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NEW BUSINESS? NEW PRODUCT?  
BUILD A STRONG BRAND FROM DAY ONE
Despite economic uncertainty, the pandemic has led to a surge in startups. Businesses are pivoting, 
creating new products and services. Mergers and acquisitions hit new record highs. As a result, it is 
now more critical than ever for your brand to stand out from the competition.

Here are 12 essential tasks you need to consider to launch your NEW BRAND

1 CAPTURE YOUR CORE IDEOLOGY
Companies that enjoy enduring success have a core purpose and core values that remain fixed while 
their strategies and practices endlessly adapt to a changing world.

It is vital at the outset to establish your Vision for your new business/product, be clear about your 
core purpose or Mission and the Core Values that you will engage to achieve them.

2 COMPANY NAME
Choosing the right name for your business or a new product or service is one of the most critical 
business decisions you are likely to make. Here are five tips for an unforgettable name. Make it:

SUGGESTIVE – Use a name that evokes a positive brand experience. When Jeff Bezos named Ama-
zon, he knew that the name was synonymous with enormous.

MEANINGFUL – A variation of “it does what it says on the tin”, your customers will immediately “get” 
what you’re about. Examples are EasyJet and Kryptonite bike locks.

VISUALLY EVOCATIVE – This is a great memory aid. Think about what the names Land Rover and 
Range Rover conjure up.
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ORIGINAL – It is essential to stand out from the crowd and differentiate yourself. Quirky brand 
names like Ben & Jerry’s (ice cream) do this well. However, they are also personal and…

EMOTIONAL – You need to make an emotional connection. For instance, perfumes (think Chanel 
Allure) often go down this route.

NB: It is imperative to ensure your new company name hasn’t already been taken and Trademarked.

3 SECURE YOUR WEB DOMAIN
Managing to bag the right web domain for your New Brand that reflects your Vision and positioning 
is challenging. Still, it can be vital to your New Brand’s success, particularly if you intend to have an 
eCommerce presence online.

You should carry out this task in conjunction with creating your Company Name to ensure an intuitive 
domain for your brand name is available.

4 CREATE YOUR VALUE PROPOSITION
A value proposition promises value to be delivered, communicated, and acknowledged. It is also a 
belief from the customer about how value will be provided, experienced and acquired.

It is a crucial part of a company’s overall brand strategy. It provides a declaration of intent or a state-
ment that introduces a company’s brand to clients by telling them what it stands for, how it operates, 
and why it deserves their business.

5 MARKET RESEARCH
Deeply understanding your customers, competition and market potential is critical to help you make 
critical decisions about the future of your New Brand. Most markets have a lot of valuable data availa-
ble online, but you may have to pay for some.
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Your competitive landscape is well worth spending time understanding. How do your competitors talk 
about their products and offerings? How do they look to make sure your New Brand is distinguishable 
and stands out? How do customers and employees talk about them?

6 DEVELOP BRAND POSITIONING STRATEGY
Brand Positioning aims to make a brand own a distinct position, relative to competing brands, in the 
customer’s mind. It’s what you want to be known for. The diagram below is a helpful tool to help you 
determine what makes you different.

Once you have defined what makes you different, your competitive position, you should articulate with 
a short statement or phrase e.g. Nike’s positioning statement is ‘To bring inspiration and innovation to 
every athlete in the world.’

IDENTIFY YOUR WINNING ZONE

LOSING ZONE
When a competitors meet 

consumers needs better than you

WARNING ZONE
Your brand’s clear difference 
matters to consumers

DUMB ZONE
Competitive battle where consumer 
does not care

What does your brand do best that sets it apart from the competitors? Use this Venn Diagram to get a realistic picture of your 
winning and losing points.

RISKY ZONE
Win with speed, 

emotion or  
innovation

WHAT YOUR 
BRAND DOES 

BEST

WHAT 
CONSUMERS 

WANT

WHAT YOUR COMPETITOR 
DOES BEST

EDIT THIS DIAGRAM AND ADAPT IT TO YOUR NEEDS AND CAPTURE YOUR AUDIENCE’S ATTENTION.
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When defining your brand position and where it fits into your market, it can help to think of your brand 
as a person or brand persona.

7 CUSTOMER/BUYER PERSONAS
It is also a valuable way of understanding your potential customers to think of them as a person 
that represents key traits of a large segment of your target audience. The persona is based on your 
knowledge of potential customers and data collected from your research.

Thinking of your target audience in this way will allow you to segment your customers into different 
groups with specific buying requirements and issues, allowing you to market to them with relevant 
messaging.

8 WRITE YOUR BRAND STORY
A good brand story brings your New Brand to life. It should be succinct and tell the narrative behind 
your brand, including where you’ve come from and where you are going. You can’t embellish as it 
needs to be authentic and inspire an emotional response. Your brand story should align with your 
brand, position, and assets and be consistently told. Simple stories are more effective and should 
answer the five questions below:
Who are you?
What do you do?
Why are you here?
What do you care about?
Why does it matter?

9 BRAND VOICE
Consistency across a brand builds strength and value, including your brand’s tone of voice or brand 
voice. Brand voice is what you say, and brand tone is how you say it. Social media has made having a 
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distinctive brand voice more important than ever to make sure your brand stands out from the  
digital noise.

Brand voice is the distinct personality your brand takes on its communications. It’s how your brand 
talks to the market, the vocabulary and the attitude it assumes. Your brand tone may vary depending 
on whom you are talking to. The situation, e.g. the enthusiastic tone you use to announce a new 
product, will be very different when dealing with a customer complaint.

10 CREATE YOUR LOGO AND BRAND IDENTITY
You may have thought that we would start with creating your logo and visual brand identity because 
it is the sexiest part of creating a new brand. But without the previous steps, your brand will have less 
meaning and won’t be as strong.

Many people think your logo is your brand. Sure, your logo is a significant part of your brand identity, 
but it is just the gateway to your brand. Your brand identity should encompass a visual blueprint of 
brand assets, including colours, typefaces, icons, graphical styles, and image and photography styles 
for online and offline use.

Your brand’s visual identity should present customers with an immediately recognisable, distinctive, 
professional image that they can trust and position you for success.

11 TELL THE WORLD ABOUT YOUR NEW BRAND
Now that you have created your New Brand, it is time to tell the World your brand story, why you are 
different and why they should engage with you.

The average consumer sees up to 10,000 advertisements every day! It is increasingly challenging to 
cut through the noise and attract attention. You need to target the RIGHT MARKET with the RIGHT 
MESSAGE through the RIGHT MEDIA. Read more about Market, Message, Media.
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12 PROTECTING THE INVESTMENT IN YOUR BRAND
Your brand is your most valuable asset.

If your brand isn’t managed correctly, consistency diminishes over time. The customer’s brand 
experience is compromised. They fall out of love with your brand and start flirting with your 
competitors - your brand loses its impact, and your brand value evaporates.
Breathe’s TEAM+ Service provides ongoing brand management support to ensure your brand 
continues to deliver a high level of value and impact in the long term.

TEAM+ MAXIMISES THE RETURN ON INVESTMENT OF YOUR BRAND
TEAM+ STOPS YOUR BRAND MARKETING SPEND FROM BEING WASTED
TEAM+ CREATES MARKETING OPPORTUNITIES FOR YOUR BRAND

TEAM+ offers different brand management support packages to suit your requirements. 
Want to find out more? Just give us a call on 01491 575057  
or email info@breathe4u.com
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NEED A STRONG BRAND? 
GIVE US A CALL 
01491 699845
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