Branding…Reason to Believe

We have discussed the idea of positioning and gaining a unique position in the minds and hearts of our intended market.  We establish our brand identity using the concepts of value; values; personality; attributes; and benefits.  It is, however, one thing to say something, and another matter to present evidence that creates belief.  

A reason to believe should always accompany your brand statement.   Some label it as support.  It builds the case for the target audience accepting your brand position or unique selling proposition as true and credible.  

Do you remember the ads for DieHard Batteries?   It is one thing to say “Die Hard” but another thing to show in a commercial a car, buried in a snow drift in Alaska.  A car buried for months in fact in the Alaskan snow, only to start immediately when the driver turns the ignition key, is a very effective image and a reason to believe.

St. Jude’s medical position is “Finding Cures, Saving Children”.   It is a wonderful and powerful position but why would I believe it.  Because they give us reasons to believe such as the fact that through their research efforts, they have increased in a substantial way the survival rates for certain childhood cancers.
So as you consider your position in the hearts and minds of your intended audience, remember that it is one thing to say your position, another thing to get people to believe it.   Give them all a “reason to believe”.

