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WEARES

Founded almost two years ago, by Federica Pecis and Federica Attanasio,
We Are F is a full-service digital marketing boutique helping female

entrepreneurs and female-founded brands grow and expand

using digital marketing.

"Instead of focusing on a specific industry, as many other marketing agencies do, we decided to focus
on something that matters a lot to us: female empowerment. We believe that, with powerful brand-
ing and well-structured digital marketing strategies, every female-founded brand can attain its full
potential and grow at a pace that's right for them. Our mission is to close the gender gap, helping

female entrepreneurs succeed and grow their brands.

We met on our first day working at a digital marketing agency in London. It was friendship at first
sight. After a while of working together, we realised that combining our expertise and aptitudes

would result in a fiercely powerful duo."

Federica A. has a background in fashion and branding, while Federica P. previously worked
as a Digital Marketing Manager in the auto and financial industries. Federica A. loves design-
ing, storytelling and all things visual, whilst Federica P. loves creating strategies and diving into

numbers and data.




These days, with the continued growth of social media, the importance of having
a strong brand identity cannot be overstated, especially if you work in creative
fields as a photographer, designer, or copywriter. For these groups, it has

become harder and harder to stand out of the continually-growing crowd.

s 50 WHAT IS BRAND STRATEGY ? e

Well, a brand strategy is best defined as the method you intend to build, shape, and
develop your brand’s voice. It's how you articulate what your brand aspires to be, the
purpose it serves, and how you communicate that message to the world at large. It's

a regimented plan for business success.

One of the most important points we stress during our one-to-one digital coaching
program is to explain, in depth, what your brand strategy should be. With a series of
questions, we can determine how best to position your business and identify what

your brand proposition and values are.

Here you'll find 7 tips on how to build an effective brand strategy that will

leave your competitors by the wayside.
1.ASK YOURSELF, WHY ARE YOU DOING THIS?

The very first thing you should ask yourself is, what the aim of your brand is. The best way
to do this is to identify your mission, vision, and values, by answering some fundamental

guestions:
* Why does your company exist?
* What does your company do?

* How and why you do it the way you do it?

Let's say you're a wedding photographer, aiming to make your client's wedding day look like

a beautiful fairy-tale, ready to be showcased in Vogue magazine or on national billboards.

You might want to start by communicating the above, as well as adding that you're offering
special packages for certain times of the year, or any other additional value you can provide

your clients. Tell them why you are the best at doing what you do.



2. DO YOUR RESEARCH

The beauty of digital is that nowadays you can find next to ANYTHING online, including your
competitors. No one is telling you to copy someone else’s ideas verbatim, risking becom-
ing a boring continuation of that status quo. Our advice to you is to be smart, do some
research and let other brands' successful strategies inspire you and learn from their

failures to avoid making the same mistakes.

While you're at it, look to identify any gaps in their strategy and add something extra to your
service that no one else has ever done before. Following the lead of brands similar to your
tone of voice and propositions can really help to expose your business, provided you're not

just a carbon copy of your competitors.

3. IDENTIFY YOUR TARGET AUDIENCE

Now that you have answered the fundamental questions regarding your brand's identity, try
and ask yourself who you are doing this for? Or more simply, who is going to use your

service?

Get yourself a pen and paper; picture and describe who your ideal customer will be. Will it
be an adventurous woman in her 30's or a lazy middle-aged man? Write their stories, their
interests and finally, their needs. Identifying what they want and when they want it, will be

key to determining how you market yourself effectively.

4. DEVISE A BRAND STATEMENT

This goes all the way back to the first point. Bring together the answers to the questions you
initially asked yourself, about your vision, mission, and values and then trim it until you have

something punchy enough to gain your user’s attention.

Ultimately, this will say in a few words, who you are and why you are different. During the
editing process it can be easy to trim it to the point that it's unrecognisable, so never lose

sight of the answers to your original questions.




5. CREATE ALOGO AND A COLOUR PALETTE

Try and picture in your mind, just for a second, your personal favourite brand. You'll proba-
bly realise that the well-disciplined visuals of the brand are one of the first things to come to
mind. This is why it's super important for you to have a logo that encapsulates your brand's

essence at a glance, along with a recognisable colour palette and fonts to match.

Having an instantly recognisable style is something that you need to decide early on and
will absolutely have to stick to across the entirety of your brand’s communications. By not
sticking to a single message, you risk confusing your customers and even losing their trust;

this is all about familiarity.




6. CREATE A BRAND BIBLE

When it comes to content and communication, you'll need to establish
a uniform way to talk about your brand; both internally and externally.
Ensuring that everyone in your organisation has access, and adheres to,

the same brand bible is an excellent way to do this.

First, you'll need to make sure that you've identified some universal guide-
lines in terms of style, message and tone of voice. Next, collate this info in

one document, that is easily accessible.

This will help you to not only keep in mind who you are as a brand, but
also provide a very useful tool for your team to refer to. Remember, when

you're communicating, consistency is the key.

7. PUT IT OUT THERE

Now that your baby is ready and your brand'’s story is dying to be told,
it's time to use all the available tools on the market to showcase your
work. Make sure you create your website and social media pages to
display your work, maintaining your tone of voice, mission statement,
and visual style. Always be consistent; if you are, then it's very hard to

g0 wrong.

For details go to www.weareeffe.co.uk/coaching

and use the promo code:

“MADEFORUNREAD"

for 20% OFF.
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