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Hello and welcome to Brand Basics for Savvy and Scrappy Start-ups. My name is Heath-

er Campbell and I’m the creator of The Agency Insighter and I am so glad that you’re here, 

especially if you’re in the beginning stages of building your business because branding is the 

number one starting point when we work with companies at my agency and really at virtually 

any other agency I’ve ever worked with. So if you’re in the beginning stages of building your 

business, knowing your brand and having a good sense of how you compete in the market-

place, oh my gosh, it’s going to make everything else so much easier for you.

Clearly, I’m a fan of brands because I believe it truly is business building goal. When you have 

a good brand, you’re able to speak about your business with confidence and ease. And imag-

ine if someone came up to you and said, tell me about your business. And you say, oh well my 

business does this and this and this and this, and you do it without hesitation and you do it with 

pride. Oh my gosh, that sounds like heaven.

And that’s exactly what a good brand does for you. A good brand makes it easy for your cus-

tomers to really figure out what to do with you. They’re able to see how you fit into their lives 

and when you’re able to engage with customers like that, it’s much easier to sort of pivot them 

to focus on the purchase and you make it easier for them to buy what they’re selling because 

people really like to buy from people they trust. When you have a good brand and you deliver 

a great experience with consistency and reliably, you can charge a premium for your products 

and services. That consistency and reliability stands for something. It’s worth something and 

that something is called a premium.

And last but not least, a solid brand. Oh my gosh, it’s going to save you so much time and 

money. You’ll hear me say a bazillion times when you know where you’re going. It’s so much 

easier to get there. And that’s what a brand helps you do. I see too many startups and entre-

preneurs experimenting with their marketing and trying to dial it in and we’re spending money 

on advertising and yeah, they might get some things right or they might get lucky, but rarely 

is that sustainable. So when you have a really solid brand and you build your business from 

there, I’ll tell you, you remove a lot of the heartburn and you’re going to save yourself a lot of 

time and money. So here’s what’s on deck for today. I’m going to share with you with key agen-

cies strategy that 90% of entrepreneurs miss, but not you.
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I’m going to share with you the exact sequence that we use at our agency to set up our cli-

ents for success so they get more than their fair share of customers. Next, I could talk about 

branding for days and days, but I’m going to share with you the two must-haves, the ultimate 

non-negotiables you need to know if you hope to have any sort of brand success. And last but 

not least, we’re going to do a little exercise together that is going to help you own and articu-

late your awesomeness. And I’m even going to do a little fill in the blanks exercise. And you’re 

going to leave here with a really good brand positioning statement that’s going to make you 

feel super legit and official, and I hope very proud of what you’re all about.

So let’s dig in. What do 90% of startups miss?

Wow, isn’t this what we think it’s going to feel like when we start our business? Right? I felt the 

same way. I started my own business five years ago and I thought I was going to be like this. 

And the thing is, is I’m in the business. And so I was a little surprised when I found it felt a lot 

more like that, right? And I work with clients and companies all the time and my hunches that, 

you know, marketing is overwhelming and getting all your components in place is overwhelm-

ing, especially if it’s something that you don’t do day in and day out. And self-promotion is 

hard. But I’m going to let you in on a little secret: Marketing thank goodness isn’t rocket sci-

ence, but there is a definite process to it. So you can see it starts with brand. That’s why I’m so 

excited that you’re here.

Even when I work with an existing company, we always start with brand and make sure we 

really understand the competitive attributes of our client companies. Then we go to customers, 

product and pricing, then website, then you start marketing and then you move on to ad-

vanced tactics. But what we see, but 90% of the time is that entrepreneurs start marketing too 

soon without those core components in place. It sort of sounds like, oh hey, I have an idea for 

a business and they start building a website or doing social media or they start to dabble with 

some of the advanced tactics right now and that’s when building a business starts to feel like 

this. Having a good brand is going to give you more days like this. Now, I’m not going to lie to 

you. You will have days like this building a business. It is just how it is. But again, more days 

like this is our ultimate goal.

This is a perfect time to share with you the must haves that you must have.

So the non-negotiables when it comes to branding, if nothing else, you need to know these two 

things you need to really, really, really like. I mean really, really, really like really, really, really, 
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really, really know and own your competitive attributes and points of distinction. You need to 

know and own these like you know the lyrics to your favorite song. Okay, so we’re going to go 

through an exercise to help you untapped your competitive attributes. But this is something 

that’s critically important. You also need a really good brand positioning statement. This is 

something we spend a lot of time on working on with our clients because it gives you this and 

helps customers understand why you’re the best choice for them and makes it easy for peo-

ple to buy what you’re selling. So if nothing else, these are two things you must must have for 

brand success.

And you might be wondering what is all this? Talk about differentiation. What about if I have 

the best product or service? I gotta tell you it is a noisy world out there. People are bombard-

ed with marketing messages. I think more than 10,000 a day I read recently. So to cut through 

that clutter, today’s imperative is to show how you’re different because different shows people 

how you’re the best for them. You will not be the best for everybody. I am certainly not the best 

creative partner for every person out there, but I’m the best for the people I really like to work 

with, right? So that’s how being different and really having a clear understanding of how you 

compete really helps you connect your business with the people you who need you to show 

how you’re the best for them.

So let’s still a little brand differentiating discovery. I have a couple of tools. I have some Work It 

Sheets that you can download below or grab a paper and pen and we’re going to go through 

some of my top questions. I have a pretty deep brand discovery process. But these are some 

of my favorite questions.

And it starts with who do you want to serve with your business? So what are their hopes and 

aspirations? What stands in the way of them achieving those aspirations? And then what’s hap-

pening now? Where are they now as a result of not taking action? So really put yourself in the 

shoes of your customers.

