
Business BrandingBusiness Branding
Make Your Mark!Make Your Mark!



What is image?What is image?

� Business Name
� Logo
� Positioning statement

� Also known as brand driver, tag line
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Typical funeral industry imagesTypical funeral industry images

� Business name
� Family name
� Price or a value
� Location
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� Family name
� Price or a value
� Location

� Hands
� Family symbol or crest

� Positioning statement
� Caring

� Hands
� Family symbol or crest

� Positioning statement
� Caring� Location

� Logo
� Doves/ birds
� Butterflies
� Flowers

� Location
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� Doves/ birds
� Butterflies
� Flowers

� Caring
� Dignity
� Family owned and 

operated
� Australian owned 
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Image is everything! Image is everything! 

� Business name
� Logo
� Positioning statement 
� Stationery/emails
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� Logo
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� Communication style
� Address/location
� Interior décor 
� Personal image
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� Personal image� Stationery/emails

� Marketing material
� Language

� Website

� Stationery/emails
� Marketing material

� Language

� Website

� Personal image
� Vehicles
� Staff 
� Client service/follow up
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What is a brand?What is a brand?

� A brand is simply the values your clients 
attach to your image

� Keep in mind different groups of clients 

� A brand is simply the values your clients 
attach to your image

� Keep in mind different groups of clients � Keep in mind different groups of clients 
may attach different values to your image
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What is your brand?What is your brand?

� What are your brand values?
� What are the AFDA brand values?

� From a member perspective
� From a client perspective
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� From a member perspective
� From a client perspective� From a client perspective

� From an AFDA perspective?
� Trust
� Confidence
� Serenity
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How do you measure up?How do you measure up?

� Conduct an image audit on your business
� Put on your client hat…ask yourself

� What do clients see?
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� What do clients see?
� Who do clients see?
� What do they hear?
� What do clients receive?
� How do we make clients feel?
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� How do we make clients feel?



How do you measure up?How do you measure up?

� Conduct an image audit on your marketing 
material.  

� Ask Yourself
� How many businesses are represented?

� Conduct an image audit on your marketing 
material.  

� Ask Yourself
� How many businesses are represented?� How many businesses are represented?
� Am I presenting more than one image?
� Am I giving mixed messages?
� What values have I attached to my brand?
� Does my image reflect where I have been or 

where I am heading?

� How many businesses are represented?
� Am I presenting more than one image?
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� What values have I attached to my brand?
� Does my image reflect where I have been or 

where I am heading?



How do you measure up?How do you measure up?

� Check for:
� Logos used in non standard ways
� Inconsistent paper colours/quality
� Different names on different material
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� Logos used in non standard ways
� Inconsistent paper colours/quality
� Different names on different material
� A radically different website
� Inconsistent use of fonts
� Style of language and phrases
� Positioning statements, USP’s and benefits 

� A radically different website
� Inconsistent use of fonts
� Style of language and phrases
� Positioning statements, USP’s and benefits 



Claim your market positionClaim your market position

� Identify your direct competitors
� Identify the buying criteria for your market

� How potential clients will compare you and 
your competitors

� Identify your direct competitors
� Identify the buying criteria for your market

� How potential clients will compare you and 
your competitorsyour competitors

� Identify where you outperform your 
competitors

� Identify where you are at risk

your competitors

� Identify where you outperform your 
competitors

� Identify where you are at risk
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Claim your market position Claim your market position 

� Buying Criteria
� Price
� Range
� Proximity
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� Proximity

� Research
� Identify direct competitors
� Check their website 
� Drive by their premises

� Research
� Identify direct competitors
� Check their website 
� Drive by their premises� Proximity

� Specialisation
� Availability
� Customer focus
� Image
� Reputation
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� Drive by their premises
� Monitor advertising
� Mystery shop
� Ask clients, friends, 

family
� Check industry reports 

and publications
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� Mystery shop
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� Check industry reports 

and publications
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Image and branding strategies Image and branding strategies 

� Tailor your image to suit your target clients
� Keep in mind needs, wants, worries and 

concerns

� Select the values you want attached to your 
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� Keep in mind needs, wants, worries and 

concerns

� Select the values you want attached to your � Select the values you want attached to your 
image

