
WHAT YOU CAN EXPECT FROM

A HUEBNER 
RELEVANCY 
REPORT
Over the past 30 years, we’ve developed a system 
for investigating, identifying, and amplifying the 
strongest possible brand positioning strategy for 
various companies. 

We’ve used this system with brands big and small, 
new and old, B2B and B2C. And it works. Every time. 
Not because we’re really good at digging into your 
business and finding the story within (though we are 
really good at that). It works because it allows us to 
be a mirror to what you, your employees, and your 
customers already know to be true. And the end 
result puts everyone on the same page about how to 
move forward into the next chapter of that story.

Whether you’re acquiring a new company, merging 
your brand with another, or looking for a marketing 
solution to a complex business problem, our  
Relevancy Report offers a proven process to help you 
build a stronger brand, inside and out.

https://www.huebnermarketing.com/relevancy-report/


THE 
PROCESS

RESEARCH
Our team of pros visits your 
headquarters to talk to your 
stakeholders, your customers, 
and maybe even your 
competition.
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MESSAGING 
AUDIT

We review what you say about 
yourself internally and

externally—all of it. 

GAP ANALYSIS
We look for any gaps or 
inconsistencies between who 
you say you are and who the 
market believes you to be.

RECOMMENDATIONS
We present a summary of our 
findings, including 
observations, strategies, and 
tactics to take advantage of 
your strongest brand 
positioning opportunities.

VALUE INDEXING 
Knowing what we know, we 

weigh the value of various 
brand positioning strategies.
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STEP 01
RESEARCH

Our team of pros visits your headquarters to talk 
to your stakeholders, your customers, and 
maybe even your competition.

We usually spend 1-2 days on-site 
with a Relevancy Report client, 
talking to everyone from the  
receptionist to the head engineer 
to the CEO and their assistants. 
Our questions focus on both the 
why and the how of the business. 

• Why do customers do business with you?                 
Why don’t they?

• How critical are you to their business success? 

• How do employees define the company mission?

• How does the competition sell against you?

• What external influences—from politics to weather to 
social changes—might impact your success?

• What does each audience believe you are  
“known for?”

The most common mistake we see in this kind of research 
is a lens that’s too narrow. Relying on one or two opinions 
(usually in the C suite) to make brand positioning  
decisions is a recipe for short-sightedness at best. For the 
best results, you need input from a broad spectrum of 
stakeholders to gauge exactly where and how your brand 
sits in the minds of those connected to your brand. The 
goal is to expose any and all perceptions of your brand—
both positive and negative—and that usually involves 
collecting dozens of interviews.

Following our on-site visit, we follow up with additional conversations with key customers, 
vendors, and even competitors to get a full 360-degree view of your business. We also often 
conduct an email survey of a broader audience to add additional context to our interviews.

WHY IT’S IMPORTANT:

WHAT IT 
LOOKS LIKE:



STEP 02
MESSAGING 
AUDIT

We review what you say about yourself 
internally and externally—all of it. 

We collect everything we 
can find that carries your 
messaging. From 
brochures, web pages, and 
tweets to business cards, 
office signage, and 
customer service scripts. 
It all adds up to the story 
you’re currently telling your 
team and the marketplace.

We strongly believe that 
your brand identity starts 
with your team and that 
messaging is born and 
tested around the water 
cooler. Bringing all your 
messaging to the 
surface—both internal and 
external—is the only way 
to fully understand your 
current brand position.

WHAT IT
LOOKS LIKE:

WHY IT’S 
IMPORTANT:



STEP 03
GAP ANALYSIS

We look for any gaps or inconsistencies 
between who you say you are and who the 
market believes you to be. 

With interviews and messaging  
audits complete, our expert team goes 
into comparison mode … in a good 
way. We’re looking for gaps between 
stakeholder perceptions, your current 
brand position, and your internal and 
external messaging. The result is a 
summary of where you stand and what 
opportunities we see for bridging 
those gaps, for example:

WHAT IT 
LOOKS LIKE:

• Do you believe one thing internally about 
what your brand stands for but customers say 
something different?

• Do your marketing materials drift from your 
core message or even communicate  
something different?

• Is there a difference between how you want 
your brand to be perceived and how it’s  
currently perceived based on the research 
we’ve conducted?

