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Why this Blueprint
Most companies don't have a quality problem. They have a perception problem: their market
can't tell, within seconds, why they are the right choice. The result: exhausting outreach, price
wars, and deals lost to competitors who are sometimes objectively weaker.

This Blueprint distils the method DIGAL Consulting has applied with clients for over 20 years: a
four-step journey — Diagnosis, Strategy, Action Plan, Activation — to build a brand that attracts
and retains your audience.

The guiding principle: positioning is not about being better. It is about becoming your
market's obvious choice.

How to use this document
→ Block 2–3 quiet hours, ideally with your leadership team.

→ Complete each template in order: every step feeds the next.

→ Don't chase perfection: an imperfect written draft beats a perfect idea that never gets
formalised.



The Brand Strategy Blueprint

© DIGAL Consulting 2

Step 1 — The Diagnosis
Before deciding where to go, you must know where you stand. The diagnosis covers three
angles: your market, your competitors, your audience.

1.1 — Your market
☐ What is the size and dynamic of your market (growth, consolidation, disruption)?

☐ Which trends will reshape your industry in the next 3 years?

☐ Which segments are over-served (saturated) and under-served (opportunities)?

1.2 — Your competitors
☐ List your 5 direct competitors. What do they promise, word for word, on their websites?

☐ Which messages appear everywhere? (That's the background noise to avoid.)

☐ Which territory is claimed by no one? (That's the gap to own.)

1.3 — Your audience
☐ Who are the 20% of clients generating 80% of your value?

☐ What problem are they truly solving when they buy from you?

☐ Which words do they use to describe that problem? (Re-listen to your sales calls.)

Step 1 deliverable: one sentence summarising the gap — "In our market, no one addresses
[audience] with the promise of [benefit]."
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Step 2 — The positioning Strategy
Positioning is the place you occupy in your audience's mind. It is formalised in three blocks:
value proposition, proof, and brand personality.

2.1 — Your value proposition
Complete the canvas below, one sentence per line:

Element Your answer

We help [specific audience]

achieve [measurable outcome]

through [your distinctive approach]

unlike [the dominant alternative]

2.2 — Your proof
→ Numbers: results achieved, years of experience, volume handled.

→ Testimonials: 3 client quotes focused on outcomes, not kindness.

→ Signals: references, certifications, publications, awards.

2.3 — Your brand personality
Choose 3 adjectives your brand must embody — and 2 it must refuse. All your communication
(tone, visuals, channels) must comply.
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Step 3 — The messaging architecture
A strategy only exists once it is spoken. The messaging architecture turns your positioning into
ready-to-use sentences, from elevator pitch to website.

Level Format Use

Signature message 1 sentence (8–12 words) Homepage, bio, e-mail signature

The pitch 3 sentences (30 seconds) Networking, sales introduction

The 3 pillars 3 arguments + proof Service pages, proposals, interviews

Objections 5 prepared answers Sales meetings, FAQ

Robustness test: read your signature message to a stranger. If they cannot repeat who
you help and why to choose you, start again.

Template — your messages
☐ Signature message: ______________________________________________

☐ 30-second pitch: ______________________________________________

☐ Pillar 1 + proof: ______________________________________________

☐ Pillar 2 + proof: ______________________________________________

☐ Pillar 3 + proof: ______________________________________________



The Brand Strategy Blueprint

© DIGAL Consulting 5

Step 4 — The 12-month action plan
Strategy dies without a calendar. Spread activation across four quarters, each with a single
measurable objective.

Quarter Objective Key actions

Q1 — Foundations Align every asset Website, profiles, team pitch, sales materials

Q2 — Visibility Get seen by the audience Regular content, press relations, partnerships

Q3 — Authority Become the reference Case studies, speaking, flagship publication

Q4 — Conversion Turn attention into
revenue

Signature offer, sales sequences, referrals

Your indicators
→ Awareness: mentions, branded searches, qualified followers.

→ Consideration: inbound requests, proposal response rate.

→ Conversion: close rate, average deal size, sales-cycle length.
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The 5 mistakes that ruin a positioning
→ Talking about yourself instead of the client. Your audience buys their outcome, not your

story.

→ Trying to please everyone. A positioning that excludes no one convinces no one.

→ Copying the leader. You fund their awareness, not yours.

→ Changing every six months. Repetition is the price of memorisation.

→ Confusing visual identity with strategy. The logo comes after positioning, never before.

Final checklist
☐ Our market gap is written in one sentence.

☐ Our value proposition is validated by 3 clients.

☐ Our messages are written and used by the whole team.

☐ Our 12-month plan is scheduled with one owner per action.

☐ Our indicators are measured monthly.

Next step: a 30-minute strategic call with DIGAL Consulting to challenge your Blueprint.
Write to us: info@digalservices.com


