A Step By Step Guide To Creating Your Dream Brand
Whether you decide to hire a branding agency, freelance graphic designer or do it yourself,
you need to understand how to construct your brand from the ground up. Meaning, you have
to know the basis for it and what lies beyond the physical and tangible aspects of the brand.
As if you are dealing with a real human being which needs to have a name, personality,
attributes etc..
Doing all of this as a business owner, will give you the ability to have control over the process
no matter who you end up working with to build your brand. This way you are fully aware of
what is happening and you will surely end up with better results because you know what you
want rather than just leaving it to fate. It is always good to know what you want but leave
room for creativity and direction from your designers.
With that being said, let us jump right into the branding step you need to undergo to help you
build your dream brand.

Branding Steps.
Step 1: Determine your brand’s target audience/niche
Demographics/where/when/how: deﬁne your audience further, by really discovering where
they will be, when they will likely make contact with your brand, what backgrounds do they
come from and in what way will this happen.

Step 2 : Deﬁne a branding mission statement.
Your brand statement, also called your brand deﬁnition, shrinks all your thoughts about your
business mission, values, promise, and character into a concise statement that deﬁnes what
you do, how you differ from all other similar solutions, and what you pledge to consistently
deliver.
The brand statement you develop serves as the steering wheel for your branding strategy.
It inﬂuences every turn you make in presenting your brand — from giving it a name and logo
to producing ads and marketing materials to creating the experience that customers will
encounter when they come into contact with your brand from any direction.

Step 3 : Research brands within your industry niche.
You need to research brands within your chosen industry niche because it will serve inform
and your strategy. It will give you a good overview of the competition and all the
information in regards to what the trends, activities and latest happenings which
your niche are engaging in.

Step 4 : Outline the key qualities & beneﬁts your brand offers. (Positioning)
Brand positioning has been deﬁned by Kotler as “the act of designing the company’s offering
and image to occupy a distinctive place in the mind of the target market”. In other words,
brand positioning describes how a brand is different from its competitors and where, or how,
it sits in customers’ minds.
How to ﬁnd a powerful brand positioning (3 simple steps)?
-1 In order to create a unique and successful positioning for your brand, you need to analyze
the following:
Understand what your consumers want
Understand what your company’s and brand capabilities are
Understand how each competitor is positioning their brand
-2 Once you’ve done that, you will need choose a positioning statement that:
Will resonate with your consumers
Can be delivered by your company (capabilities)
That is different from your competitors
An easy way to deﬁne a brand positioning statement is to summarize it in three words.
For example, “vegan, traditional & feminine”. Try not to choose generic words such as
“quality-products, unique, successful” because this is the aim of every brand.
-3 The remaining challenge is to then reﬂect this brand positioning in everything that you do
(brand personality, packaging design, product, service, visual identity design,
communications, etc).

Step 5 : Create a great brand logo & tagline.
Creating a great logo and tagline have to be based on thoroughly understanding the offering,
personality positioning and story of your brand and integrating all those aspects so they are
reﬂected effectively in the visual identity. People need to really understand your brand just by
looking at your logo and tagline at ﬁrst glance, this is when your brand is visually powerful
and serves the objective of connecting immediately with your potential customers.

Step 6 : Form your brand’s business voice. (Tone)
It’s an expression of the people behind the brand
The above quote points out that it’s not just what a company does, but who it is that makes
it a brand. A tone of voice both embodies and expresses the brand’s personality and set of
values. It’s about the people that make up the brand – the things that drive them, their loves
and hates, and what they want to share with the world.
It sets you apart from the rest

A brand’s tone of voice should be distinctive, recognizable and unique. This may seem like
a tall order until we consider the use of our own language in everyday life. We all employ
language - both written and spoken - in our own way. Of course, culture and dialect are the
most signiﬁcant factors dictating our approach to words. But within these, we each have our
own idiosyncrasies, favorite expressions, inﬂections, pace and so forth
It builds trust
As described in such texts as ‘Inﬂuence: The Psychology of Persuasion’, there is a strong
link between familiarity and trust. Because something familiar requires little effort to process
mentally, we are more likely to feel at ease around it. Thinking along these lines, a company
must be consistent in its use of language so that its writing becomes familiar to the customer.
Creating a speciﬁc tone of voice, then, plays a crucial part in this.
It can be used to inﬂuence and persuade
As American author Maya Angelou once said, "People don’t always remember what you say
or even what you do, but they always remember how you made them feel.”

Step 7 : Build a brand message and elevator pitch.
How do you create an elevator pitch for your small business?
I think branding is your most important asset. And, as your most important asset, there is one
essential ingredient that is a must—Clarity. To be more speciﬁc, Brand Clarity. And this is, in
my humble opinion, the most overlooked element of brand-building. So…
Look at your current branding and answer these questions…
If a potential customer is viewing your website will they quickly understand what you do and
why you do it? (They have roughly ﬁve seconds to make this decision.)
Is it clear who you are talking to?
Does your copy inspire action?
Could the person reading your content deﬁne what you do using just a few words?
Will they know what their next step should be?
If not, your brand needs clarity. And the very best way to start is to create a short, sweet
elevator pitch.
Do this…
Deﬁne your ideal client. Be as speciﬁc as possible. This is the one person your really, really
want to work with. Their business needs what you have to offer, the prospect of working with
them excites you, and this is the type of client that will help grow your business, not weigh it
down.
Clarify exactly what you do. What is your expertise and why do people hire you?
If you’re just starting out, simply work to clarify your expertise.

What is unique about you and your business? Why are you in business? This why is so
important because it makes it easier to tell your ideal customers exactly what’s in it for them.
You’ll solve their problems and it will be such a great experience because you love what you do.
You then create a short, sweet statement that essentially deﬁnes what you do. But the focus on
an ideal customer and your why will really help direct you to create a statement—and elevator
pitch—that works.
Don’t be to general, focus on a speciﬁc customer, and bring in a bit of uniqueness. This will help
you whittle down your message to something speciﬁc that resonates with the right
audience.

Step 8 : Let your brand personality shine.
Step 1. Review your existing advertising materials.
This includes the actual product or service you are providing, its pricing strategy, slogan, and
stated mission/vision statements. These are the materials have already been created that your
image should incorporate.
Step 2. Brainstorm and Clarify.
Give your brand an actual image! This is not to be confused with a logo; ﬁnd a picture of
someone who embodies the person you are creating and articulate
a biography for them. List out their personality traits, interests, passions, mission in life.
(Remember that you are creating a dynamic personality, not set of descriptions. What is
applicable today might change in ﬁve years, and you want your brand to be able to evolve
as the markets shift.) Try to address the Big Five Attributes:
Openness to Experience: Are they inventive/curious or consistent/cautious? Do they have an
appreciation for art, emotion, adventure, travel, intellect, novelty, and variety? Or comfort,
patterns, predictability, and routines?
Conscientiousness: Are they efﬁcient/organized or easy-going/careless? Do they show
self-discipline, over-achieve, and plan ahead? Or do they go with the ﬂow and act
spontaneously?
Extraversion: Are they outgoing/energetic or solitary/reserved? Where does your brand gain
energy from? Do they seek stimulation from others? Or do they render it on their own?
Agreeableness: Are they friendly/compassionate vs. cold/unkind? Are they empathetic,
understanding, cooperative, patient, and emotionally intelligent? Or independent, lacking
emotion, and antagonistic?
Neuroticism: Are they sensitive/nervous vs. secure/conﬁdent? How emotionally stable are
they? Are they easy to anger, worry, depress, excite? Are they impulsive?
To manage this task, you could break up a team and ask everyone to create their vision of the
brand and then blend them to get the right mix of traits that is agreed upon. Another approach
is to go through a trial and error process of asking various questions like, “Would X make
them happy or sad?”, “How would they perceive Y?”, “Would Z grab their attention?”

Step 3. Get the Customer’s Perspective. It is important that your brand image attracts your
desired target market; after all, that is its purpose! Hold focus groups to ﬁnd out what your
customers think of the brand image you have created. Is it someone they would get along with?
You can ask questions to describe the actual person to help your customers express how they
see the brand. For example: What car would it drive? What would it do on the weekend? Who
are its friends? Once interview you can elicit if the customer’s view of the brand in line with
yours. This can be an opportunity to revise your brand personality materials so that it speaks to
your desired target market.

