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BRANDING WITH DIGITAL AND SOCIAL MEDIA 
MARKETING – GUIDES AND CHECKLISTS 

 

Why Use Branding for a Small Business?  Is it Really Relevant? 

 

Branding can be a slippery concept to get your arms around.  In fact, for small 
businesses it has in the past been something of a non-issue.  If an independent coffee 
bar, retail shop or car repair shop were to spend hours thinking about branding, you'd 
think they'd gone mad.  For a single, independent business on the high Street, the logo 
combined with the personality of the owner can pretty much define the brand. 

However, when we are talking about an online presence and online marketing, 
branding is important because it defines how you present your business to the world 
at large – through cyberspace.   

In cyberspace you don’t get to stand in front of someone and let them absorb 
your personality and your passion for your business.  That’s where thinking through 
your online branding comes in.  Online branding for small and medium enterprises is 
about controlling what people think about you online, and making sure you look as 
you can. 

Remember, digital and especially Social Media Marketing is about building long 
term assets for your business.  Those long term assets can be a nice long email 
marketing list, a set of profitable repeat-customer relationships, a healthy following 
on Twitter, or a great reputation for expertise built up through social media.  A well-
recognized brand is certainly one of those critical business assets that can be created 
online. 

Sounds difficult and technical, but it’s not.  Branding does not need to be a long-
winded and difficult business. You just need to take some care and bear some factors 
in mind when setting up your online presence. 
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What is Branding? 

 

Marketers can be flaky bunch, so I will stick with the definition given by the 
American Marketing Association: "A brand is a customer experience represented by a 
collection of images and ideas; often, it refers to a symbol such as the name logo, 
slogan, or design scheme." 

Clear?  What do you mean, no?? 

Or: the impression of your business you wish to create in your buyer's mind. 

Or: the logos, fonts, colours, images and words that represent your business 
and all that you stand for. 

Or: Your online brand has to represent the personality of your business. 

I’ll come onto the detailed planning of thinking through your brand, but for 
now, here are two key points. 

There are two must do elements of branding for small and medium businesses: 

 

Consistency 

 

Targeting 

 

Consistency 

 

Perhaps above all else, a successful brand online needs to be consistent. 
Regardless of which channel your customers see online – website, Facebook, Twitter, 
YouTube, blog or email – they should all have consistent and recognisable elements 
and tone, and they should be giving the same consistent messages. 

Your online presence, regardless of the channel, should use these following 
elements consistently: 
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Tone and Voice: what would your brand sound like if it was a person? What are 
the words like? Professional? Sarcastic? Irreverent? Fun? Knowledgeable? Superior..?  
Whichever tone and voice you choose unique to stick to it across the different Social 
Media channels and your website. 

Font: try to stick to the same fonts, and this may not be as easy as it sounds. 
The number of "web safe" fonts is not that huge, so check that the font you choose 
will render correctly on websites, iPads, phones and the rest as well as your printed 
material. 

Colours: Choose a colour which works well online and stick with it across your 
media, including printed material. Make sure you get the correct Pantone name and 
number, and the right RGB code – and stick to them. 

Design Elements: if you are using icons on your site, choose a set of consistent 
icons and stick to them. It is tempting to go for highly designed, complex icons, but 
when it comes to seeing these on mobile devices it may come unstuck. Keep it simple 
and keep it consistent. The same goes for use of whitespace. Keep use of whitespace 
consistent. If you're using photos rather than created images, again be consistent and 
use similar images with similar colours. Images in general are easier if you want to 
maintain consistency. Photos may require you to have the same actors or models for 
instance. 

Logos: obviously logos should be the same, or you should have a consistent set 
of maybe three or four logos which you use. 

Messaging: what are your main messages? Value? Quality? Your unique 
difference? Again keep this consistent across the channels. 

Positioning: what is your stated position on any controversial issues in your 
industry or sector.  This can define you. 

Mission: do you want customers to see what your mission is, or do you want to 
present a mission to customers?  “To transform lives of inner city kids by teaching 
employability and lifeskills” or “To make high quality organic foods affordable to all”. 

 

Targeting 

Your brand online should be targeted accurately at the profile and persona of 
your ideal customer. You will remember that working on the profile of the ideal 
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customer is essential – especially her likes and dislikes, problems, sticking points and 
irritations.   

Having created this ideal customer’s profile you should craft your image, even 
your logos, colours and fonts, and your messages and offers, to appeal to that ideal 
customer. 

 

This is of critical importance for online branding, since when you are online 
anything which is generalised, vague or unclear will go unheard.  Your message should 
be specific, and if it is not aimed at your ideal customer, it will not be specific. 

Think of a medium like Twitter.  All of those millions and billions of 140 
character tweets are being thrown constantly into the ether. Sometimes it seems like 
Twitter is a huge room full of fifty, a hundred or thousand individuals all shouting at 
the tops of their voices for a few seconds at a time. Who is listening? Why would 
anyone in that big room listen unless the message was of particular, vital interest to 
that individual?  That’s what cyberspace is like. 

This is why targeting is so important to your brand. In cyberspace, no one can 
hear you scream – unless it was targeted specifically at them.  So before you start 
thinking of what logos or colours or messages you are choosing to go with, think of the 
ideal customer and not just what appeals to you yourself. 

See the targeting checklist below. 

 

Ideal Customer Profile Checklist 

 

Think of these questions when you are building your online customer profile: 

Demographic: 

Income bracket, age, gender, marital status, family status and so on. 

