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How to find your
brand’s unique voice - and



The B2B Eco-Chamber

MOST B2
BUSINESSES
DON'T JUS
SOUND THE
SAME, THEY SAY

THE SAME




What is a Unique Voice?

YOUR UNIQUE
VOICE IS MUCH
MORE THAN
OUR TONE,
IT'S WHAT YOU
SAY TO THE
WORLD TOO]

FINDING A VOICE THAT RESONATES

This hands-on guide helps you to identify and

articulate the unique voice of your business, by

finding the intersection of what will resonate with customers,
set you apart from competitors and be entirely authentic.

We hope you find it useful in finding your voice, and then
owning it.







1. It Engages Prospects

OF B2B BUYERS
READ AS MANY
AS THREE TO FIVE
PIECES OF CONTENT
BEFORE FIRST
ENGAGING WITH
A BRAND.



2. It helps you stand apart from competitors
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SENIOR B2B
DECISION MAK

3. Your customers expect it

THINK B2 B_

MARKETERS ARE[R

S o T

LAGGINGBEHIND

4. It is happening whether you like it or not

COMPANIES THAT PRESENT THEMSELVES
CONSISTENTLY ARE 3 TO 4 TIMES
MORE LIKELY TO BE VISIBLE TO
THEIR AUDIENCE

RIS



This is how we do it

|l What your customers want and care about?

24 What your competitors are doing and not doing?

3 What sets your organisation apart?

WHAT MAKES
YOUR ORGANISATION
STAND OUT?

WHAT ARE
YOUR COMPETITORS WHAT ARE
DOING? YOUR TARGET
WHAT ARE-THEY CUSTOMERS
UNDERSERVING? INTERESTED IN2

>>



STEP 1. GET CLOSE TO YOUR CUSTOMER

PERSONAS

MARKETING
FIVE TIMES
AS EFFECTIVE.



A. CUSTOMER INTERVIEWS

B. SALES OR SUPPORT TEAM SURVEYS

N-DEPTH RESEARCH




PERSONAL DETAILS
Name

5 Job title
Voice Finder

Age

Location

Personal career goals
C. CUSTOMER PERSONA DEVELOPMENT

Three interests outside of work

BUSINESS
Sector

Company size

Sector

JOB ROLE

How many years have they worked in this role2
Role in decision makin

g related to your product/service
Role goals

Greatest aim of their role
Greatest challenges

How you can help achieve these goals
and overcome these challenges

CONTENT NEEDS
Preferred content channels

Preferred content formats

Topics of interest (relevant keywords)




STEP 2. STUDY YOUR COMPETITORS

A. Topic Review and Refine

Analyse your competitors’ marketing and for each record the topics

they have covered, their angle on them and whether their content is
informative, insightful or interesting, (tools like Ahrefs and Buzzsumo will
do the leg work). Compare this to the topics of interest highlighted in
your customer research - which of these topics aren’t covered extensively
by competitors2 See our content audit template on page 15 for this task.

B. Tone Review

While looking at your competitors’ marketing, record in brief:
What is the content designed to make buyers feel?

Does it achieve it?

What keywords and phrases do they use time and again?
What three to five adjectives do you think appear in their brand
guidelines about their voice?

C. Competitor Mapping

With that information, you can create a competitor voice map. Work out
the four quadrants of voices that make sense in your industry. Create

an axis like the one below and map your competitors, highlighting the
clusters - and the gaps. The gaps could be opportunities for you.
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A. Business strategy
STEP 3. UNLOCK WHAT MAKES YOU, YOU To ensure your voice is strategic and works for the long-term, you need

to know the direction your business is taking. Gather information on your
values, vision and growth plans in the short and mid-term.

B. Content audit template

Carry out a thorough content audit so that you can see what has worked
in the past and whether there are opportunities to repurpose or develop
existing ideas.

C. People

This is one of the most important parts of the Voice Finder process. It's
your people who make your business so carry out structured employee
interviews or surveys to find out:

Why did they choose to work with the company?

= How do they think the company is different to competitors?

® How would they describe the company’s people?
= What 3 adjectives would they use to describe the company.

= What topics do they think customers want the company to speak on?

= What topics do they think people in the company could speak
on authoritatively?

= What are they, as individuals passionate about?




Voice Finder

B. Content audit template

PRIMARY OTHER CONTENT CONTENT TARGET PERFORMANCE:] PERFORMANCE:
URL TITLE ACTION KEYWORD KEYWORDS TYPE OVERVIEW PERSONA VISITORS SOCIAL SHARES

>>



STEP 4. DEFINE YOUR VOICE

SENIOR LEADERSHIP
TEAM WORKSHOPS
WILL SHAPE YOUR

UNIQUE VOICE.



CORPORATE SMALL BUSINESS
PROFESSIONAL AMATEUR
BRAND SCALES SERIOUS CHEERFUL
ORDINARY DAZZLING
SHOUT WHISPER
BOLD HELPFUL
CALM EXCITED
HILARIOUS BORING
APPLE VIRGIN
INNOCENT COCA-COLA
MAILCHIMP
WE ARE / NOT
CENTER PARCS BUTLINS
FLAKE FERRERO ROCHE

BARACK OBAMA JACOB REES MOGG

DR SEUSS CHARLES DICKENS

MARY BERRY PAUL HOLLYWOOD




255 INTRODUCTIONS

Why are we here
Where we are in the process

> FUTURE FOCUS

Recap and alignment on the direction the
business is taking

55 INSIGHTS

Highlights from our research so far

= Customer

= Competitors
= Us

= TONE

Voice mapping
Brand scales
We are / not

= TOPICS

Topics we could own and why
Our angle on those topics

2 SUMMARY AND NEXT STEPS




STEP 5. OWN YOUR VOICE

Direct mail
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Template calendar plan
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Raise your voice
Contact Renaye@digitalradish.co.uk
Or call +44 (0)20 3609 1349

adish

We're the creative marketing strategists - using market insight to develop

bold brands an ative campaigns that inspire, motivate and engage

your employe stomers. An experienced team of strategists, creatives
Ip businesses to move fearlessly forwards in times
rands with the insight and creativity to be brave,

de-risking big ss deciﬂqnd making even bigger business impact.