Step 9 : Integrate your brand into every aspect of your business.
By creating branding guidelines which you can refer to whenever you need to carry out any
brand related activities, such as developing campaigns and marketing material etc..
Also, make sure to educate and train the people in your company about these guidelines and
about your brand behavior in general, so everybody is on the am page thus reﬂecting and coherent as well as consistent brand image from all aspects (visually and behaviorally).

Step 10 : Be your brand’s biggest advocate + your employees and your customers!
Grows the brand visibility organically – Brand advocacy contributes to the brand growth in a
more natural way. Instead of spending thousands on advertising alone, you have advocates
getting your company message out with little effort. Pending the size of your company, this can
be an exponential increase.
Shows how good your product/services are – Because people trust other people more than
corporate messages, your brand becomes more valued. People trust customers over
corporate, and people also trust employees sharing company content, industry content, and
work culture. These things combined are going to generate more business and people wanting
to use your product or use your services.
Media and publications take notice – When more people are talking about your brand,
publications, and news outlets take notice. Now your company has more opportunities to get
mentioned in articles or news pieces naturally. That opens your brand to even larger audiences
and again boosts marketing reach.
Frees more time for other company initiatives – When you have an army of employees and
consumers constantly sharing your brand, it frees company time to focus on other aspects of
the business.
Good Luck!
Ibrahim Bamehriz
Founder & Creative Director

دﻟﻴﻠﻚ ﺧﻄﻮة ﺧﻄﻮة إﻟﻰ اﺑﺘﻜﺎر ﻣﺎرﻛﺔ أﺣﻼﻣﻚ
ﺳﻮاء ﻗﺮرت أن ﺗﺴﺘﺄﺟﺮ وﻛﺎﻟﺔ ذات ﻣﺎرﻛﺔ ﻣﺸﻬﻮرة أو ﻣﺼﻤﻢ ﺟﺮاﻓﻴﻜﺲ ﺣﺮ أو أن ﺗﻔﻌﻠﻬﺎ ﺑﻨﻔﺴﻚ ،ﻓﺈﻧﻚ ﺗﺤﺘﺎج
إﻟﻰ أن ﺗﻔﻬﻢ ﻛﻴﻒ ﺗﻨﺸﺊ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ﻣﻦ اﻟﺒﺪاﻳﺔ .ﺑﻤﻌﻨﻰ أﻧﻪ ﻋﻠﻴﻚ أن ﺗﻌﺮف أﺳﺎس ذﻟﻚ وﻣﺎ ﺧﻠﻒ ذﻟﻚ
ﻣﻦ اﻟﻨﻮاﺣﻲ اﻟﻄﺒﻴﻌﻴﺔ أو اﻟﻤﻠﻤﻮﺳﺔ اﻟﺨﺎﺻﺔ ﺑﺎﻟﻤﺎرﻛﺔ .ﻛﻤﺎ ﻟﻮ ﻛﻨﺖ ﺗﺘﻌﺎﻣﻞ ﻣﻊ إﻧﺴﺎن ﺣﻘﻴﻘﻲ ﻳﺤﺘﺎج إﻟﻰ أن ﻳﻜﻮن
ﻟﻪ اﺳﻢ وﺷﺨﺼﻴﺔ وﺻﻔﺎت إﻟﺦ.
اﻟﻘﻴﺎم ﺑﻜﻞ ﻫﺬا ﻛﺼﺎﺣﺐ ﻋﻤﻞ وﺗﺠﺎرة ،ﻋﻠﻴﻚ أن ﺗﺴﺘﻐﻞ ﻗﺪرﺗﻚ ﻟﺘﺘﺤﻜﻢ ﻓﻲ اﻟﻌﻤﻠﻴﺔ وﻻ ﻳﻬﻢ ﻣﻦ أﻧﺖ أو ﻛﻴﻒ
ﺗﻨﻬﻲ اﻟﻌﻤﻞ ﻟﺒﻨﺎء اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ .ﺑﻬﺬه اﻟﻄﺮﻳﻘﺔ ﺗﻜﻮن ﻣﺪرﻛﺎ ﺗﻤﺎﻣﺎ ﻟﻤﺎ ﻳﺤﺪث وﺑﺎﻟﺘﺄﻛﻴﺪ ﺳﺘﻨﺘﻬﻲ ﺑﻨﺘﺎﺋﺞ
أﻓﻀﻞ ﻷﻧﻚ ﺗﻌﺮف ﻣﺎ ﺗﺮﻳﺪ أﻛﺜﺮ ﻣﻦ أن ﺗﺘﺮﻛﻬﺎ ﻟﻠﻘﺪر .داﺋﻤﺎ ﻳﻌﺘﺒﺮ ﺷﻲء ﺟﻴﺪ أن ﺗﻌﺮف ﻣﺎ ﺗﺮﻳﺪ وﻟﻜﻦ ﺗﺘﺮك ﻓﺮﺻﺔ
ﻟﻺﺑﺪاع أو اﻻﺑﺘﻜﺎر واﻟﺘﻮﺟﻴﻬﺎت ﻣﻦ ﺟﺎﻧﺐ اﻟﻤﺼﻤﻤﻴﻦ اﻟﺨﺎﺻﻴﻦ ﺑﻚ .ﺑﻌﺪ ﻗﻮل ﻫﺬا ،دﻋﻨﺎ ﻧﻘﻔﺰ ﻟﻸﻣﺎم ﻟﺨﻄﻮات
ﻋﻤﻞ اﻟﻤﺎرﻛﺔ اﻟﺘﻲ ﺗﺤﺘﺎج إﻟﻴﻬﺎ ﻟﻤﺴﺎﻋﺪﺗﻚ ﻓﻲ ﺑﻨﺎء ﻣﺎرﻛﺔ أﺣﻼﻣﻚ.

ﺧﻄﻮات ﻋﻤﻞ أو إﻧﺸﺎء اﻟﻤﺎرﻛﺔ.
ﺧﻄﻮة  :١ﻗﺮر اﻟﺠﻤﻬﻮر اﻟﻤﻘﺼﻮد ﻟﻠﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ/اﻟﺘﺨﺼﺺ.
اﻟﺴﻜﺎن/اﻟﻤﻜﺎن/اﻟﺰﻣﺎن/اﻟﻜﻴﻔﻴﺔ :ﺣﺪد ﺟﻤﻬﻮرك أﻛﺜﺮ ،ﺑﺎﻛﺘﺸﺎف ﺣﻘﻴﻘﻲ أﻳﻦ ﻫﻢ وأﻳﻦ ﺳﻴﻜﻮﻧﻮن وﻣﺘﻰ ﺳﻴﺤﺘﻤﻞ

أن ﻳﺘﺼﻠﻮا أو ﻳﺘﻮاﺻﻠﻮا ،وﻣﺎ ﻫﻲ اﻟﺨﻠﻔﻴﺎت اﻟﺘﻲ ﻳﺄﺗﻮن ﻣﻨﻬﺎ وﺑﺄي ﻃﺮﻳﻘﺔ ﺳﻴﺘﻢ ﺣﺪوث ذﻟﻚ.

ﺧﻄﻮة  :٢ﺣﺪد ﺑﻴﺎن ﻣﻬﻤﺔ اﻟﻤﺎرﻛﺔ.
ﺑﻴﺎن اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ،أﻳﻀﺎ ﻳﺴﻤﻰ ﺗﻌﺮﻳﻒ اﻟﻤﺎرﻛﺔ ،ﻳﺨﻔﺾ أو ﻳﻘﻠﺺ ﻛﻞ أﻓﻜﺎرك ﺣﻮل ﻣﻬﻤﺔ اﻟﻌﻤﻞ واﻟﺘﺠﺎرة
واﻟﻘﻴﻢ واﻟﻮﻋﻮد واﻟﺸﺨﺼﻴﺔ إﻟﻰ ﺑﻴﺎن ﻣﺤﺪد وﻣﺮﻛﺰ ﻳﻌﺮف ﻣﺎ ﺗﻔﻌﻞ وﻛﻴﻒ أﻧﻚ ﺗﺨﺘﻠﻒ ﻋﻦ ﻛﻞ اﻟﺤﻠﻮل اﻟﻤﺸﺎﺑﻬﺔ

اﻷﺧﺮى وﻣﺎذا ﺗﺘﻌﻬﺪ ﺑﺄن ﺗﻘﻮم ﺑﺘﻮﺻﻴﻠﻪ ﺑﺼﻮرة واﺛﻘﺔ.

