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1 	 U n d e r s t a n d  t h a t  y o u r  b r a n d  i s  a 
r e f l e c t i o n  o f  w h at  t h e  m a r k e t  va l u e s . 
It is up to you to find, communicate and deliver on that 
value, every day.

2 	 C r e a t e  a  d i f f e r e n t  m e a n i n g  f o r  y o u r 
b r a n d  t h at  c u s t o m e r s  f i n d  r e l e va n t  a n d 
c a n  c a r e  a b o u t.
Differentiation and relevance, much more than mere 
awareness, keep your brand strong.

3   K   n ow  e x a c t ly  w h o  y o u  wa n t  t o  ta l k  t o . 
Then, know your competition. Make the distinction 
crystal clear to your audience what your company 
offers and how it is different and better than what your 
competitors claim.

4  T  o  d i s c o v e r  a  d i f f e r e n t  a n d  r e l e v a n t 
b r a n d  i d e a ,  l o o k  f o r  t h e  o b v i o u s . 
The best answers typically come from talking to your 
customers and spending time in the field. The goal is 
to uncover a meaningful feature, service or other value 
that no one has noticed before.

5 	 �M a k e  s u r e  y o u r  b r a n d  i d e a  i s  i n  s y n c 
w i t h  y o u r  b u s i n e s s  s t r at e g y. 
What exactly are you selling? Does what your brand 
promises match up with your core product or service? 
Does it support and leverage your business development 
action plan? The brand represents your promise to the 
customer, so it has to be spot on. 

6 �	 �C a p t u r e  y o u r  b r a n d  e s s e n c e  i n  a  s i m p l e 
s tat e m e n t. 

It doesn’t have to be clever, but it does have to be easy to 
understand and repeat.

7 �	 �Bu  i l d  y o u r  b r a n d  a m b a s s a d o r s . 	
S h a r e  t h e  m e a n i n g  a n d  g o a l s  o f  y o u r 
b r a n d  o p e n ly  w i t h  a l l  e m p l oy e e s . 
Help them understand their role, at all points of 
contact with the customer, in delivering on your brand 
promise.

8 	 S p e n d  y o u r  m o n e y  w i s e ly. 
Once you’ve determined which points of contact with 
customers have the most potential to drive perception 
and grow your business, invest only in those areas. 
These interactions are where your brand can really 
shine. They represent your best opportunities to build 
new business and go deeper with existing customers.

9  �R  e m e m b e r  t h at  y o u r  c u s t o m e r s  r u l e .
Evaluate your position with clients twice a year, at least. 
Make sure that your valued difference is still distinct in 
their minds and be sure to listen to your core customers 
first. They are your foundation.

1 0  ��K  e e p  i n  m i n d  t h a t  b r a n d i n g  i s  f o r  t h e 
l o n g  h a u l . 
Strong brands last because they work hard to 
communicate their difference. 

The people behind the brand are committed to doing 
whatever it takes to deliver on the brand promise, day in 
and day out. Building and maintaining an unbreakable 
brand is a lot of work, but the support earned from your 
loyal, growing customer base makes it all worth it.  

10 Keys To Building A Strong Brand		

By Mark Zust 

Your brand should be your company’s most valuable strategic asset. Remember that building a brand is simple. Not 

easy, but simple. Your brand, developed strategically over time and built on a rock solid foundation of quality and 

integrity, will set your company apart from the pack. For good. Here are 10 things that can help get you there:


