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THE BRANDING CANVAS GOAL

CULTURE
(Who you are)
What makes you special for your Audience?
CATEGORIES:
- Purpose, Vision
- Relevant people within the organization (i.e. founder, 
 executives, etc.)
- Acquaintances, network, special relationships
- Company history, stories, anedocts
- Ideas, company culture and personality
- Supported causes
- Beliefs, ambitions, values
- Cultural enemies, challenges, crusades.

OFFERING
(What you give)
What are your products and/or services?
What are the peculiarities of your business model?
How do you facilitate a good experience for your Customers? 
How do you establish and maintain the relationship with them?
ELEMENTS OF YOUR OFFERING:
- Products and/or services
- Special approach (specialized, traditional, innovative, green, 
 flexible, etc.)
- Range (focused, broad, wide, tailored, etc.)
- Relationship style (personal assistance, self-service, automated
 services, co-creation, etc.)
- Distribution methods, logistics, sales
- Price range, payment methods
Etc.

POSITIONING
(Why you)
What distinctive element do you emphasize in order to be considered 
by your Audience?
CHOOSE THE MOST RELEVANT, CREDIBLE AND IMPORTANT ASPECT AMONG 
THE FOLLOWING OPTIONS:
- Values (the special and inspirational ideas you believe in and that influence 
 everything you do)
- Resources (the special approaches, technologies, assets that your leverage on)
- Offering (the peculiarities of what you give)
- Competences (the things you do particularly well)
- Target (markets, people or organization you focus on).

COMMUNICATION
(How they know you)
How do you become known by your Audience?
How do you create a strong relationship 
with your Audience? 
How do you underline your Positioning?
STRATEGIES:
- Visual and verbal Identity
- Tone of voice
- Experiences, sounds, images, smells, interiors, architectures, etc.
- Storytelling
- Sponsorship, advertisement
- Press, Media, Public Relations, Networking
- Events, Community management, Contests, Keynotes, Public Speaking
- Books, whitepapers, publications
- Brand & Branded content
- Digital Marketing, Social Networks (LinkedIn, Twitter, etc.) 
Etc.

INVESTMENTS
(What you need)
In what activities, resources and/or partners do you invest in order to Brand successfully?
DETAIL AND QUANTIFY HOW YOU INVEST IN:
- Assets, time, physical resources
- Marketing, communication
- Suppliers, consultants, partnerships
- Training, education, courses
- Intellectual property development
Etc.

RESULTS
(What you get)
What results do you get through Branding?
OUTLINE IF AND HOW MUCH BRANDING HELPS YOU TO GET:
1. Awareness: they know about you and/or recognise you
2. Familiarity: who knows about you, understands what you offer
3. Valorization: who understands what you do, gets how you are useful
4. Consideration: who has valued yo, gets your Positioning and consider you as one of the possible options
5. Choice: who has considered you, sympathizes with you and chooses you over others
6. Loyalty: who has chosen you, confirms you over time
7. Advocacy: your Audience recommends you to others and spreads the voice about you (e.g. online)
8. Iconicity: you represent the icon for the culture your Audience belongs to.

CAPABILITIES
(What you can do)
What competences and/or know-how can you claim?
CATEGORIES:
- Technical competences (specific for your Offering and/or Arena)
- Other competences (organisational, research, development, etc.)
- Know-how, expertise, domain knowledge (specific for your Offering 
 and/or in your Arena).

BRAND
Write your Brand name Why do you want to do Branding?

PROMISE
(So what)
What do you promise to your Audience?
What kind of idea of your value should 
your Audience make? 
What problems should they think you can solve 
or desires satisfy?
What kind of emotions should they feel while 
dealing with you?
What kind of person or organization will you 
inspire them to be?
BENEFITS:
- Functional (problems solved, risk reduced, costs lowered) 
- Emotional (more safe, relaxed, free, competent, confident,
 energized, reassured)
- Experiential (the experiences optimized or changed, 
 convenience or usability increased, performance improved)
- Cultural (the ideas they will learn or change)
- Social (recognized, loved, respected, connected to others,
 accepted, admired, important, etc.)
- Aspirational (the kind of image, status and/or value they will
 think they could be or express)
- Self expression (the kind of image they will be able 
 to communicate).

ARENA
Where are you competing, 

what is your category or market?

COMPETITORS
What kind of brand, companies, 

services or products are you compared to?

BigName.pro/branding-canvas/
Designed by @LuigiCentenaro, founder of BigName® (BigName.pro) the people and team innovation specialists for enterprise.
Inspired by the work of Strategyzer.com

Copyright 2015-2017 BigName srl © All rights reserved 
Registered Community Design No 003012186-0002 
Version: Aug 2017 v 1.3.6

Licence and copyrights:
bigname.pro/branding-canvas/licensing

REASONS TO BELIEVE
(Why you are credible)
What makes you trustworthy to your Audience?
LIST FACTS, SOLID ASPECTS THAT YOU CAN PROVE:
- Facts, results, proven experiences
- Relevant projects or initiatives
- Assets, goods, resources, intellectual property
- Certifications, awards
- Roles in associations, pro bono, C.S.R.
- Corporate social responsability, welfare programs
- Opinions and/or endorsement by recognized stakeholders
- Pubblications, academic initiatives
- Relevant media coverage and/or quotes
- Relevant social media numbers
Etc.

AUDIENCE
(Who needs to know)
Who are the most important people 
to influence for achieving your goals?
Who influences them?
In what places or communities can you find them?
CATEGORIES:
- Primary target
- Other targets
- Influencers (journalists, bloggers, 
 opinion makers, etc.)
- Managers, employees, collaborators
- Forum, influence groups, institutions, associations
- Communities and tribes (online and/or offline)
- Public opinion
- Users, followers, fans
Etc.