ﺑﻴﺎن اﻟﻤﺎرﻛﺔ اﻟﺬي ﺗﻘﻮم ﺑﺘﻄﻮﻳﺮه ﻳﺨﺘﻢ ﺑﻌﺠﻠﺔ ﺗﺤﺮك وﻗﻴﺎدة ﻻﺳﺘﺮاﺗﻴﺠﻴﺔ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ وﻫﻮ ﻳﺘﺤﻜﻢ ﻓﻲ ﻛﻞ

ﺗﻮﺟﻪ ﺗﻘﻮم ﺑﻪ ﻓﻲ ﺗﻘﺪﻳﻢ اﻟﻤﺎرﻛﺔ .ﻣﻦ إﻋﻄﺎﺋﻬﺎ اﺳﻤﺎ وﺷﻌﺎرا إﻟﻰ إﻧﺘﺎج إﻋﻼﻧﺎت وﻣﻮاد ﺗﺴﻮﻳﻖ إﻟﻰ اﺑﺘﻜﺎر ﺧﺒﺮة

وﺗﺠﺮﺑﺔ ﺳﻴﻮاﺟﻬﻬﺎ اﻟﻌﻤﻼء ﻋﻨﺪﻣﺎ ﻳﺘﻮاﺻﻠﻮن ﻣﻊ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ﻣﻦ أي اﺗﺠﺎه.

ﺧﻄﻮة  :٣ﻣﺎرﻛﺎت اﻷﺑﺤﺎث ﻓﻲ إﻃﺎر اﻟﺘﺨﺼﺺ اﻟﺨﺎﺻﺔ ﺑﺼﻨﺎﻋﺘﻚ.
ﺗﺤﺘﺎج إﻟﻰ اﻟﺒﺤﺚ ﻓﻲ اﻟﻤﺎرﻛﺎت داﺧﻞ ﺗﺨﺼﺺ اﻟﺼﻨﺎﻋﺔ اﻟﻤﺨﺘﺎرة ﻷن ذﻟﻚ ﺳﻴﺨﺪم وﻳﻌﻄﻲ ﻣﻌﻠﻮﻣﺎت ﻋﻦ

اﻻﺳﺘﺮاﺗﻴﺠﻴﺔ اﻟﺨﺎﺻﺔ ﺑﻚ .ﺳﻴﻌﻄﻴﻚ ﻧﻈﺮة ﺟﻴﺪة ﻋﻦ اﻟﻤﻨﺎﻓﺴﺔ وﻛﻞ اﻟﻤﻌﻠﻮﻣﺎت اﻟﺨﺎﺻﺔ ﺑﺎﻻﺗﺠﺎﻫﺎت واﻷﻧﺸﻄﺔ

وأﺧﺮ اﻟﻤﺴﺘﺠﺪات اﻟﺘﻲ ﺗﺸﺘﺮك ﻓﻴﻬﺎ ﻓﻲ اﻟﺘﺨﺼﺺ اﻟﺨﺎص ﺑﻚ.

ﺧﻄﻮة  :٤ﺣﺪد اﻟﺼﻔﺎت اﻷﺳﺎﺳﻴﺔ واﻟﻤﻤﻴﺰات اﻟﺘﻲ ﺗﻘﺪﻣﻬﺎ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ) .اﻟﺘﺤﺪﻳﺪ(.
ﺗﺤﺪﻳﺪ اﻟﻤﺎرﻛﺔ ﺗﻢ ﺗﻌﺮﻳﻔﻪ ﺑﻮاﺳﻄﺔ ﻛﻮﺗﻠﺮ ﺑﺄﻧﻪ "ﻓﻌﻞ ﺗﺼﻤﻴﻢ اﻟﺸﺮﻛﺔ اﻟﺘﻲ ﺗﻌﺮض وﺗﺼﻮر ﻹﺷﻐﺎل ﻣﻜﺎن ﻣﻤﻴﺰ ﻓﻲ

ﻋﻘﻞ اﻟﺴﻮق اﻟﻤﻘﺼﻮدة .ﺑﻤﻌﻨﻰ أﺧﺮ ،وﺿﻊ ﻳﺼﻒ ﻛﻴﻒ أن ﺗﻠﻚ اﻟﻤﺎرﻛﺔ ﻣﺨﺘﻠﻔﺔ ﻋﻦ ﻣﻨﺎﻓﺴﻴﻬﺎ وأﻳﻦ ﺗﻘﻊ ﻓﻲ
ﻋﻘﻮل اﻟﻌﻤﻼء.

ﻛﻴﻒ ﺗﺠﺪ وﺿﻊ أو ﻣﻜﺎن ﻣﺎرﻛﺔ ﻗﻮﻳﺔ )ﺛﻼث ﺧﻄﻮات ﺑﺴﻴﻄﺔ(؟
 -١ﻻﺑﺘﻜﺎر ﻣﻜﺎﻧﺔ ووﺿﻊ ﻓﺮﻳﺪ وﻧﺎﺟﺢ ﻟﻠﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ،ﻓﺈﻧﻚ ﺗﺤﺘﺎج إﻟﻰ اﻟﺘﺤﻠﻴﻞ اﻟﺘﺎﻟﻲ:

ﻓﻬﻢ ﻣﺎ ﻳﺮﻳﺪه ﻋﻤﻼﺋﻚ

ﻓﻬﻢ ﻗﺪرات وﻣﺎرﻛﺎت ﺷﺮﻛﺘﻚ

ﻓﻬﻢ ﻛﻴﻒ ﻳﻘﻮم ﻛﻞ ﻣﻨﺎﻓﺲ ﺑﻮﺿﻊ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻪ
 -٢ﺑﻤﺠﺮد أن ﺗﻔﻌﻞ ذﻟﻚ ،ﺳﺘﺤﺘﺎج إﻟﻰ اﺧﺘﻴﺎر ﺑﻴﺎن اﻟﻮﺿﻊ
ﺳﻮف ﻳﺘﺮدد ﻣﻊ ﻋﻤﻼﺋﻚ

ﻳﻤﻜﻦ ﺗﻮﺻﻴﻠﻪ ﻣﻦ ﻗﺒﻞ ﺷﺮﻛﺘﻚ)اﻟﻘﺪرات(

أﻧﻪ ﻣﺨﺘﻠﻒ ﻋﻦ ﻣﻨﺎﻓﺴﻴﻚ

ﻫﻨﺎك ﻃﺮﻳﻘﺔ ﺳﻬﻠﺔ ﻟﺘﻌﺮﻳﻒ ﺑﻴﺎن وﺿﻊ اﻟﻤﺎرﻛﺔ وﻫﻮ ﺗﻠﺨﻴﺼﻬﺎ ﻓﻲ ﺛﻼث ﻛﻠﻤﺎت .ﻣﺜﻼ" ،ﻧﺒﺎﺗﻲ ،ﺗﻘﻠﻴﺪي وأﻧﺜﻮي"

ﻻ ﺗﺤﺎول أن ﺗﺨﺘﺎر ﻛﻠﻤﺎت ﻣﺘﻜﺮرة ﻣﺜﻞ "ﻣﻨﺘﺠﺎت ذات ﺟﻮدة ،ﻓﺮﻳﺪة ﻣﻦ ﻧﻮﻋﻬﺎ" ﻷن ﻫﺬا ﻫﻮ ﻫﺪف ﻛﻞ ﻣﺎرﻛﺔ

 -٣اﻟﺘﺤﺪي اﻟﺒﺎﻗﻲ ﻫﻮ أن ﺗﻌﻜﺲ وﺿﻊ ﻫﺬه اﻟﻤﺎرﻛﺔ ﻓﻲ ﻛﻞ ﺷﻲء ﺗﻔﻌﻠﻪ )ﺷﺨﺼﻴﺔ اﻟﻤﺎرﻛﺔ ،ﺗﺼﻤﻴﻢ اﻟﺘﻐﻠﻴﻒ
واﻟﺘﻌﺒﺌﺔ ،اﻟﻤﻨﺘﺞ ،ﺗﺼﻤﻴﻢ اﻟﻬﻮﻳﺔ اﻟﻤﺮﺋﻴﺔ ،اﻻﺗﺼﺎﻻت ،إﻟﺦ(.

