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BUILDING A STRONG IDENTITY (TRACK: MAR/SALES) 

Explore the essential elements of creating a compelling brand identity that 
stands out in the market, with a focus on differentiation strategies. Learn 

how to define and implement the "Laws of Exposure" for your organization, 
including consistent use of colors, fonts, tags, and catchphrases to 

reinforce brand identity and avoid dilution. Understand the importance of 
consistency across all platforms and communications to build trust and 

recognition among your audience. Gain practical insights and strategies to 
develop a strong and cohesive brand identity that resonates with 

customers and enhances your organization's market presence. Whether 
you're establishing a new brand or revitalizing an existing one, join us to 

strengthen your understanding of brand building fundamentals.





POSITIONING AND WHY IT MATTERS

“Like speaking Japanese slowly and loudly to a person who speaks only English, putting a 

bigger marketing budget behind confusing and unclear positioning doesn’t work.”

- April Dunford

• Great positioning includes:

✓ The customer’s point of view on the problem you solve with your service

✓ The ways you are uniquely different from the others offering a similar service

✓ The characteristics of a potential customer that really values your service

✓ The best market context for your product that makes for a winning service



5+1 COMPONENTS OF POSITIONING

These are the Five (Plus One) Components of Effective Positioning:

1. Competitive alternatives. What customers would do if your solution didn’t exist.

2. Unique attributes. The features and capabilities that you have and the alternatives lack.

3. Value (and proof). The benefit that those features enable for customers.

4. Target market characteristics. The characteristics of a group of buyers that lead them to really 

care a lot about the value you deliver.

5. Market category. The market you describe yourself as being part of, to help customers 

understand your value. 

6. (Bonus) Relevant trends. Trends that your target customers understand and/or are interested 

in that can help make your product more relevant right now.



IMPLEMENTING POSITIONING

• Leadership must be a supporter and promoter of your positioning exercise and output

• A small working team (maybe 1 person from each of your different areas of the business) should 

work on the positioning (steps 1-4 at a minimum)

• The entire company must be aware of your positioning to deliver that message consistently to the 

market (sales, operations, service, marketing, provisioning, etc.)

• Positioning shouldn’t be scary … it’s a story / an ideal / a culture … that your company believes in to 

help your customers

• Everyone in the company is the company storyteller and the more who tell the same story, over and 

over and over, the more it “sticks” and that story becomes who your company is

• Make sure your positioning is represented in your company’s brand (colors, logo, uniform, etc.)

• Revisit your positioning periodically if there are shifts in the market that would make your positioning 

less meaningful
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LAWS OF EXPOSURE

Nextlink is SHOVEL READY with the RIGHT 

TOOLS IN THE TOOLKIT! 

We are growing and expanding our business every day 

to bring RELIABLE high-speed internet to RURAL 

new homes and businesses across the country. 

We REINFORCE our brand with an appealing shade of 

ORANGE that reflects our ENTHUSIASM and 

willingness to take on new challenges, embrace 

innovative approaches, and be open to uncharted 

territory. 



CREATING A CONSISTENT VISUAL IDENTITY

Create a consistent visual identity
Establish a recognizable brand aesthetic through elements like 
logo, imagery, and design style across all marketing materials.

Manage brand messaging
Ensure all communication, from marketing 
materials to customer service interactions, 
reinforces your brand story and values.



NEXTLINK & THE CITY OF BRYAN TEXAS BROADCASTING WITH WTAW 

BUI LD ING TRUST AND REC OGNIT ION  AM ONG YOUR AUDIEN CE .



THE POWER OF DIGITAL EXPOSURE 

POST AND POST OFTEN 



PARTNER WITH A TRUSTED SOURCE 

Nextlink Internet and Tarana Wireless
OUR PARTNERSHIP 

Bringing reliable, low-latency gigabit 
broadband service to an extensive set of 
under- and unserved communities and 
rural regions in Illinois, Indiana, Iowa, 
Kansas, Louisiana, Minnesota, Nebraska, 
Oklahoma, South Dakota, Texas, and 
Wisconsin. 

We are expanding service to hundreds of 
rural counties over the next several years, 
covering over a quarter million 
households.
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