
Are You 
Making These 
5 Big Branding 
Mistakes?
Profit principles of Fortune 500 brands that can change 
the game for small and midsize businesses.



Before we get into the mistakes, it’s important to state why 
branding is so important for the success of your company: 
perception matters. In fact, perception is everything. No 
matter how pristine and impressive your qualifications or 
credentials may be, how people perceive you and your 
company matters far more. 

People who interact with your brand will decide in less than 
15 seconds whether or not they will buy from you. That’s 
all the time you get to make an impression and create a 
perception. Their perception of your brand directly affects 
whether they will recommend you, follow you, listen to you, 
subscribe to your service, or complete whatever behavioral 
action you want them to take. Branding is about maximizing 
those fifteen seconds by tapping into the subconscious mind 
using different visual, verbal, and behavioral cues to influence 
their perception.

Your subconscious mind easily influences your conscious 
mind and you don’t even realize it. The same is true for 
everyone in your target audience. Successful brands 
tap into their audience’s subconscious minds because, 
according to Harvard Business Review,
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If you have such a short period of time in which to ethically 
influence your audience’s perception of you and your 
company, it is necessary for you to decide what is your 
desired perception in the market. 

But that desired perception has to be true to who you are, 
to your company and personal values, and to the purpose 
you’ve set for your company. 

So, what are the most common 
brand mistakes small to midsize 
companies make that can sink your 
business? Let’s explore each one.
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You’re building a 
brand in the wrong 
sequence.01

Most companies start with a Business Strategy, 
which is how you plan to reach your business 
goals and be competitive in your industry. It helps 
you identify your strengths and weaknesses and 
where to spend your efforts and resources.

Then they develop a Marketing Strategy which 
is your business’ plan to reach people in your 
market and convert them to paying customers. 

But in the middle of these two is your Brand 
Strategy. 

Your Brand Strategy comprises many layers 
including your Brand Archetypes, Brand 
Architecture, Brand Platform, Brand Messaging, 
Brand Purpose, and more. The Brand Strategy 
must come before the Marketing Strategy or you 
will waste both time and money on marketing that 
could be far more profitable.

A clearly articulated Brand Strategy is how you 
and your team get behind a singular vision. 

It’s what enables your copywriter to craft copy 
that resonates with your target audience. 

It helps your designers have a clear concept 
for creating visuals that align with your desired 
perception. 

It helps you position your company as a market 
leader and force to be reckoned with. 

And, on a practical level, your brand enables your 
sales team to close deals faster and with less 
effort.

Build a Brand Strategy 
Before Designing, 
Copywriting and Marketing

Solution:
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02

Create a Brand That 
Connects Emotionally With 
Your Customers

Solution:

Most business owners usually focus on the 
demographics of their target customers. That is, 
how old they are, where they live, and whether 
they’re married or not. For more advanced 
businesses, they look at psychographic data, 
such as what type of cars do they drive, what 
music they listen to, and what are their hobbies.

But there’s a more powerful set of data that 
trumps both. Purchasing Drivers.

Do you know what really drives your audience 
to buy something that solves their problems? 
Do you know the deeply emotional results of 
that problem? Do you know what they aspire to 
experience instead? Do you know how to find that 
out? 

Most people have become wary and untrusting 
of advertising and marketing messages. They are 
savvy and skeptical, and don’t want to be sold to 
or patronized. 

That’s why your brand has to appeal emotionally 
to the right audience. You can have the most 
amazing, high-quality product or service, but if 
you haven’t aligned your brand with both the 
pain and the aspirations you know your target 
audience are experiencing, your sales will suffer 
and your business will experience an uphill battle 
trying to convert prospects into customers. 

The secret? Identify the emotional purchasing 
drivers, measured in terms of how your customers 
want to feel. We buy based on emotion first (and 
may validate our emotional purchase based on 
logic or reason).

You don’t know 
why and how your 
customers buy.
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03

“Own” A Unique 
Brand Category 

Solution:

Once you are clear on your target audience and 
have analyzed the competitive landscape, your 
Brand Position is the “white space” you intend to 
occupy in the minds of your target audience. 

It is how you differentiate your company from 
everyone else in your market.

You need to create a Brand Positioning Map 
based on x and y axes. Start by determining 
the two axes that frame the key aspects of your 
competitive environment. These could be low 
vs. high quality on one axis and minimum vs 
maximum quantity on the other axis. Or slow vs 
fast speed and poor vs excellent efficacy. Create 
this four-quadrant map and begin to fill in where 
your competitors exist, based on the two axes.

By inserting similar companies to yours in the map 
you’ll be able to see where there is an opening in 
the market. Don’t try to fit your company into a 
spot on the map that’s already full.

You’re competing 
in a crowded 
market space.
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04

Create a Brand Promise 
That Speaks To Your 
Customers

Be Credible Be Relevant

Be Unique

Solution:

Your customers want to know why they should 
buy from you, and that means you need to 
convey the ultimate benefit they receive from your 
brand. 

This is also known as your company’s Brand 
Promise. 

The mistake most companies make is they 
don’t properly combine the three main elements 
of a Brand Promise: credibility, relevance, and 
uniqueness. 

Credibility involves proof for your claims.

Relevance takes you back to the core problem 
from which your target audience is suffering.

Uniqueness is being able to articulate why your 
prospective customers would prefer you over your 
competitors.  

All three criteria are critical to creating a Brand 
Promise that captures the attention of your 
customers, because the brand is speaking to 
their needs, wants and desires.... not your needs, 
wants and desires.

Your brand is 
all about you.
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Infuse Personality 
Throughout All Your 
Branding

Solution:

No doubt, it’s a smart idea to have your brand 
“professionally created”.

But understand that creating a brand that is 
“professional” isn’t the same thing as having your 
brand “professionally created”.

Your ideal customers want to know who you are 
and who you’re not. This important aspect reveals 
itself as your Brand Personality. 

Are you funny? Outdoorsy? Chic? Down to earth? 
Or, are you stoic, introverted, and reserved?

Use stories to authentically illustrate your brand’s 
personality and you’ll be surprised that you’ll 
attract the same type of customers who align with 
your personality. 

It becomes easy to create a strong connection 
when your customers also become your biggest 
advocates, doing lots of your marketing for you!

05 Your brand is 
boring and 
“professional”...
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There are quite a few other common 
mistakes small to midsize businesses 
make without being aware of it. And that’s 
the biggest problem. Even if you’re doing 
reasonably well, if your brand is “off”, 
imagine how much better your company 
would be doing if your brand were actually 
on target! 

It’s important to us to help you be 
successful. We believe there is a ripple 
effect for which we are all responsible. 
When one company is successful, it 
means there are more opportunities 
available for more people. And more 
money to pump back into the economy. 
And more small and midsize businesses 
that are strong enough to help out in their 
communities. 

To explore how we can help you build 
a brand, click the link here to book a 
complimentary consultation. 

Next Steps:
We’re 
looking 
forward to 
speaking 
with you!

https://calendly.com/brandingforthepeople/exploratory?month=2020-07
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www.brandingforthepeople.com

Ready to take your 
brand to the next level?

CLICK HERE TO FILL OUT OUR NEW CLIENT 
APPLICATION AND LET’S TALK!

https://brandingforthepeople.com/
https://bftp.typeform.com/to/SBkDTHKs