ﺧﻄﻮة رﻗﻢ  :٥اﺑﺘﻜﺮ ﺷﻌﺎر اﻟﻤﺎرﻛﺔ وﺧﻂ ﺗﺎج ﻋﻈﻴﻢ.
إن اﺑﺘﻜﺎر ﺷﻌﺎر ﻋﻈﻴﻢ وﺧﻂ ﺗﺎج ﻳﺠﺐ أن ﻳﻜﻮن ﻗﺎﺋﻤﺎ ﻋﻠﻰ ﻓﻬﻢ ﻋﻤﻴﻖ ﻟﻠﻮﺿﻊ وﻗﺼﺔ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ وﺗﻜﺘﻤﻞ
ﻛﻞ ﻫﺬه اﻟﻨﻮاﺣﻲ ﺑﺤﻴﺚ ﺗﻨﻌﻜﺲ ﺟﻤﻴﻌﻬﺎ ﺑﻄﺮﻳﻘﺔ ﻣﺆﺛﺮة وﻓﻌﺎﻟﺔ .ﻳﺤﺘﺎج اﻟﻨﺎس إﻟﻰ ﻓﻬﻢ ﺣﻘﻴﻘﻲ ﻟﻤﺎرﻛﺘﻚ ﺗﻤﺎﻣﺎ
ﺑﺎﻟﻨﻈﺮ إﻟﻰ اﻟﺸﻌﺎر وﺧﻂ اﻟﺘﺎج ﻣﻦ اﻟﻨﻈﺮة اﻷوﻟﻰ ،و ﻫﺬا ﻳﻜﻮن ﻋﻨﺪﻣﺎ ﺗﻜﻮن اﻟﻤﺎرﻛﺔ ﻗﻮﻳﺔ ﻣﻦ اﻟﻨﺎﺣﻴﺔ اﻟﻤﺮﺋﻴﺔ و

ﺗﺨﺪم ﻫﺪف اﻟﺘﻮﺻﻴﻞ ﻓﻮرا ﻟﻌﻤﻼﺋﻚ اﻟﻤﺤﺘﻤﻠﻴﻦ .

ﺧﻄﻮة رﻗﻢ  :٦ﺻﻴﻐﺔ ﺻﻮت اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ )اﻟﻨﻐﻤﺔ(.
"إن ﻫﺬا ﺗﻌﺒﻴﺮ اﻟﻨﺎس ﻋﻦ اﻟﻤﺎرﻛﺔ "

اﻻﻗﺘﺒﺎس اﻟﻤﺬﻛﻮر أﻋﻼه ﻳﺤﺪد أﻧﻪ ﻟﻴﺴﺖ ﻣﺠﺮد ﻣﺎ ﺗﻘﻮم ﺑﻪ اﻟﺸﺮﻛﺔ وﻟﻜﻦ ﻣﻦ ﻳﺠﻌﻠﻬﺎ ﻣﺎرﻛﺔ .ﻧﻐﻤﺔ اﻟﺼﻮت ﺗﺠﺴﺪ

وﺗﻌﺒﺮ ﻋﻦ ﺷﺨﺼﻴﺔ اﻟﻤﺎرﻛﺔ وﻛﺬﻟﻚ ﻣﺠﻤﻮﻋﺔ اﻟﻘﻴﻢ .ﻛﻞ ﻫﺬا ﺣﻮل اﻟﻨﺎس اﻟﻠﺬﻳﻦ ﻳﻘﻮﻣﻮن ﺑﺼﻨﺎﻋﺔ أو ﺗﺄﻟﻴﻒ

اﻟﻤﺎرﻛﺔ – اﻷﺷﻴﺎء اﻟﺘﻲ ﺗﻘﻮدﻫﻢ وﻣﺎ ﻳﺤﺒﻮن وﻣﺎ ﻳﻜﺮﻫﻮن وﻣﺎ ﻳﺮﻳﺪون ﻣﺸﺎرﻛﺘﻪ ﻣﻊ ﻛﻞ اﻟﻌﺎﻟﻢ واﻟﻨﺎس اﻷﺧﺮﻳﻦ.
إﻧﻬﺎ ﺗﺠﻌﻠﻚ ﻣﺨﺘﻠﻔﺎ ﻋﻦ اﻷﺧﺮﻳﻦ.

ﻧﻐﻤﺔ اﻟﺼﻮت اﻟﺨﺎﺻﺔ ﺑﺎﻟﻤﺎرﻛﺔ ﻳﺠﺐ أن ﺗﻜﻮن ﻣﻤﻴﺰة وﺳﻬﻞ اﻟﺘﻌﺮف ﻋﻠﻴﻬﺎ وﺗﻜﻮن ﻛﺬﻟﻚ ﻓﺮﻳﺪة .ﻗﺪ ﻳﺒﺪو ذﻟﻚ
ﻣﺜﻞ ﻃﻠﺐ ﻃﻮﻳﻞ أو أﻣﺮ ﻃﻮﻳﻞ ﺣﺘﻰ ﻧﺄﺧﺬ ﻓﻲ اﻋﺘﺒﺎرﻧﺎ اﺳﺘﺨﺪام ﻟﻐﺘﻜﻢ اﻟﺨﺎﺻﺔ ﻓﻲ اﻟﺤﻴﺎة اﻟﻴﻮﻣﻴﺔ .ﻧﺤﻦ ﻧﺴﺘﺨﺪم
اﻟﻠﻐﺔ-ﻣﻜﺘﻮﺑﺔ وﻣﻨﻄﻮﻗﺔ – ﺑﻄﺮﻳﻘﺘﻨﺎ اﻟﺨﺎﺻﺔ ،ﺑﺎﻟﻄﺒﻊ ،اﻟﺜﻘﺎﻓﺔ واﻟﻠﻬﺠﺔ ﻫﻲ اﻟﻌﻮاﻣﻞ اﻷﻛﺜﺮ أﻫﻤﻴﺔ اﻟﺘﻲ ﺗﺤﺪد
اﺗﺠﺎﻫﻚ ﻻﺳﺘﺨﺪام اﻟﻜﻠﻤﺎت .ﻟﻜﻦ ﻓﻲ إﻃﺎر ﻫﺬا ،ﻛﻞ ﻣﻨﺎ ﻟﻪ ﺗﻌﺒﻴﺮات اﻟﻤﻔﻀﻠﺔ واﻟﻮﻗﺖ واﻹﻋﺮاب وﻏﻴﺮه إﻟﺦ.
"إﻧﻬﺎ ﺗﺒﻨﻲ اﻟﺜﻘﺔ"
ﻛﻤﺎ ﺗﻢ وﺻﻒ ذﻟﻚ ﻓﻲ اﻟﻨﺼﻮص" ،ﻣﺜﻞ اﻟﻨﻔﻮذ :اﻟﻨﻔﺴﻴﺔ واﻹﻗﻨﺎع" ،ﻫﻨﺎك ﻋﻼﻗﺔ ﻗﻮﻳﺔ ﺑﻴﻦ اﻷﻟﻔﺔ واﻟﺜﻘﺔ ﻷن
ﻫﻨﺎك ﺷﻲء ﻣﺄﻟﻮف ﻳﺘﻄﻠﺐ ﺷﻲء ﻗﻠﻴﻞ ﻟﻠﻤﻌﺎﻟﺠﺔ اﻟﻨﻔﺴﻴﺔ واﻟﻌﻘﻠﻴﺔ ،ﻓﺈﻧﻨﺎ أﻛﺜﺮ اﺣﺘﻤﺎﻻ ﺑﺎﻟﺮاﺣﺔ ﺣﻮل ﺗﻠﻚ اﻟﻤﺎرﻛﺔ.
اﻟﺘﻔﻜﻴﺮ ﻓﻲ ﻫﺬه اﻟﺨﻄﻮط ﻓﺈن اﻟﺸﺮﻛﺔ ﻻﺑﺪ أن ﺗﺘﻮاﻓﻖ ﻓﻲ اﺳﺘﺨﺪاﻣﻬﺎ ﻟﻠﻐﺔ ﺑﺤﻴﺚ ﺗﻜﻮن اﻟﻜﺘﺎﺑﺔ ﻣﺄﻟﻮﻓﺔ ﻟﻠﻌﻤﻴﻞ.
اﺑﺘﻜﺎر ﻧﻐﻤﺔ ﺻﻮت ﻣﺤﺪدة ،ﺛﻢ اﻟﻘﻴﺎم ﺑﺪور أﺳﺎﺳﻲ ﻓﻲ ﻫﺬا.
ﻳﻤﻜﻦ اﺳﺘﺨﺪاﻣﻬﺎ ﻟﻠﺘﺤﻜﻢ واﻟﺴﻴﻄﺮة واﻹﻗﻨﺎع.
ﻣﺜﻠﻤﺎ ﺗﻘﻮل اﻟﻤﺆﻟﻔﺔ اﻷﻣﺮﻳﻜﻴﺔ ﻣﺎﻳﺎ أﻧﺠﻠﻮ ذات ﻣﺮة "اﻟﻨﺎس داﺋﻤﺎ ﻻ ﻳﺘﺬﻛﺮون ﻣﺎ ﻳﻘﻮﻟﻮن أو ﺣﺘﻰ ﻣﺎ ﺗﻔﻌﻞ أﻧﺖ،
وﻟﻜﻨﻬﻢ داﺋﻤﺎ ﻳﺘﺬﻛﺮون ﻛﻴﻒ ﺟﻌﻠﺘﻬﻢ ﻳﺸﻌﺮون"