• How are resources for marketing being de-
ployed, and where can they be better used to 
reinforce your brand position?

This is where the third-party perspective is 
invaluable. Once you have these perception 
gaps defined, you can create a plan of action 
to move the organization forward to where 
you really want to be.

WHY IT’S 
IMPORTANT:



The challenge of this stage is to take a real critical look 
at the potential directions your brand could go and to 
weigh them against what the research has shown. While 
internally you might feel your customer service is most 
important, if your customers are more interested in 
delivery times, then that has to be considered. What is 
it they say about the customer being right? 

WHY IT’S 
IMPORTANT:

STEP 04
VALUE 
INDEXING

Knowing what we know, we weigh the value 
of various brand positioning strategies.

By this time, we have a pretty good handle on 
how you’re positioned currently and a number 
of ideas about how you might position your 
business more strongly in the future. We bring 
that list of ideas to the table and weigh them 
against what matters to your customers and 
how it compares to your competition. We use 
a simple scale of 10 to compare the power 
of say, “customer service leader” to “fastest 
delivery available.”

WHAT IT 
LOOKS LIKE:

• How important is each position to the 
customer’s success or goal  
accomplishments? Would they be  
willing to pay more?

• How different is each position from the 
competition? Can it create a  
“messaging moat” they can’t cross?

• How easy is each positioning strategy 
to communicate to your audience?



A written report of everything we learned and observed about your business, complete with 
the positioning strategies we believe offer the most potential for adding value to your brand. 
This final report is a tool to bring key stakeholders to the table to decide the next steps as a 
team with solid data to support your decision. Most likely, it will take the leadership team— 
including the CEO—to make the final decision on the positioning strategy.

WHAT IT LOOKS LIKE:

The end product is truly just the  
starting point, a way to get everyone on 
the same page, and a resource to  
return to when things inevitably change. 
Once the most promising brand  
positioning strategy is determined, 
we recommend these three additional 
exercises to kick off the next phase of 
your stronger, more relevant brand:

WHY IT’S 
IMPORTANT:

STEP 05
RECOMMENDATIONS

We present a summary of our findings, including observations, 
strategies, and tactics to take advantage of your strongest 
brand positioning opportunities.

01. A positioning statement should be written 
that clearly articulates how the brand is  
being positioned against its competitors, 
what the brand promises, and how it’s  
differentiated from its competitors. The 
positioning statement can be anywhere  
from 1 to 5 paragraphs in length.

02. A tagline should be written that  
summarizes the positioning statement in a 
short, creative, and memorable way. Ideally, 
the tagline should convey the primary  
benefit the brand offers to the customer, 
making the customer strategically aware of 
what makes it unique.

03. A roadmap should be established—led by 
the VP of Sales & Marketing (or similar)—to 
ensure best practices are undertaken to 
meet goals, objectives, and any KPIs related 
to communicating the brand position and 
marketing it for strategic awareness in  
the marketplace.



A RELEVANT RETURN 
ON INVESTMENT
Brand positioning, like many marketing efforts, gets 
a bad reputation when it comes to ROI. It’s fuzzy to 
measure the impact of a new tagline or a change in 
how you talk about your company internally. But we’re 
not afraid of a little metrics talk. 

The true ROI of a brand positioning study depends 
on the business goals that led to the project in the 
first place. Depending on that core objective, we can 
measure our success through brand equity surveys,  
employee net promoter scores, brand awareness in a 
new market, growth beyond sales projections—the list 
goes on and on.

Our Relevancy Roadmap is designed to support big 
picture business objectives and create clarity for your 
marketing strategy—and spend. We can help identify 
roadblocks, find ways to alleviate them, and layout a 
roadmap of tactics that can have the biggest impact 
on your business. 

Contact the team at  
HUEBNER MARKETING 
to kick off a Relevancy  
Report or discuss  
additional ways we can 
support your  
marketing goals.

READY TO 
MAXIMIZE 
YOUR 
RELEVANCE?

6853 N. Franklin Ave. Loveland, CO 80538

970-775-7140

www.HuebnerMarketing.com

info@HuebnerMarketing.com Huebner Integrated Marketing © 2022

https://www.huebnermarketing.com/relevancy-roadmap/
https://www.huebnermarketing.com/
https://www.huebnermarketing.com/

