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_________________________________________________________________ 

Fine-tuning Your Brand Position & Marketing Pillars:  
3 Exercises You Can Do Now.  

Haile will lead a fast-paced but easy-to-follow conversation on how bringing focus and 
clarity to your organization’s brand position is important. She will show real life “before & 
afters” to illustrate how tightening up your marketing can attract and engage specific 
audiences. You will be able to immediately understand why “pigeon-holing” can be good 
and how to avoid tangents that lead to fuzzy, ineffective marketing. Learn how to double-
down on your “own-able” assets and identify marketing pillars that will support your 
brand.  

Haile will share 3 illuminating exercises she uses with her clients that will help you get 
unstuck and moving deliberately forward towards recovery. During the webinar, she will 
walk you through the exercises. You will be able to complete them on your own time after 
the webinar.  
____________________________________________________________ 

2:00  Session starts 
  Audio + Video Check 
  Introductions 
_________________________________________________________________ 

2:15   Fine-tuning Your Brand Position & Marketing Pillars 
  3 exercises! 

  You will discover your brand superpower, learn how empathy brings insight   
  and look into the future for inspiration. 

_________________________________________________________________ 

   
  Brand Positioning - IS your SUPERPOWER.  

  Refining your focus leads to BRAND POSITION 
  1. Discipline - what you do 
  2. Market - who you do it for 



  You want to “pigeon-hole” yourself, to make it easy for people to engage. 

  WHY? Focus allows you to: 

  •  be the expert!  
  • move away from just another option  
  • be more selective about who you market to  
  • find people who are a good fit  
  • remember, you are NOT for EVERYONE  
   (if you think you are, there’s a problem)  

  This is not about capability - or a laundry list of services -  
  It’s about FOCUS 

  So you can say “this is all we do, so we are the only choice/experts”  

  So why is that important?? 

  • you can focus your marketing (inch wide, mile deep) 
  • grow revenue  
  • charge a premium  
  • be more than a “vendor” 
  • attract better customers 
  • get found!  
  • build competence and confidence in your organization  

_________________________________________________________________ 

Q:  Did anyone come to my session at Gov’s Conference last year’s Gov.    

  Conference? There was a woman who asked me a question. She was from   

  Vidalia, GA and wanted to know about how they might brand Vidalia beyond   

  onions. I encouraged her to double down on ONIONS!  

_________________________________________________________________ 

Q:   Can you think of any examples of GA Tourism partners that are REALLY WELL 
  POSITIONED? Please share in chat.  

_________________________________________________________________ 



EXERCISE #1 

Discover Your Brand Superpower - identify where your existing competitive advantages 
can be leveraged. Your superpowers act as a homing beacon, attracting the right 
customers who are inspired by what you do. You must seek to be known for “one thing”.  

Do you feel like one in a sea of many?  
Or do you feel like the only choice in your category? 

(Name of place) is the only place that (benefit, feature, activity).  

Must be:  

- Compelling 
- Truthful 
- Sustainable  

We will send a follow up email with the 3 exercises.  

_________________________________________________________________ 

  Now you have an idea about how a positioning can help you stand out.  
  You want to “pigeon-hole”.  

________________________________________________________________ 

2:30  Marketing Pillars  

  Marketing Pillars are also about about FOCUS  
  (see the theme??)  

  These Pillars focus your content/marketing efforts in support of your    
  positioning.  

  Benefits include:  
  • clarity around what fits, especially for social media content  
`  • rules out tangents 
  • engages “better” clients/customers 
  • you can PLAN 



_________________________________________________________________ 

Q:  Which one excites you?? Clarity? No Tangents? Engagement? Planning?  

_________________________________________________________________ 
 
 
SLIDES BEFORE & AFTER  

  Jekyll Island  

  Schermer Pecans  
   
  Can you see how pillars work to support your brand and make it all easier?  

_________________________________________________________________ 

EXERCISE #2 

Where do pillars come from? An excellent way to start is with an EMPATHY MAP.  

Q: Has anyone used this method?  

SHOW MAP  

• puts you in your client/customer’s shoes 
• gets you unstuck 
• helps you see patterns 
• brings insights  
• product development  

Take 30-60 minutes with your team. Work on the map, do 1 persona at a time.  
Organize and summarize.  

_________________________________________________________________ 

2:45   Hopefully you can see how fine tuning + tightening up your position and   

  pillars is REALLY USEFUL. You do need a sense of your overall goals, RIGHT?  

  SO that’s….  



EXERCISE #3 

You and I are having coffee 3 years from now. You are REALLY HAPPY with the progress 

you’ve made. What’s happened in the last 3 years to make you SO HAPPY?  

You will write it all down. I promise there will be nuggets of insight in there and goals to 

pull out and work towards.  

_________________________________________________________________ 

2:50  Phew! We covered A LOT. And you have 3 exercises to work on!    

   

  Please connect over email or Facebook/Instagram! 

  haile@fontainemaury.com 

  @fontainemaury 

  @hailemccollum 

  Questions?  

    

mailto:haile@fontainemaury.com
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is the ONLY place that

FONTAINE MAURY | BRAND SUPERPOWER EXERCISE 
An exercise designed to identify the “one thing” you will be known for. 

Is it compelling? Truthful? Sustainable? If not, try again. Be brave. It’s OK not to be everything to everyone. 
 

WHAT IS THE NAME OF YOUR BRAND?1

WHAT SPECIAL FEATURES DOES YOUR BRAND HAVE?
Historic, scenic, activities, benefits? Is the feature compelling? Truthful? Sustainable? 

2

WRITE A HEADLINE ABOUT YOUR BRAND
Pretend you are a magazine writer, or an Instagram influencer, or someone writing a review. 
What would your headline or caption be? 

“

“
3

FILL IN THE BLANKS
Look at your answers above and fill in the blanks below.  

4

name of your brand 

benefit, feature, activity



WHO ARE WE EMPATHIZING WITH?
What situation are they in? 
What is their role in the situation?  

WHAT DO THEY NEED TO DO?
What do they need to do differently? 

What decisions do they need to make? 
 

WHAT DO THEY SEE?
What do they see as options?
What do they see others doing?
What are they watching and reading?
What social media do they use?
 

WHAT DO THEY DO?
What did they do today?

What behavior have we observed?
What can we imagine them doing?

 

WHAT DO THEY HEAR?
What do they hear from friends?
What do they hear second-hand? 

 

FONTAINE MAURY | EMPATHY MAPPING EXERCISE 
An exercise designed to help you better understand the people you serve.

1

2

3

4

5

WHAT ARE THEIR PAINS?
What are their fears frustrations?  

6

WHAT ARE THEIR GAINS?
What are their wants hopes, needs, dreams?  

7

WHAT DO THEY SAY?
What have we heard them say?
What might they say? 

“ “

8



FONTAINE MAURY | COFFEE IN 3 YEARS EXERCISE 
An exercise designed to help you set near-term goals. 

IN 3 YEARS... 
You and I are having coffee. You are really happy with the progress you’ve made. 
What’s happened in the last 3 years to make you so happy?  

1

FIND THE GOALS
Look at what you wrote above. ircle all the goals you can find.  

2

FILL IN THE BLANKS
List your top 3 near-term goals here. 

3