Next is what is your response to the market? So if you know who you want to serve and what 

they hope for and you have a good sense of what gets in the way, what do you offer and how 

do you solve problems, right? So how are you the best for them to help them blast through this, 

the obstacles so that they can achieve their aspirations. And this last question is really import-

ant. What do aspirations look like from your perspective? Because you want to attract people 

into your business who are going to like working with you and in a way that you’re most com-

fortable working. So I think about maybe working with a personal trainer, some people might 
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really love a militant, you know, drill sergeant who keeps their butt in the gym. And another per-

son might really be motivated by someone who does meditation and Yoga. So you really want 

to make sure that you’re matching what success looks like from your perspective. So someone 

can match their aspiration to that. And when you dial it in the right way, you will attract people 

to your business like a magnet.

Next you need to know how do you stack up to the competition? And if you’re thinking, I don’t 

have any competitors, I promise you Google begs to differ. So find a few people who play 

in your space better. If it’s people that your customers might be contemplating and pair, you 

know, sort of putting you up against. And then what do you offer that would excite people as 

new or and or distinct. So what do you do different or better than the other guys out there? And 

this last question also is very important as why does that matter? We need to make it abundant-

ly clear for people to help them understand that you’re the solution to their problem. Again, it’s 

a noisy world out there, so you need to make it so clear and so obvious for people why they’re 

better off working with you.

Oh my gosh. This next question is one of my favorite questions. I have seen so many lively con-

versations and then one sort of heated argument about this, but what are your brand kindreds? 

So, I love to be able to take a business and put it up against another well-known brand. A good 

prompt for this is if your brand were a car, if your brand were a hospitality brand, if your brand 

were a cocktail, what would it be and why? So think about what kind of brands illustrate the 

kind of personality you want your business to convey and then how is your business similar to 

them. This helps to create a lot of context when you’re talking about your business and it’s just 

a really great analogy that people can really lock in load on to know what you’re all about. And 

it also adds a little bit of fun into your brand positioning.

And then last but not least, this is the eternal question of marketing. Why should people care? 

So I always think what is lost if people do not work with you? But I always like to flip that around 

into the affirmative. So it sounds a little like this after working with you, what’s your customers 

know now that they didn’t know before? How do they feel, what are they equipped to do now 

that they weren’t able, that they weren’t equipped to do before? And then what is the ultimate 

payoff? So what is that ultimate aspiration they’re going to achieve and why are they better for 

having worked with you?

All right, so we’re going to take these awesome answers and if you need to hit pause and work 

a little bit on these questions and answers, please do because in this next step we’re going to 
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do a little brand positioning Madlib. So a Madlib is where you literally sell in the blanks. And we 

used to do these in grade school where someone would prompt you for a verb or an adjective 

or a noun and you didn’t know what the story was, but it would come up with these hilarious, 

nonsensical stories. We loved it when we started to learn about dirty things, you know like in 

fifth grade. So they also have a some very good though G-rated business value as well. So if 

you notice the questions were color coded and all you have to do is literally take that question, 

the answers to your questions and just drop them in here.

Now I told you that when I was starting The Agency Insighter that I struggled with overwhelm 

and self-promotion and so I did my own process. So I thought, oh I’ll just share what I did, 

what my Madlib looked like. And you can see it’s not like I spent a lot of time being eloquent or 

focusing on my marketing language. I literally felt answered the questions and I’m just filling in 

the blanks here. And then when I look at it in a narrative form that is a pretty solid, legit brand 

positioning statement if I do say myself. So it gives me a good sense of the target customers, 

where they are in their life, what their problem is. It clearly conveys what you offer and how you 

solve problems, what success looks like from your perspective and helps to show how you’re 

different from the other people out there.

And it also aligns you with another well-known brand. I like to say I’m like the Spanx of mar-

keting coaches, but and then it shows what it looks like after working with you. So that really 

communicates a lot of information. If you were to share this information with someone, they 

would have a really good sense of what you’re about, how you, how you uniquely create value 

and what it would be like working with you. And that’s again, what makes it easy for people to 

buy what you’re selling. So you might be wondering how will I use my brand positioning ev-

erywhere? It is like the touch point. We use it at my agency, it’s our starting point and it creates 

alignment for anyone who’s involved in our project. But it helps to immediately start to commu-

nicate. Your tone and personality is going to help to guide your customer research because it 

helps to put guardrails up.

It’s going to help with your messaging and your words is going to help with your content de-

velopment because you’re going to have a clear sense of the people you want to serve and 

your problems. It’s going to guide your image curation so you can figure out what you want 

your visuals to look like, have better sense of your target customer and you’ll use it when you’re 

higher-end, you know, like a, like a vendor, you know, maybe you hire a virtual assistant or you 

grow your company and you’re hiring people in. It’s a really great way to align them to make 

sure that you are expanding with like-minded people. So branding, it’s a beautiful thing and 
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thank you so much for your time today. I hope you so enjoy the clarity because you deserve it. 

And I hope that you really found this exercise helpful in helping you untapped your differentia-

tors and really start to get a core component in place, which is your brand positioning.

So I’d love to see your Brand Madlibs and see your brand positioning statements take shape. 

So please, please share them below and also share any feedback too. I love to hear what you 

guys have to say. Visit TheAgencyInsighter.com for a bunch of new tools...if you remember 

from the sequence next up is customers. And of course there’s this little course waiting there 

for you to help you out on that front. And then of course, follow me on Instagram and Facebook 

@heyheathercampbell, and thank you again so much for your time. Just please know it is my 

mission to continue to share my agency best practices so you can build a business and a life 

you love and just please know that you have someone out there who’s rooting for you. And I 

know you can do it. Take care.


