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WHAT MAKES A POWERFUL BRAND?

People place value and trust in brands, and 
brands influence behavior. Brands are just 
as important to small businesses as a 
Fortune 50 company. A well-constructed 
brand can build trust in your business with 
potential clients, and when existing 
customers find a brand valuable, they will 
return to it.

A brand is so much more than a trademark 
or symbol. It is an intangible asset that 
encompasses a consumer’s total 
experience and identifies a company’s 
public image and reputation. A brand’s 
assets promote a business and inspire 
trust and influence future behavior if used 
consistently and correctly.

Too often, small business owners are 
overwhelmed with the daily tasks of 
running a business and don’t have time to 
build a brand. It often feels like small 
business owners are up to their eyes 
in work. And when small business owners 
and entrepreneurs do have the time for 
marketing, they often run into a mess of 
half-completed marketing campaigns, 
misplaced logo files, or don’t know who 
manages their website.

Creating a strategic marketing 
plan provides an organized 
roadmap for brand building, 
eventually promoting the 
business tenfold. A well-
designed plan supports all 
aspects of your marketing, 
including:

• Understanding where 
marketing dollars will be 
most effective.

• The best way to speak to 
customers to drive interest 
and sales.

• A smooth transition of 
marketing duties in the 
event of employee 
turnover.

• Consistent and clear 
advertising and messaging, 
so your customer is not 
confused about who you 
are and what you do. 

3 www.uptimize.marketing | 405-285-7005 | Info@Uptmize.Marketing

https://www.uptimize.marketing/
mailto:Info@Uptmize.Marketing


WHAT POWERFUL BRANDS DO 
DIFFERENTLY – SET STRATEGY

A strategy is key to building a brand. Building a solid brand is as important 
for a small business as it is the big ones. If it seems overwhelming or out 
of reach, it is not.

If you don’t have a solid marketing plan, you’ll burn through cash on 
marketing and advertising dollars, chasing after anything that looks 
promising. Many companies are fed up with spending hard-earned dollars 
on marketing and advertising that don’t produce long-term results.
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ELEMENTS OF A POWERFUL BRAND 
STRATEGY: THE 4 QUADRANTS
Quadrant 1: Identity
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Company’s Vision, Mission, Values. 
Includes vision statement, value 
proposition and brand proposition

Quadrant 2: Market
The subset of people most likely to buy 
your service or product

Quadrant 3: Clients
Who your company serves. How your 
service solves your target market’s 
problem

Quadrant 4: Collaborators
Referral partners that help your business 
succeed and grow
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Powerful brands begin making a 
marketing strategy by starting fresh. 
Even if you already have a brand 
strategy or marketing plan, surely 
your business has changed since you 
first created it. So, it is best to take a 
step back and then move forward 
from where you are today.

To build a brand strategy, ultimately 
leading to a powerful brand, you must 
understand what makes your 
business tick, your identity, or the 
ultimate why your business exists in 
the first place. This is called an 
ultimate why. Getting to the ultimate 
why sets the starting point for a 
marketing strategy, and identifying 
the company’s vision, mission and 
values is the first step in identifying 
your ultimate why. 

VIS ION,  MISSION,
VALUES AND THE 

ULT IMATE WHY
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YOUR IDENTITY



Values are guiding principles rooted in everything a company does and makes up a company’s culture. 
Your values drive the operation of your company and work behind the scenes to keep you and 
employees working consistently toward the same goal.

Example of company values:
Uptimize is genuine, helpful, hard-working and growth-minded. We believe we should put these 
values forward every time we work as a team or with a client.

YOUR IDENTITY

What do you see your business doing, or who will the business serve or produce in the future? 
Research proves that employees are more engaged, work harder and produce better results if they 
know and adopt a company’s vision.

Examples of vision statements:
“To provide access to the world’s information in one click.”—Google

“We’re committed to a sustainable future for all.” —Salesforce.com

“Changing the world through digital experiences.” —Adobe

“We believe that everyone should have the option of quality, affordable insurance from a 
company they trust.” —Allstate

VISION

A mission, or mission statement, focuses more on the present day. A mission statement is usually a 
short (one to three sentences) explanation of what a company does and who they serve. A company 
may not explicitly state its mission statement on its website or in its advertising, but it plays an 
important role in building a brand.

Examples of mission statements:
Formlabs: “Formlabs is expanding access to digital fabrication, so anyone can make anything.”