ﺧﻄﻮة رﻗﻢ  :٧إﻧﺸﺎء رﺳﺎﻟﺔ ﻣﺎرﻛﺔ وﻣﺼﻌﺪ.
ﻛﻴﻒ ﺗﺒﺘﻜﺮ ﻣﺼﻌﺪ ﻷﻋﻤﺎﻟﻚ وﺗﺠﺎرﺗﻚ اﻟﺼﻐﻴﺮة؟
أﻋﺘﻘﺪ أن اﻟﻤﺎرﻛﺔ ﻫﻲ اﻷﺻﻞ اﻷﻛﺜﺮ أﻫﻤﻴﺔ .وﺑﺎﻋﺘﺒﺎرﻫﺎ أﻫﻢ أﺻﻞ ﺑﺎﻟﻨﺴﺒﺔ ﻟﻚ ،ﻫﻨﺎك ﻋﻨﺼﺮ أﺳﺎﺳﻲ وﻫﻮ
اﻟﻮﺿﻮح .ﻟﻨﻜﻮن أﻛﺜﺮ ﺗﺤﺪﻳﺪا ،وﺿﻮح اﻟﻤﺎرﻛﺔ .وﻫﺬا ،ﻓﻲ رأﻳﻲ اﻟﻤﺘﻮاﺿﻊ ،اﻟﻌﻨﺼﺮ اﻷﻛﺜﺮ ﻧﻈﺮا ﻣﻦ ﺟﺎﻧﺐ اﻟﻨﺎس
وﻫﻮ ﺑﻨﺎء اﻟﻤﺎرﻛﺔ .ﻟﺬﻟﻚ....
أﻧﻈﺮ إﻟﻰ ﻣﺎرﻛﺘﻚ اﻟﺤﺎﻟﻴﺔ وأﺟﺐ ﻋﻦ ﻫﺬه اﻷﺳﺌﻠﺔ.....
إذا ﻛﺎن اﻟﻌﻤﻴﻞ اﻟﻤﺤﺘﺮم اﻟﻤﻮﻗﻊ اﻹﻟﻜﺘﺮوﻧﻲ اﻟﺨﺎص ﺑﻚ ﺳﻴﻘﻮم ﻓﻮرا ﺑﻔﻬﻢ ﺳﺮﻳﻊ ﺑﻤﺎ ﺗﻔﻌﻞ ﺑﻪ وﻟﻤﺎذا ﺗﻔﻌﻞ
ذﻟﻚ؟ )ﻏﺎﻟﺒﺎ ﻟﺪﻳﻬﻢ ﺧﻤﺲ ﺛﻮاي ﻻﺗﺨﺎذ ﻫﺬا اﻟﻘﺮار(
ﻫﻞ ﻫﻮ واﺿﺢ ﻣﻦ اﻟﺬي ﺗﺘﺤﺪث إﻟﻴﻪ؟
ﻫﻞ اﻟﻨﺴﺨﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ﺗﻌﻄﻲ اﻧﻄﺒﺎﻋﺎ أو إﻳﺤﺎء ﺑﺎﻟﻔﻌﻞ؟
ﻫﻞ ﻳﺴﺘﻄﻴﻊ اﻟﺸﺨﺺ اﻟﺬي ﻳﻘﺮأ اﻟﻤﺤﺘﻮى اﻟﺨﺎص ﺑﻚ ﺗﻌﺮﻳﻒ ﻣﺎ ﺗﻘﻮم ﺑﺎﺳﺘﺨﺪاﻣﻪ ﻣﻦ ﺧﻼل ﻛﻠﻤﺎت ﻗﻠﻴﻠﺔ.
ﻫﻞ ﻳﻌﺮﻓﻮن ﻣﺎ ﻫﻲ اﻟﺨﻄﻮة اﻟﺘﺎﻟﻴﺔ اﻟﺘﻲ ﻳﻨﺒﻐﻲ أن ﺗﻜﻮن؟
إذا ﻟﻢ ﻳﻜﻦ ﻛﺬﻟﻚ ،ﻓﺈن اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ﺗﺤﺘﺎج إﻟﻰ ﺗﻮﺿﻴﺢ واﻟﻄﺮﻳﻘﺔ اﻷﻓﻀﻞ ﻟﻠﺒﺪء ﻓﻲ اﺑﺘﻜﺎر ﻣﺼﻌﺪ ﻗﺼﻴﺮ
وﺟﻤﻴﻞ .اﻓﻌﻞ ﻫﺬا....
ﺣﺪد أو ﻋﺮف اﻟﻌﻤﻞ اﻟﻨﻤﻮذﺟﻲ.
ﺣﺪد ﻣﻦ ﻫﻮ اﻟﻌﻤﻴﻞ اﻟﻨﻤﻮذﺟﻲ ﻟﻚ .ﻛﻦ ﻣﺤﺪدا ﻗﺪر اﻹﻣﻜﺎن .ﻫﺬا ﻫﻮ اﻟﺸﺨﺺ اﻟﺬي ﻓﻌﻼ ﺗﺮﻳﺪ أن ﺗﻌﻤﻞ ﻣﻌﻪ.
ﺣﺎﺟﺘﻬﻢ ﻟﻠﻌﻤﻞ ﻟﻤﺎ ﻳﺠﺐ أن ﺗﻘﺪﻣﻪ وﺗﻮﻗﻌﺎت اﻟﻌﻤﻞ ﻣﻌﻬﻢ ﺗﺜﻴﺮك وﻫﺬا اﻟﻨﻮع ﻣﻦ اﻟﻌﻤﻴﻞ اﻟﺬي ﻳﺴﺎﻋﺪ أﻋﻤﺎﻟﻚ
وﺗﺠﺎرﺗﻚ ﻋﻠﻰ اﻟﻨﻤﻮ ،ﻻ ﺗﻬﻤﻞ ذﻟﻚ.
اﻟﻮﺿﻮح ﺑﺎﻟﻀﺒﻂ ﻫﻮ ﻣﺎ ﺗﻔﻌﻠﻪ .ﻣﺎﻫﻲ ﺧﺒﺮﺗﻚ وﻟﻤﺎذا اﻟﻨﺎس ﻳﺴﺘﺄﺟﺮوﻧﻚ؟ إذا ﻛﻨﺖ ﺑﺪأت ﺣﺎﻻ ،ﺑﺒﺴﺎﻃﺔ اﻋﻤﻞ
ﻋﻠﻰ ﺗﻮﺿﻴﺢ ﺧﺒﺮﺗﻚ.

