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1. Understanding your identity and brand  

 

2. Connecting with your customers  

 

3. Storytelling to gain early traction  

 

4. Testing and measurement  

 

5. Q&A  

Start Up Marketing 
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Understanding your Identity 
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ñA brand is the sum of the good, the bad, the ugly, and the off-strategy. It is 

defined by your best product as well as your worst product. It is defined by 

award-winning advertising as well as by the god-awful ads that somehow 

slipped through the cracksé.. It is defined by the accomplishments of your 

best employeeé.. as well as by the mishaps of the worst hire you ever made. 

It is also defined by your receptionist and the music your customers are 

subjected to when placed on hold. For every grand and finely worded public 

statement by the CEO, the brand is also defined by derisory consumer 

comments overheard in the hallway or chat room on the Internet. Brands are 

sponges for content, for images, for fleeting feelings. They become 

psychological concepts held in the minds of the public, where they may stay 

forever. As such you canôt entirely control a brand. At best you only guide and 

influence it.ò  
(Bedbury, 2002). 
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Our  

Mission 

Our 

Beliefs 

Our products 

Our communications 

Our advertising 

Ç a focused, single idea 

or promise 

Ç conveys our mission 

and philosophy simply 

Ç inspires customers 

because they can 

relate to it, and see 

whatôs in it for them 

Ç rings true 100% of the 

time, in every 

interaction we have 

with every member, 

customer, analyst, 

journalist, blogger, 

conference attendee 

Employees 

Our market 

Our Brand 

Strategy 

Our operations 
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internal passions,  
visions  

the consumer  
perspective  

the marketplace  
situation  

strategic  
judgment &  

intuition  
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Confidential pieces 
removed but a useful 

template for you to use!  

Do this piece last.  
Make it short, unique, 
no commas, no and ôs 
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products  

practices  

promises  

BRAND  
STRATEGY  

what products and  
services can and will 

bring the brand 
position to life in a 

tangible way?  

how can you bring the  
 brand position to life 
through compelling 
communications?  

how can you embed the  
brand position into the culture  

and ethos of the supporting 
organization?  

Understanding your Identity 
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Obsess about the 

customer experience 

Make referrals and 

recommendations 

frictionless 

 

Connecting with Customers 
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Connecting with Customers 
Measuring Net Promoter Score 

Measure it at statistically 

significant levels every month or 

quarter 

Educate your colleagues about it 

Link it to referral behavior 

Trend it over time 

Produce explanations for 

movements in the score 

Make it part of your start up 

culture! 
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Leverage enthusiasm, trust, advocacy and relationships 

Know when to ask for referrals, and remove the friction! 

Connecting with Customers 
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Connecting with Customers 
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Offer social and financial incentives 

Connecting with Customers 