 

Job Level/Seniority: 
 
Their job, seniority, position and capacity to understand and make decisions 
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Typical Day: 
 
What they do day to day, their pain, their annoyances, what takes up their 
time, what they perceive as holding them back, what do they care about. 
 
Their Pain: 
 
What overarching problems would they really like to solve or be rid of? 
 
Inspiration: 
 
What or who really inspires them in their space?  Whom do they look up to?  
What would they really like to achieve?  How could you further their career? 
 
Information Sources: 
 

Where do they look for news and information?  Online, offline, influencers in 
their sector or business.  Networks and partnerships they use for help and information.  
Do they work in consortia? 

 

The next thing you need to consider is what is your value proposition to this 
Ideal Customer. 

 

Document Your Value Proposition - Checklist 

 

Your Value Proposition is what you are offering to these target individuals, what 
it can do for them and why they should want to pay money for it.  Clearly it ties in with 
your Ideal Customer Profile, and you should have a thorough, documented description 
of who this is before you write down  the value proposition.  Here are the things you 
should be thinking about when you’re pinning this down. 

 

Your values: 
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What do you stand for?  What do you want to be seen as?  How do you want 
this to reflect on you as a person?  A used car dealer has a different standing in the 
community than a teacher or a doctor.  Maybe that shouldn’t be so, but it is.  What 
are your values as a person or business, and how do you want to be perceived by 
customers? 

Your Mission: 

See above.  You should try to define what you are doing as a mission to provide 
something that was not there before.  “To provide tasty and satisfying lunchtime 
sandwiches”; “To provide gourmet standard lunchtime sandwiches”; “To provide low-
cost lunchtime sandwiches for those on a tight budget”. 

 

What Does your Customer Want: 

Using the profile of your ideal Customer, work out what your customer ideally 
wants from you and at what price, and service level, or convenience.  What do they 
ideally want and how close can you get to that ideal? 

 

Why you are the Best for the Job: 

Look at competitors and alternatives.  Why should they choose your service?  
Bring in anything which is unique and special and define as clearly as you can why they 
would choose you rather than an alternative. 

Find and present proofs and evidence that show clearly how you delivered for 
other customers, and prove that you are what you say. 

 

Insights and Expertise: 

Identify new ways of doing things or new angles for looking at problems, or new 
solutions.  Create clear presentations of proofs and testimonials and ask yourself in 
what ways this shows your expertise to customers, and why your way is superior. 

 

Reputational Proofs 
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What ways do you have of proving your quality, your expertise, your good 
standing and your reliability.  This is not just testimonials and proof in stats and results, 
but also membership of trade bodies and professional associations, awards received, 
media mentions and so on. 

 

Targeting Checklist 

Having pinned down your ideal customer profile and value proposition and 
ldeal Customer Profile (ICP), you need to go through how you are to target these 
customers using digital and social media, and face to face networking for that matter. 

 

 What kind of content can you create that will appeal directly to the ICP 
and how you can effectively, consistently and easily create it.   

 How that content will support you brand-building aims. 

 What Social Media and other channels you can use to get the content 
out there?  Which Social Media does the ICP use?  Which channels will 
be cost effective and time-efficient? 

 Design products and services that are better suited to the ICP’s needs. 

 Develop metrics and analytics which take account of the ICP and check 
on your success in key areas.  By tuning your metrics, you will be better 
able to tune both marketing activity and product/service design. 

 

Segment, Personalize and Customize the Brand Experience 

 

This is kind of Stage 2, but you have an obligation to customize and personalize 
as much as you can to create the best 1 to 1, personal experience that you can for the 
customer.  Customers are won and retained one at a time!  The more you cn 
personalize, the more you will achieve this. 

Think of the way Amazon presents itself.  Amazon is a something for anyone 
type operation, so it’s not that easy to get a clear brand.  The overall brand values work 
around good value, excellent service and convenience.  The real branding afterburners 
come on when it comes to personalization.  Amazon offers you stuff it knows you will 
like.  It customizes the home page to suit you personally.  Amazon is constantly telling 
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you it knows you and the things you like.  You feel part of the community with all those 
customer comments and reviews.  After a while you begin to trust and buy on the basis 
of what Amazon suggested. 

You have to collect as much data as you can about customers and retain it in a 
way you can use.  Use buying history and flag areas of interest for each customer or 
prospect.  You can use this segment your email messages to them in particular and 
your offers also. 

 

 

Branding = Content, Content = Branding 

 

This point is always worth repeating. 

However carefully you have crafted your colours, fonts, images and look and 
feel, and however expensive or flamboyant your design has been, when it comes to 
your online platform, you still have to produce great, engaging, interesting content. 

Boring content will create a boring brand, end of story. 

So when it comes to targeting, remember to target the content as well as the 
messages and brand image.  

 

Is the content going to grab the attention of your ideal customer? 

Does the content solve this problem, or soothe that pain? 

Are your customers going to use this channel at all? For instance, there is no use 
using Facebook for a demographic or age group which does not use Facebook. 

Is the tone and voice going to appeal to your ideal customer? 

Most importantly of all, are you posting on Facebook, Twitter, or a blog simply 
because you feel you have to? 
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When it comes to sharable content for Social Media, it doesn’t matter if your 
content is superbly well crafted, on message and targeted.  You can’t afford to be 
boring. 

The quirky, surprising, shocking and hilarious will always have a huge 
advantage. 

http://www.theattentionbusiness.com/
http://www.tomlinsondigital.com/

