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Introduction
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Marketers are having a hard time these days. We're all aiming for the same demographic, with similar basic product offerings, and sometimes even at the same time. This is particularly true in the world of online marketing. Some people may find our efforts interesting or even amusing. Others are irritated and look for any way to quiet the raucous environment we've created as we compete with one another. To make matters worse, many of the online promotions are fictitious, leaving our target market skeptical of everything they see online. Many of them have actually suffered significant financial losses as a result of unscrupulous marketers' tactics. In fact, less than a quarter of all consumers trust online advertisements. Consider the impact this will have on your sales!

But don't despair; if you're willing to learn how to play your cards right, you can build a recognizable brand.

Online marketing for a business or brand has become one of the most popular ways for entrepreneurs to reach their target audience. Gone are the days when a good billboard and a few well-designed posters would suffice to put you on the map. If you do not take the time to establish your brand's online presence, it is easy for it to be forgotten or overshadowed by competitors. Keeping ahead of the competition now entails carefully integrating online marketing into your overall marketing strategy and, as a result, developing a brand that requires no introduction.

The truth is that marketing your brand online is not a difficult task. However, as with any other skill, you must devote sufficient time to learning as much as possible about the task at hand and the best way to achieve the desired results. Fortunately, you've bought this book, which means you're well on your way to creating a successful brand.
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Chapter 1: Define your brand and what it represents carefully.
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“There is no greatness where there is not simplicity.”― Leo Tolstoy

“Simplicity is the ultimate sophistication.” ― Clare Boothe Luce

“To be simple is to be great.” ― Ralph Waldo Emerson

Your brand represents a unique promise that you make to each and every one of your customers and potential customers. The consistency of this promise, as well as the overall quality of its delivery, will encourage your customers to remain loyal to your brand. Getting your customers to become loyal to your brand is the only true way to make your brand successful. However, in order for your promise to be effective, it must be distinct and easily distinguishable from the many other promises that your prospective clients will encounter.

	What kind of promise does your brand make? 

	Who is your customers that your brand making this promise to?

	Why is your brand's promise distinct from the rest? 

	Why should anyone believe your promise?


At first glance, defining your brand may appear to be a simple task, but don't be fooled. McDonald's golden arches and the Nike swoosh did not become what they are in a single day. These and other successful brands are the product of thorough research, clearly defined boundaries, and an all-encompassing marketing strategy. As a result of all of this effort, each customer and potential customer understands exactly what these brands represent. Have you ever gone into a McDonald's and ordered a Pepperoni pizza? Will anyone in their right mind go to Nike and buy a pair of ruby red stilettos? Certainly not! This is due to the fact that these brands have been so precisely defined that we know exactly what to expect and what these brands can deliver. Customers are far more likely to be loyal to a brand that communicates clearly or has a distinct voice.

The first step in defining your brand is to consider and document what your business is good at. You can use S.W.O.T analysis to identify your company's major strengths and weaknesses. It goes without saying that your brand should represent your business's strengths or core functions. This will necessitate some honest self-evaluation. Some entrepreneurs make the mistake of attempting to be good at everything or doing too many things at once. Making a 'universal' product or service with no specific target audience is even worse. As a result of this strategy, the brand will be poorly defined and will not encourage brand loyalty.

Trying to target out to everyone and do everything will force you to spread your resources too thin. Trying to do everything at once is the quickest way to accomplish nothing. After you've decided on a clear message, the next step is to select the appropriate tools. The marketing tools you choose to use should then emphasize your business's core focus. In doing so, your Marketing strategy should also emphasize what your business is not, allowing your clients to see that your primary focus is not to defraud them. This is a simple way to distinguish yourself from the competition. A memorable brand isn't worth the effort if you're not making money, and the quickest way to make money is to eliminate the competition.

Find three simple words that represent what your business does well after assessing its strength. Consider this: if your brand were a person, what three words would you want your clients to use to describe it? This will necessitate that you and your executive team carefully define your business's mission and vision statements. Your next step should be to figure out how to communicate these characteristics to your target audience in the most straightforward way possible. A complicated commercial or website will turn off potential customers and will be ineffective at generating sales. If you want to make your brand memorable and profitable, keep your message simple.

Defining your brand and its identity will necessitate far more than a flashy logo. It should immediately conjure up images of what your business does and what your brand stands for. One fundamental principle that never fails is to prioritize quality and convenience.

Your brand's identity should be carefully linked to adding value. Make your customers believe that your product or service is of the highest quality, the simplest to use, the most affordable, or even the most durable. Selling hype isn't going to get you very far.

Always keep in mind that your goal is to give your brand a distinct voice and identity. The ultimate goal is to get your brand's voice off the printed page or website and into the minds of your target audience. Your message should leave such an indelible impression on your target audience that purchasing your product or service appears to be the only logical option. You shouldn't have to clog up your website or commercials in order for potential customers to remember what your brand stands for. This will be a waste of time because your brand will be easily confused with another. The following chapter will go over how to create a unique identity for your brand.
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Chapter 2: Build Your Own Identity
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“The art and science of asking questions is the source of all knowledge.” - Thomas Berger

"There are no right answers to wrong questions." - Ursula K. Le Guin

Some entrepreneurs attempt to build their brand's identity by imitating other well-established players in the industry. This strategy will be ineffective. Customer loyalty is a product of developing a unique identity for your brand, as stated in Chapter 1. However, Chapter 4 of this book will provide some guidelines on how to capitalize on the strengths of existing market players without becoming a clone.9+-

If you are already the mastermind in charge of a struggling brand, my first suggestion is to turn to your existing customers. You'd be surprised how much you can gain from some old-fashioned research in the form of a brand audit. Examine what customers currently think about your brand and what they believe it represents. You may be shocked to learn that your customers have completely misunderstood your brand's voice. In the same breath, find out how they rate your brand in comparison to the competition. Your business and brand may be too close to your heart for you to evaluate objectively. This can be accomplished through the use of online surveys or even in-house questionnaires. The key to obtaining accurate information is to ask the appropriate questions. In order to get to the point, ask direct, simple questions.

Now that you've asked the right people the right questions and gained insight into your customers' minds, it's time to
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