ﻣﺎ ﻫﻮ اﻟﺸﻲء اﻟﻔﺮﻳﺪ أو اﻟﻤﻤﻴﺰ ﺣﻮﻟﻚ وﺣﻮل ﺗﺠﺎرﺗﻚ؟
ﻟﻤﺎذا أﻧﺖ ﺗﻌﻤﻞ ﻓﻲ ﻫﺬا اﻟﻌﻤﻞ أو اﻟﺘﺠﺎرة؟ ﻟﻤﺎذا ﻫﺬا ﻣﻬﻢ ﺟﺪا ﻷﻧﻚ ﺗﺠﻌﻠﻪ أﺳﻬﻞ ﻹﺑﻼغ ﻋﻤﻼﺋﻚ اﻟﻨﻤﻮذﺟﻴﻦ
ﺑﺎﻟﻀﺒﻂ ﻣﺎ ﻫﻮ ﻫﺬا اﻟﺸﻲء ﺑﺎﻟﻨﺴﺒﺔ ﻟﻬﻢ .ﺳﺘﻘﻮم أﻧﺖ ﺑﺤﻞ ﻣﺸﺎﻛﻠﻬﻢ وﺳﻴﻜﻮن ذﻟﻚ ﺧﺒﺮة ﻋﻈﻴﻤﺔ ﻷﻧﻚ ﺗﺤﺐ
ﻣﺎ ﺗﻔﻌﻠﻪ.
ﺣﻴﻨﺌﺬ ﺗﻘﻮم ﺑﺎﺑﺘﻜﺎر ﺑﻴﺎن ﻗﺼﻴﺮ ﻣﺤﺒﺐ ﻳﺤﺪد ﺑﺼﻮرة أﺳﺎﺳﻴﺔ ﻣﺎ ﺗﻘﻮم ﺑﻪ .وﻟﻜﻦ رﻛﺰ ﻋﻠﻰ ﻋﻤﻞ ﻧﻤﻮذﺟﻲ واﻟﺴﺒﺐ
اﻟﺨﺎص ﺑﻚ ﺳﻴﺴﺎﻋﺪ ﻓﻲ ﺗﻮﺟﻴﻬﻚ ﻻﺑﺘﻜﺎر اﻟﺒﻴﺎن-وﻣﺼﻌﺪ -ﻳﻌﻤﻞ.
ﻻ ﺗﻜﻮن ﻋﺎم ،وﻟﻜﻦ رﻛﺰ ﻋﻠﻰ ﻋﻤﻴﻞ ﻣﻌﻴﻦ ،واﺟﻠﺐ ﻟﻪ اﻟﻘﻠﻴﻞ ﻣﻦ اﻟﺘﻤﻴﺰ .ﻫﺬا ﺳﻴﺴﺎﻋﺪك ﻓﻲ ﺗﻮﺻﻴﻞ رﺳﺎﻟﺘﻚ إﻟﻰ
ﺷﻲء ﻣﺤﺪد ﻳﻨﺠﺬب ﻣﻦ ﻧﺎﺣﻴﺔ اﻟﺠﻤﻬﻮر اﻟﺼﺤﻴﺢ.

ﺧﻄﻮة رﻗﻢ  :٨دع ﺷﺨﺼﻴﺔ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ﺗﻠﻤﻊ.
ﺧﻄﻮة رﻗﻢ  :١راﺟﻊ ﻣﻮاد اﻹﻋﻼن اﻟﺨﺎﺻﺔ ﺑﻚ اﻟﻤﺘﻮاﺟﺪة ﺣﺎﻟﻴﺎ.
ﻫﺬا ﻳﺸﻤﻞ اﻟﻤﻨﺘﺠﺎت واﻟﺨﺪﻣﺎت اﻟﻔﻌﻠﻴﺔ اﻟﺘﻲ ﺗﻘﺪﻣﻬﺎ واﺳﺘﺮاﺗﻴﺠﻴﺔ اﻟﺘﺴﻌﻴﺮ واﻟﺸﻌﺎر وﺑﻴﺎﻧﺎت اﻟﺮؤﻳﺔ/اﻟﻤﻬﻤﺔ ،ﻫﺬه
ﻫﻲ اﻟﻤﻮاد اﻟﺘﻲ ﺗﻢ اﺑﺘﻜﺎرﻫﺎ ﺑﺎﻟﻔﻌﻞ وﻫﻲ اﻟﺘﻲ ﺗﻌﻜﺲ اﻟﺼﻮرة اﻟﺘﻲ ﺗﺮﻳﺪ أﻧﺖ أن ﺗﺄﺳﺴﻬﺎ.
ﺧﻄﻮة رﻗﻢ  :٢اﻟﻌﺼﻒ اﻟﺬﻫﻨﻲ واﻟﻮﺿﻮح.
أﻋﻄﻲ ﻣﺎرﻛﺘﻚ ﺻﻮرة ﺣﻘﻴﻘﻴﺔ! ﻳﻨﺒﻐﻲ أﻻ ﻳﺘﻢ ﺧﻠﻂ ﻫﺬا ﻣﻊ اﻟﺸﻌﺎر؛ أوﺟﺪ ﺻﻮرة ﺷﺨﺺ ﻣﺎ ﻳﺠﺴﺪ اﻟﺸﺨﺺ اﻟﺘﻲ
ﺗﺒﺘﻜﺮه وﻳﻨﻄﻖ ﺑﺎﻟﺴﻴﺮة اﻟﺬاﺗﻴﺔ اﻟﺨﺎﺻﺔ ﺑﻬﻢ .اﻋﻤﻞ ﻗﺎﺋﻤﺔ ﺑﻤﻮاﺻﻔﺎت واﻫﺘﻤﺎﻣﺎت وﻋﻮاﻃﻒ وﻣﻬﻤﺎت ﺗﻠﻚ
اﻟﺸﺨﺼﻴﺔ ﻓﻲ اﻟﺤﻴﺎة) .ﺗﺬﻛﺮ أﻧﻚ ﺗﺒﺘﻜﺮ ﺷﺨﺼﻴﺔ دﻳﻨﺎﻣﻴﻜﻴﺔ ﺣﺮﻛﻴﺔ ،وﻟﻴﺴﺖ ﻣﺠﻤﻮﻋﺔ ﺻﻔﺎت .اﻷﺷﻴﺎء اﻟﺘﻲ ﺗﻘﺒﻞ
اﻟﺘﻄﺒﻴﻖ ﻫﺬه اﻷﻳﺎم رﺑﻤﺎ ﺗﺘﻐﻴﺮ ﺧﻼل ﺧﻤﺲ ﺳﻨﻮات ،وأﻧﺖ ﺗﺮﻳﺪ ﻟﻤﺎرﻛﺘﻚ أن ﺗﻜﻮن ﻗﺎدرة ﻋﻠﻰ اﻟﺘﻄﻮر ﻣﺜﻠﻤﺎ ﻳﺤﺪث
ﻓﻲ اﻷﺳﻮاق( ﺣﺎول ﻣﺨﺎﻃﺒﺔ اﻟﺼﻔﺎت اﻟﺨﻤﺴﺔ اﻟﻜﺒﺮى:
اﻻﻧﻔﺘﺎح ﻋﻠﻰ اﻟﺘﺠﺎرب :ﻫﻞ ﻫﻢ ﻣﺨﺘﺮﻋﻴﻦ/ﻓﻀﻮﻟﻴﻴﻦ أو ﻣﺘﺴﻘﻴﻦ ﻣﻊ أﻧﻔﺴﻬﻢ أو ﺣﺬرﻳﻦ؟ ﻫﻞ ﻟﺪﻳﻬﻢ ﺗﻘﺪﻳﺮ ﻟﻠﻔﻦ
واﻟﻌﻮاﻃﻒ واﻟﻤﻐﺎﻣﺮة واﻟﺴﻔﺮ واﻟﺤﺪاﺛﺔ؟ أو اﻟﺮاﺣﺔ واﻟﻨﻤﺎذج وﺗﻮﻗﻊ اﻟﻤﺴﺘﻘﺒﻞ واﻟﺮوﺗﻴﻦ؟
اﻟﻀﻤﻴﺮ اﻟﺤﻲ :ﻫﻞ ﻫﻢ أﺻﺤﺎب ﻛﻔﺎءة؟ ﻣﻨﻈﻤﻴﻦ؟ أو ﻣﻦ اﻟﺴﻬﻞ ﻗﻴﺎدﺗﻬﻢ/أو ﻣﻬﻤﻠﻴﻦ؟ ﻫﻞ ﻫﻢ ﻳﻈﻬﺮون اﺣﺘﺮام
اﻟﻨﻔﺲ وﻧﻈﺎﻣﻬﺎ وﻳﻨﺠﺰون أﻛﺜﺮ ﻣﻤﺎ ﻫﻮ ﻣﻄﻠﻮب؟ وﻳﺨﻄﻄﻮن ﻟﻤﺎ ﻫﻮ ﻓﻲ اﻟﻤﺴﺘﻘﺒﻞ؟ ﻫﻞ ﻳﻤﺸﻮن ﻣﻊ اﻟﺘﻴﺎر
وﻳﺘﺼﺮﻓﻮن ﺑﺘﻠﻘﺎﺋﻴﺔ؟
اﻻﻧﺒﺴﺎﻃﻴﺔ :ﻫﻞ ﻫﻢ ﻳﺤﺒﻮن اﻟﺨﺮوج/ﻟﺪﻳﻬﻢ ﻃﺎﻗﺔ أو ﻳﺤﺒﻮن اﻟﻮﺣﺪة أو ﻣﺘﺤﻔﻈﻴﻦ؟ أن ﻳﻤﻜﻦ ﻟﻤﺎرﻛﺘﻚ أن ﺗﻜﺘﺴﺐ
اﻟﻘﻮة أو ﻃﺎﻗﺔ؟ ﻫﻞ ﻫﻢ ﻳﺒﺤﺜﻮن ﻋﻦ ﺗﺤﻔﻴﺰ ﻣﻦ اﻷﺧﺮﻳﻦ؟ ﻫﻞ ﻫﻢ ﻳﺤﻔﺰون أﻧﻔﺴﻬﻢ ﺑﺄﻧﻔﺴﻬﻢ؟