The American Red Cross: “The American Red Cross prevents and alleviates human suffering in 
the face of emergencies by mobilizing the power of volunteers and the generosity of donors.”

Slack: “Make work life simpler, more pleasant and more productive.”

MISSION

VALUE
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A VALUE PROPOSITION AND BRAND POSITIONING 
STATEMENT DEVELOPS OUT OF THE VISION, MISSION 
AND VALUES.  

A value proposition is a 
statement directed at customers, 
telling them what the company 
does and what they promise to 
experience. The value proposition 
should clearly and easily 
communicate to customers what 
the customer will get and why they 
are better.

A brand positioning statement, 
or simply brand position, is a point 
of reference that describes how 
your brand stands apart from and 
one-ups the competition. It should 
be a clear, concise and easily 
understood statement.
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YOUR IDENTITY
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WHAT INDUSTRY ARE YOU IN?  WHO 
ARE YOUR COMPETITORS?

A company’s target market is a subset of people most likely to buy your 
service or product. Companies can have more than one target market. Most 
marketing professionals start by defining customers using demographics 
(location, age, gender, income and education level). Psychographics can 
also define a market, identifying the
people most likely to need or
purchase your services based on
interests, behaviors, personality,
lifestyle, social status and more.
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Some questions to consider 
when defining a target market 
include:

 What market are you in?
 How big is it?
 Can you clearly define it?
 Who are your key 

competitors?
 How are you better than 

they are?
 What do your competitors 

do better than you?

Some ways to research your 
target market include:

 Surveys
 Questionnaires
 Focus Groups
 In-Depth Interviews

YOUR MARKET
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Knowing who you serve is crucial to building a 
solid brand. If you don't know who you are 
talking to, what their wants and desires and 
fears and aspirations are, you will never be able 
to connect with them to develop the know, like 
and trust factor essential in building a 
brand. Relationships are critical to building a 
brand, and like all relationships, you can't create 
genuine connection and understanding without 
stopping and listening and understanding what 
the other person is saying.

In marketing, we call the description of an ideal 
prospect a "persona." The more you know about 
the personas you create, the better your 
marketing efforts will be. Persona descriptions 
should include a picture, name, their pain, fears 
and aspirations and how you can help them.

10 

WHO DO YOU SERVE?
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YOUR CLIENTS

What You 
Want To Say

What They 
Want To Hear

YOUR
BRAND
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WHO DO YOU WORK WITH TO GET 
EVERYTHING DONE?

11 www.uptimize.marketing | 405-285-7005 | Info@Uptmize.Marketing

A collaborator is an outside entity 
(person or company) that helps sell your 
business. This can happen through 
referrals, good reviews or formal 
agreements from other businesses in 
adjacent industries serving your market.

Collaborators positively promote your 
business or expand and improve your 
services. Referral partners are vital to 
developing a referral-based business, 
especially for B2B, service-based 
businesses. To create this aspect of your 
brand, you must know your key 
collaborators/referral partners, how they 
help you, how you help them and how 
you can help grow each other’s 
businesses.

Examples of ways to utilize 
a referral partner:

 Cross-promote each other’s 
brands on social media

 Be a guest speaker or expert 
on their podcast

 Invite them to your 
networking event, or ask to 
participate in theirs

 Showcase their product or 
service at your place of 
business or website

Examples of collaborators:

 Past and current customers or 
clients

 Outsourced help such as 
technical services or a graphic 
designer

 A business help group or 
industry-specific social media 
group

 Industry association members
 Friends and family

YOUR COLLABORATORS
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LEVEL        YOUR 
MARKETING

As a business owner, it's easy to get caught up in a tactical game battling competitors 
for marketing space, reaching the right customers and ensuring your brand is getting 
the attention it needs to grow your business.

If you feel you are up to your eyes in Marketing you can’t handle, are being one-upped 
by competition, don’t know where to begin or fed up with your current marketing 
efforts, Uptimize can help.

Our innovative marketing services are designed to meet the specific needs and 
budgets of business owners that need to upgrade their professional presence.

No one-size-fits-all approach here. We work to truly understand your
business needs and develop services that fit your requirements and budget.

THE NUMBERS SAY IT ALL

Years
in

Business

7
Years 

Entrepreneurial 
Experience

30
Years of Combined 
Team Experience

in Marketing

125
US States

in Our 
Client List

30
Different

Countries in Our 
Marketing Reach

54

Learn more about how

can help you create a powerful brand
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Book a FREE
Consultation
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