

brand reputation.”

ELAINE FOGEL



What a brand really is

WHAT YOU STAND
FOR

THE PROMISE YOU
MAKE

THE PERSONALITY
YOU CONVEY



What is a brand strategy?



By definition, brand strategy is a long-term plan
for the development of a successful brand in order

to achieve specific goals, which affects all aspects of
a business and is directly connected to consumer

needs and emotions and the competitive
environments a business operates in.
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Why you do what you do and
what positive impact you

want to make.

YOUR PRODUCTS

What you offer, how it helps
your customer, and how it

makes you money.

YOUR PEOPLE

Who your customer is, what
they value, what they fear,

and why they buy.

YOUR PERFORMANCE

How your customers
experience your brand.



What is the purpose of
your business?

FUNCTIONAL VS.  INTENTIONAL



At Zappos.com, our purpose is simple: to live and deliver
WOW. [We aim to provide] the very best customer service,

customer experience, and company culture. We aim to
inspire the world by showing it's possible to

simultaneously deliver happiness to customers, employees,
vendors, shareholders, and the community in a long-term,

sustainable way.



At IKEA our vision is to create a better 
everyday life for the many people. Our business

idea supports this vision by offering a wide range of
well-designed, functional home furnishing products

at prices so low that as many people as possible 
will be able to afford them.



To make a contribution to the world by making
tools for the mind that advance humankind.
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of consumers say that have stronger bonds to

purpose-driven brands

of consumers said they would be willing to switch

from a known brand to an unknown brand if it was

purpose-driven

77%

68%

are willing to pay more for equivalent product from

a purpose-driven brand
57%



Ask yourself...
HOW PURPOSE FITS INTO YOUR
STRATEGY

What is the intentional
reason I'm in
business? 

What can I give to the
world and my
customer that will
have an impact?

What is the positive
change I want to make
in the world?



Who is your dream
customer?

DO YOU EVEN KNOW THEM AT ALL?



You need a
customer avatar



Y
our C

ustom
er

A
vatar

Name of the persona

Job title

Key information about their company

(size, type, etc.)

Details about their role

Age

Sex

Gender expression

Salary / household income

Location: urban / suburban / rural

Education

Marital status

Children

Additional family

Computer literacy

Hobbies

Time online / websites frequented

Where they get their news



Y
our C

ustom
er

A
vatar

What are her values?

What keeps her up at night? 

What’s her biggest fear? 

Why would she look for a solution?

What would she look for in a “perfect”
solution?

What might keep her from buying from

you?

What can you do to help her feel safe

about buying or feel like you’re the

solution?

GO DEEPER...



What do you sell?

AND HOW DOES IT MAKE YOU MONEY?



Ask yourself...
 

Do these products and
services speak directly to
the main fear and need I
discovered when creating
my customer avatar?

Do I know how much
profit I am making from
each product or service?

Do I know how long it
takes to deliver each of
these products or
services to my customer?



Let's talk about functional
objectives for a minute



$129 per session
Each session is an hour

 
You make $129 an hour



For every session, you spend
25 additional minutes...

 
checking your calendar,

sending an appointment reminder to the client, 
finding the number to call the client,

sending follow up emails to the client, and
transitioning between appointments



That means you actually make
$86 an hour

 
Is that what you want to make for an

hour of your services?



Now, let's talk about
intentional objectives



Do you know what your customer
*really* wants?

 
Do you know why they *really* want

it?



What's your customer's
journey?

IN THIS CASE, IT IS THE DESTINATION



These are The Avengers

This is you
This is Captain America. He's jingoistic, but great.



The Customer
Journey
 

INTEREST

ATTENTION

DESIRE

ACTION

LOYALTY
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ATTENTION

Where will you get your
customer's attention and
how do they want to find

you?

INTEREST

How will you get and hold
their interest? What will give

them the most value?

DESIRE

What would create the most
desire to buy from you in

your customer?

ACTION

How will you get your dream
customer to take the action

to get in touch or buy?

LOYALTY

What will you do to insipre
loyalty in your dream

customer?



Congrats, you've made it to
the end



The purpose of my business is…
The positive change I want to make in the world is…

I will have impact in the world with my business by…

Your Brand Strategy



My dream customer’s name is…
My dream customer's values are…

My dream customer's greatest need is…
What keeps my customer awake at night is…

I can solve my dream customer's problem by…
I keep a copy of my customer avatar in my…

Your Brand Strategy



The main product I offer to my dream customer is…
This product meets their needs by…

This product makes a profit of…
To grow my business in 2020, I need to sell...

(repeat as needed)

Your Brand Strategy



I will get my dream customer’s attention by…
I will get my dream customer’s interest by…

I will create desire in my dream customer by…
I will get them to take action by…

I will build their loyalty by…

Your Brand Strategy



INTRODUCING

your brandL E T ' S  F I X

A 6-WEEK INTENSIVE TO ROCK YOUR 2020



We’ll dig deep on your why — and get clarity on how that
connects to your business growth goals
 
We’ll find your dream clients by looking at who you serve,
who you want to serve, and how your passion meets their
needs
 
We’ll build a foundation for your brand with words and
visuals that your dream customers can’t resist
 
We’ll create an achievable plan to find your dream
customers and turn them into buyers

Your brand is �ixable - you just need a guide



Week 1: Clarity

Week 2: Customers

Week 3: Connect

Week 4: Create!

Week 5: Convert

Week 6: Crush it!

What we cover week-by-week



There's bonuses, too!

Plug and play lead magnet templates 
 
Plug and play funnel templates 
 
Canva video tutorials 
 
My guide to running effective Instagram and Facebook
ads
 
My guide to the best Squarespace and WordPress
templates for your business



If you take the �irst step today, 2020 can be
your year to build a thriving brand

Right now, the program is $397 (or 4 easy payments of $99).
 

On Friday, December 6 at midnight, the price goes up to $497 .
 

So act now and have your best year yet!

https://tristadevries.com/lets-fix-your-brand/



thank you!