� Develop your own “brand speak”
� Choose your market positioning
� Develop a positioning statement
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� Choose your market positioning
� Develop a positioning statement



Capitalise on the AFDA brandCapitalise on the AFDA brand

� Create a branding heirarchy
� Demonstrate the relationship between your 

brand and the AFDA brand
� Promote the benefits of AFDA to your 
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� Demonstrate the relationship between your 

brand and the AFDA brand
� Promote the benefits of AFDA to your � Promote the benefits of AFDA to your 
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� Use the AFDA logo on all marketing 

material including electronic
� Use the AFDA logo consistently

� Promote the benefits of AFDA to your 
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material including electronic
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Image & brand for the new 
decade

Image & brand for the new 
decade

� Signage
� Building
� Vehicle
� Portable

Advertising

� Signage
� Building
� Vehicle
� Portable

Advertising

� Pay per click 
advertising

� Interactive website
� Social media

� Pay per click 
advertising

� Interactive website
� Social media

� Advertising
� Yellow Pages 

Press/TV/Radio

� Passive website
� Emails

� Advertising
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Press/TV/Radio

� Passive website
� Emails

� Blogs
� Twitter
� Facebook
� Linkedin
� Review sites

� Phone
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Emails in actionEmails in action

� Use email to build your image and optimise 
day to day communications
� Use a signature
� Promote your personality

� Use email to build your image and optimise 
day to day communications
� Use a signature
� Promote your personality� Promote your personality
� Become the information giver for your target 

markets e.g. baby boomers, nursing homes, 
RSL Clubs

� Improve your client service with easy follow up

� Promote your personality
� Become the information giver for your target 

markets e.g. baby boomers, nursing homes, 
RSL Clubs

� Improve your client service with easy follow up

� Don’t blow your image with SPAM or BCC’s



Websites drive your brandWebsites drive your brand

� Your image should be prominent
� Demonstrate values in pictures and content
� Tailor your site for your target markets
� Celebrate new technology  - Pods & Vids

Set your site expectations

� Your image should be prominent
� Demonstrate values in pictures and content
� Tailor your site for your target markets
� Celebrate new technology  - Pods & Vids

Set your site expectations� Set your site expectations
� Information
� Credibility
� Revenue
� Client convenience, interaction

� Set your site expectations
� Information
� Credibility
� Revenue
� Client convenience, interaction

� �������������	
���
�������
�
����������	
��
��
�����
��	���	�
����������



A review of industry sites….A review of industry sites….

The GoodThe Good
� Great images
� Launch pads for easy 

navigation
Logical menus

� Great images
� Launch pads for easy 

navigation
Logical menus

The BadThe Bad
� Slow loading, formal 

entrances, flash intros
� Great information below

the fold line

� Slow loading, formal 
entrances, flash intros

� Great information below
the fold line� Logical menus

� Search capacity
� Pictures of the team, 

messages from owners
� Consistent images across 

the site
� Packaging

� Logical menus
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� Packaging

the fold line
� No promotion of benefits
� Generic information, 

formal communications
� Missed opportunities to 

target specific markets
� No positioning
� Too much inactive space

the fold line
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� Generic information, 
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� No positioning
� Too much inactive space



Should you blog, pod or Twitter?Should you blog, pod or Twitter?

� How tech savvy are your target markets?
� What’s the best medium for you?
� What are you trying to achieve?

� Awareness, referrals, sales, positioning?

� How tech savvy are your target markets?
� What’s the best medium for you?
� What are you trying to achieve?

� Awareness, referrals, sales, positioning?� Awareness, referrals, sales, positioning?

� Do you understand how it works?
� Do you have time to keep it up to date?
� Do you have the skills?

� Awareness, referrals, sales, positioning?

� Do you understand how it works?
� Do you have time to keep it up to date?
� Do you have the skills?



CommunicationsCommunications
� Enhance your image with telephones and 

technology
� Voicemail can keep clients in touch 
� Utilise both office and mobile phones

� Enhance your image with telephones and 
technology

� Voicemail can keep clients in touch 
� Utilise both office and mobile phones
� Tap into the power of SMS
� Develop your own communication style  
� Use every piece of technology available to 

promote your image and reinforce the brand

� Tap into the power of SMS
� Develop your own communication style  
� Use every piece of technology available to 

promote your image and reinforce the brand
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