اﻟﻤﻮاﻓﻘﺔ :ﻫﻞ ﻫﻢ أﺷﺨﺎص ودودﻳﻦ/ﻋﺎﻃﻔﻴﻴﻦ ﻣﻘﺎﺑﻞ ﺑﺎردﻳﻦ  /ﻏﻴﺮ ﻃﻴﺒﻴﻦ؟ ﻫﻞ ﻫﻢ ﻣﺘﺄﻛﺪﻳﻦ أو ﻟﺪﻳﻬﻢ إﺻﺮار
وﻳﻔﻬﻤﻮن وﻳﺘﻌﺎوﻧﻮن وﻟﺪﻳﻬﻢ ﺻﺒﺮ وﻟﺪﻳﻬﻢ ذﻛﺎء ﻋﺎﻃﻔﻲ؟ أو ﻣﺴﺘﻘﻠﻴﻦ وﺗﻨﻘﺼﻬﻢ اﻟﻌﺎﻃﻔﺔ/ﻋﺪاﺋﻴﻴﻦ؟
اﻟﻌﺼﺒﻴﺔ :ﻫﻞ ﻫﻢ ﻟﺪﻳﻬﻢ ﺣﺴﺎﺳﻴﺔ/ﻋﺼﺒﻴﻴﻦ ﻣﻘﺎﺑﻞ ﻣﻦ ﻳﺸﻌﺮون ﺑﺎﻷﻣﻦ/اﻟﺜﻘﺔ؟ ﻛﻴﻒ ﻳﻜﻮن ﺛﺒﺎﺗﻬﻢ اﻟﻌﺎﻃﻔﻲ؟ ﻫﻞ
ﻣﻦ اﻟﺴﻬﻞ إﻏﻀﺎﺑﻬﻢ أو إﺛﺎرة اﻟﻘﻠﻖ ﻟﺪﻳﻬﻢ أو ﺗﺤﻔﻴﺰﻫﻢ؟ ﻫﻞ ﻫﻢ اﻧﺪﻓﺎﻋﻴﻴﻦ؟
ﻟﺘﺮﺗﻴﺐ أو إدارة ﻫﺬه اﻟﻤﻬﻤﺔ ،ﻳﻤﻜﻨﻚ ﺗﻘﺴﻴﻢ اﻟﻔﺮﻳﻖ وﺳﺆال ﻛﻞ ﺷﺨﺺ واﻟﻄﻠﺐ ﻣﻦ ﻛﻞ ﺷﺨﺺ اﺑﺘﻜﺎر رؤﻳﺘﻪ
ﻟﻠﻤﺎرﻛﺔ ﺛﻢ ﺗﺨﻠﻄﻬﺎ ﻛﻠﻬﺎ ﻟﻠﺤﺼﻮل ﻋﻠﻰ ﻣﻮاﺻﻔﺎت ﻣﻦ اﻟﺨﻠﻴﻂ اﻟﺼﺤﻴﺢ واﻟﻤﺘﻔﻖ ﻋﻠﻴﻪ .ﻫﻨﺎك اﺗﺠﺎه أﺧﺮ ﻣﻦ ﺧﻼل
اﻟﻤﺤﺎوﻟﺔ واﻟﺨﻄﺄ ﻣﻦ ﺧﻼل ﻋﻤﻞ أﺳﺌﻞ ﻣﺘﻨﻮﻋﺔ ﻣﺜﻞ ﻫﺬا " :ﻫﻞ ﻳﻤﻜﻦ ل "س" ﻣﺜﻼ أن ﺗﺠﻌﻠﻬﻢ ﺳﻌﺪاء أو ﻏﻴﺮ
ﺳﻌﺪاء؟“" ،ﻛﻴﻒ ﻳﻤﻜﻦ أن ﻳﺴﺘﺸﻌﺮوا "ص"؟"" ،ﻫﻞ ﻳﻤﻜﻦ ل "زاي" ﺟﺬب اﻧﺘﺒﺎﻫﻬﻢ؟".

ﺧﻄﻮة رﻗﻢ  :٣أﺣﺼﻞ ﻋﻠﻰ وﺟﻬﺔ ﻧﻈﺮ اﻟﻌﻤﻴﻞ واﺗﺠﺎﻫﻪ:
ﻣﻦ اﻟﻤﻬﻢ أن ﺗﺠﺬب ﺻﻮرة ﻣﺎرﻛﺘﻚ اﻟﺴﻮق اﻟﺬي ﺗﺮﻏﺐ ﻓﻲ أن ﻳﻜﻮن ﻫﻮ دﻓﻚ ،وﺑﻌﺪ ﻛﻞ ﻫﺬا ،ﻫﺬا ﻫﻮ اﻟﻐﺮض!
اﻣﺴﻚ ﻣﺠﻤﻮﻋﺔ ﻣﺮﻛﺰة ﻻﻛﺘﺸﺎف ﻣﺎ ﻳﻌﺘﻘﺪه اﻟﻌﻤﻼء ﻣﻦ ﻧﺎﺣﻴﺔ ﺻﻮرة اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ اﻟﺘﻲ ﻗﻤﺖ ﺑﺎﺑﺘﻜﺎرﻫﺎ .ﻫﻞ
ﻫﻨﺎك ﺷﺨﺺ ﻣﺎ ﻳﻤﻜﻦ أن ﻳﺘﻮاﻓﻖ ﻣﻌﻬﺎ؟ ﻳﻤﻜﻨﻚ أن ﺗﺴﺄل اﺳﺌﻠﺔ ﻟﻮﺻﻒ ﺷﺨﺼﻴﺔ ﻓﻌﻠﻴﺔ ﻟﻤﺴﺎﻋﺪة اﻟﻌﻤﻼء ﻋﻠﻰ
اﻟﺘﻌﺒﻴﺮ ﻋﻦ ﻛﻴﻔﻴﺔ رؤﻳﺘﻬﻢ ﻟﻠﻤﺎرﻛﺔ .ﻣﺜﻼ :ﻣﺎﻫﻲ اﻟﺴﻴﺎرة اﻟﺘﻲ ﻳﺤﺒﻮن ﻗﻴﺎدﺗﻬﺎ؟ ﻣﺎذا ﻳﻤﻜﻦ أن ﻳﻔﻌﻠﻮا ﻓﻲ ﻋﻄﻠﺔ ﻧﻬﺎﻳﺔ
اﻷﺳﺒﻮع؟ ﻣﻦ ﻫﻢ أﺻﺪﻗﺎﺋﻬﻢ؟ ﺑﻤﺠﺮد ﻋﻤﻞ ﻣﻘﺎﺑﻠﺔ ﺷﺨﺼﻴﺔ ﻳﻤﻜﻨﻚ اﺳﺘﻴﻀﺎح وﺟﻬﺔ ﻧﻈﺮ اﻟﻌﻤﻴﻞ ﺑﺨﺼﻮص
اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ .ﻳﻤﻜﻦ ﻫﺬا أن ﻳﻜﻮن ﻓﺮﺻﺔ ﻟﻤﺮاﺟﻌﺔ ﻣﻮاد ﺷﺨﺼﻴﺔ اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ﺑﺤﻴﺚ ﻳﻤﻜﻦ أن ﺗﺘﺤﺪث
ﺗﻠﻚ اﻟﻤﺎرﻛﺔ إﻟﻰ اﻟﺴﻮق اﻟﻤﻘﺼﻮدة اﻟﻤﺮﻏﻮﺑﺔ ﻣﻦ ﺟﺎﻧﺒﻚ.

اﻟﺨﻄﻮة رﻗﻢ  :٩ﺗﻜﺎﻣﻞ اﻟﻤﺎرﻛﺔ ﻣﻦ ﻛﻞ ﻧﺎﺣﻴﺔ ﻓﻲ اﻟﻌﻤﻞ اﻟﺨﺎص ﺑﻚ.
ﺑﺎﺑﺘﻜﺎر إرﺷﺎدات اﻟﻤﺎرﻛﺔ اﻟﺘﻲ ﻳﻤﻜﻦ أن ﺗﺸﻴﺮ إﻟﻴﻬﺎ ﻓﻲ أي وﻗﺖ ﺗﺤﺘﺎج إﻟﻰ ﺗﻨﻔﻴﺬ أي ﻣﺎرﻛﺔ ﺗﺘﻌﻠﻖ ﺑﺎﻷﻧﺸﻄﺔ ،ﻣﺜﻞ
ﺗﻄﻮﻳﺮ ﻣﺨﻴﻤﺎت أو ﻣﻌﺴﻜﺮات وﺣﻤﻼت وﻣﻮاد ﺗﺴﻮﻳﻖ إﻟﺦ....

اﻳﻀﺎ ،ﺗﺄﻛﺪ ﻣﻦ ﺗﻌﻠﻴﻢ وﺗﺪرﻳﺐ اﻟﻨﺎس ﻓﻲ ﺷﺮﻛﺘﻚ ﺣﻮل ﻫﺬه اﻹرﺷﺎدات وﺣﻮل ﺳﻠﻮك اﻟﻤﺎرﻛﺔ اﻟﺨﺎﺻﺔ ﺑﻚ ﻋﻤﻮﻣﺎ،
ﻟﺬﻟﻚ ﻳﻜﻮن ﻛﻞ ﺷﺨﺺ ﻋﻠﻰ ﻧﻔﺲ اﻟﺨﻂ ﻳﻌﻜﺲ اﻟﺘﻨﺎﺳﻖ وﻛﺬﻟﻚ ﻳﻜﻮن ﻣﺘﻨﺎﺳﻘﺎ ﻣﻊ اﻟﻤﺎرﻛﺔ ﻣﻦ ﻛﺎﻓﺔ اﻟﻨﻮاﺣﻲ
)ﻣﺮﺋﻴﺎ وﺳﻠﻮﻛﻴﺎ(.

ﺧﻄﻮة رﻗﻢ  :١٠ﻛﻦ أﻧﺖ أﻛﺒﺮ ﻣﺪاﻓﻊ أو ﻣﺤﺎﻣﻲ ﻋﻦ اﻟﻤﺎرﻛﺔ زاﺋﺪ ﻣﻮﻇﻔﻴﻚ وﻋﻤﻼﺋﻚ ”
ﻗﻢ ﺑﺈﻧﻤﺎء اﻟﻤﺎرﻛﺔ ﻣﻦ ﻧﺎﺣﻴﺔ اﻟﺮؤﻳﺔ ﻋﻀﻮﻳﺎ-اﻟﺪﻓﺎع ﻋﻦ اﻟﻤﺎرﻛﺔ ﻳﺴﺎﻫﻢ ﻓﻲ ﻧﻤﻮ اﻟﻤﺎرﻛﺔ ﺑﻄﺮﻳﻘﺔ ﻃﺒﻴﻌﻴﺔ .ﺑﺪﻻ ﻣﻦ
إﻧﻔﺎق اﻻﻻف ﻋﻠﻰ اﻟﺪﻋﺎﻳﺔ واﻹﻋﻼن ﻓﻘﻂ ،ﻳﻤﻜﻨﻚ اﻟﺪﻓﺎع ﻋﻦ ﺷﺮﻛﺘﻚ ﺑﻤﺠﻬﻮد ﺑﺴﻴﻂ .ﺗﻌﻠﻴﻖ ﺣﺠﻢ اﻟﺸﺮﻛﺔ ﻳﻤﻜﻦ
أن ﻳﻜﻮن زﻳﺎدة اﺳﺘﺜﻨﺎﺋﻴﺔ.
ﻋﺮض ﻛﻴﻔﻴﺔ ﺟﻮدة ﻣﻨﺘﺠﺎﺗﻚ -ﺧﺪﻣﺎﺗﻚ – ﻷن اﻟﻨﺎس ﺗﺜﻖ ﻓﻲ اﻟﻨﺎس أﻛﺜﺮ ﻣﻦ رﺳﺎﺋﻞ اﻟﺘﻌﺎون ،ﺗﺼﺒﺢ ﻣﺎرﻛﺘﻚ أﻛﺜﺮ
ﻗﻴﻤﺔ .اﻟﻨﺎس ﻳﺜﻘﻮن ﻓﻲ اﻟﻌﻤﻼء أﻛﺜﺮ ﻣﻦ اﻟﺸﺮﻛﺎت واﻟﻨﺎس أﻳﻀﺎ ﻳﺜﻘﻮن ﻓﻲ اﻟﻤﻮﻇﻔﻴﻦ اﻟﺬﻳﻦ ﻳﺸﺎرﻛﻮن ﻣﺤﺘﻮى
اﻟﺸﺮﻛﺔ واﻟﺼﻨﺎﻋﺔ وﺛﻘﺎﻓﺔ اﻟﻌﻤﻞ .ﻫﺬه اﻷﺷﻴﺎء ﻣﺠﺘﻤﻌﺔ ﻳﻤﻜﻦ أن ﺗﻮﻟﺪ ﻋﻤﻼ أﻛﺜﺮ وﻧﺎس أﻛﺜﺮ ﻳﺮدون اﺳﺘﺨﺪام ﻣﻨﺘﺠﻚ
أو ﺧﺪﻣﺎﺗﻚ.
اﻟﻤﻴﺪﻳﺎ واﻟﻤﻄﺒﻮﻋﺎت ﺗﺠﺬب اﻻﻧﺘﺒﺎه – ﻋﻨﺪﻣﺎ ﻳﺘﺤﺪث اﻟﻨﺎس ﻋﻦ ﻣﺎرﻛﺘﻚ وﻛﺬﻟﻚ اﻟﻤﻄﺒﻮﻋﺎت واﻷﺧﺒﺎر .اﻻن ﺷﺮﻛﺘﻚ
ﻟﻬﺎ ﻓﺮص أﻛﺜﺮ ﻓﻲ أن ﻳﺘﻢ ذﻛﺮﻫﺎ ﻓﻲ اﻷﺧﺒﺎر ﺑﺼﻮرة ﻃﺒﻴﻌﻴﺔ .ﻫﺬا ﻳﻔﺘﺢ ﻟﻤﺎرﻛﺘﻚ ﺟﻤﻬﻮر أﻛﺒﺮ وﻳﺆﺻﻞ ﺷﺮﻛﺘﻚ ﻓﻲ
اﻟﺘﺴﻮﻳﻖ وﻳﺴﻬﻞ اﻟﻮﺻﻮل إﻟﻴﻬﺎ.
أوﻗﺎت ﻓﺮاغ ﻟﻤﺪراء اﻟﺸﺮﻛﺎت اﻷﺧﺮى – ﻋﻨﺪﻣﺎ ﻳﻜﻮن ﻟﺪﻳﻚ ﺟﻴﺶ ﻣﻦ اﻟﻤﻮﻇﻔﻴﻦ واﻟﻌﻤﻼء ﻳﺸﺎرﻛﻮن اﻟﻤﺎرﻛﺔ ،ﻓﺄﻧﻪ
ﻳﻌﻄﻲ اﻟﺸﺮﻛﺔ ﻓﺮﺻﺔ ﻟﻠﺘﺮﻛﻴﺰ ﻋﻠﻰ ﻧﻮاﺣﻲ أﺧﺮى ﻓﻲ اﻟﻌﻤﻞ.
ﺣﻈﺎ ﻃﻴﺒﺎ!
إﺑﺮاﻫﻴﻢ ﺑﺎﻣﺤﺮز
ﻣﺆﺳﺲ وﻣﺒﺘﻜﺮ.

