12

KATE DILEO

BUILDING THE
BRAND TRIFECTA®

CREATE BRAND CONVERSATIONS
THAT CONVERT

KATE DILEO



KATE DILEO

The Brand Trifecta®

The Brand Trifecta® methodology enables you to develop a brand message that resonates at a heart-level
with your prospects and authentically compels them to take the next step and buy.

The Brand Trifecta® Formula:
« Tagline: What you do
« Value proposition statement: How you solve your customer's deepest heart pain/problem
« Differentiator statements: How you are different and better than the competition
« Tagline + value proposition statement + differentiator statements = conversion moment

Tagline:
« First line of defense in any brand conversation or interaction with prospects
o Articulates the promise of what you do and/or what someone will experience
« Short and precise phrase (maximum of 5 - 6 words), not a full sentence
o Bold and confident while being accurate, versus being pretentious or cocky
o Provokes a response from your prospects..’"Really? What do you mean by that?”

Value Proposition Statement:
« Expounds on your tagline by articulating the value you deliver
« Answers your prospect’s initial question..’Really? What do you mean by that?’
« Articulates how you solve your target audience’s deepest-level heart pain
« Creates the "You get mel” moment prospects desperately want
o Compels a critical comparison moment that prospects must have to convert

Differentiator Statements:
o Articulates how your brand is different and better than the rest
o Not a full list of features/benefits - macro level (maximum 3 - 5 bullet points)
« Speed, delivery model, proprietary approach, unique technology, level of service...
o Addresses the critical comparison moment prospects need in order to convert
« Brings prospects to the point of conversion where they want to know the details

The Buyer Psychology:
« Until prospects hear/see The Brand Trifecta®..they are NOT ready to know the details!
« Conversion moment happens AFTER they fully understand The Brand Trifecta®
o This brand messaging model creates a natural content hierarchy
« Opens the door for story-based, product-based, and service-based content
« Allows qualified prospects to self-select into the buyer journey on their own terms

Additional Points to Consider:
o Address product/service details (features/benefits) after The Brand Trifecta®
« Incorporate storytelling and long-form content after The Brand Trifecta®
o Write the message in your brand’s authentic tone of voice and personality
« Leverage key language and message concepts that are already working
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Order of Operations for the Brand Trifecta® and Supporting Content

The Brand Trifecta® creates a natural hierarchy for your content, with your tagline, value proposition
statement, and differentiator statements sitting at the top of your brand architecture. As you develop
additional content for your organization, remember that audience-specific messaging, product/service
offering-specific messaging, and other long-form content come after the Brand Trifecta. These pieces of
content should be natural extensions of the Brand Trifecta, written in the same tone of voice and in
alignment with the messaging of your tagline, value proposition statement, and differentiator statements.

THE BRAMND TRIFECTA®

(HOME PAGE) VALUE PROPOSITION

STATEMENT

DIFFERENTIATOR STATEMENTS

PRODUCT / SERVICE DETAILS —  OFFERINGS PAGES
(FEATURES / BENEFITS)

AUDIENCE / INDUSTRY-SPECIFIC DETAILS

(PROBLEM / SOLUTION CONTENT FOR EACH AUDIENCE) ICP FAGES

APPROACH / ABOUT THE RESOURCES / FAQ / ————— OTHER PAGES

METHODOLOGY ORGANIZATION LONG-FORM CONTENT
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Brand Trifecta Examples

The following Brand Trifecta® examples each have unique target audiences and tones of voices. Take note
of the variety in sentence structures, punctuation, and word choices that correlate to each brand's target
audience(s) and overall purpose of the message.

Tax Services Provider (B2B)

Target Audience: Busy CEOs of companies with $1 - $10 million in annual revenue who dont have the time
to manage their taxes anymore.

« Tagline: Making Tax Compliance Effortless
« Value proposition statement: Tax is a major priority for your business, but it doesn’t need to be a
major part of your day. Protect your credibility, relationships, and profits with worry-free tax consulting.
« Differentiator statements: We remove the hassle of navigating the ever-changing tax landscape.
Here's how:
o Accountability. We build a trusted relationship that ensures we can take your tax needs fully off
your plate, so you don't have to worry about it.
o Partnership. We're as concerned with supporting your current and future business goals as we are
about following process and procedure.
o Investigation. We find the answer for the most complex situations and figure out exactly what you
need to do so that you are protected.
o Expediency. We are an experienced and agile team that leverages proven processes and
technology to get things done in a timely manner.

Non-Profit Consulting Services (B2B)

Target Audience: Business C-suite teams of large non-profits who cannot fulfill their mission if they don't
have the right solutions to drive impact.

« Tagline: Empowering Nonprofits to Deliver on Their Promises

« Value proposition statement: You exist to change the world - and you deserve a partner who is
committed to helping you make it happen. Lead the way with the right strategies to transform your
organization, drive philanthropic revenue, and realize your impact.

« Differentiator statements: We understand that the nonprofit space is constantly evolving and that
you must also evolve to achieve your goals. We are committed to helping you excel through change
and fulfill your mission.

« The ABC Company Difference: Serving Organizations That Solve the World's Challenges

o We Lead with the Truth. Everything we do starts with data. We seek to understand your current
state in order to systematically craft the right roadmap for your success.

o We Bring More to the Conversation. Our capabilities extend beyond fundraising. We provide
solutions that ensure your strategic, technical, and functional needs are met.

o We Deliver On Our Promises, Too. Delivering exceptional outcomes is all we know. We take a
structured yet agile approach to ensure you reach and exceed your goals.
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Go-to-Market Consulting Services (B2B)
Target Audience: CEOs/Founders, and revenue leaders of $5 - $50 million SaaS and B2B service brands
who need to fix their Go-to-Market motions in order to drive revenue and scale the business.

« Tagline: Bridge The GTM Gap™

« Value proposition statement: Fancy slide decks and legacy strategies won't fix your GTM. Only a
precise yet adaptive revenue system will. Get out of the consultant trap and partner with a team of
proven, embedded GTM operators who have the chops to actually drive predictable, responsible
growth.

« Differentiator statements: If you don't change how you're operating—and fast—growth, credibility, and
valuation are all at risk. We get it. Solving these problems is at the heart of everything we do.

o The ABC Company Difference:

o Revenue System Design—Not GTM Advice. We don't deliver generic frameworks or ‘shelfware’
strategies. We architect and implement a proven revenue system that anchors every move to a
business decision—so growth becomes predictable and scalable.

o Embedded Execution—Not Bloated Strategy. We don't just build a plan and leave the execution
to you. We are seasoned operators who become an active part of your team—driving alignment
and ensuring the strategy actually performs in-market.

o Multi-Partner Strength—Not Fractional Coverage. We don't give you just one fractional resource.
We deploy multiple experienced GTM operating partners who work in tandem—giving you direct
access to the team’s collective go-to-market expertise.

o Outcomes for Money—Not Time for Money. We dont measure success by completed activities or
time spent in meetings. We operate like an engineering team, running four-week GTM Sprints™
with clear deliverables—ensuring you are paying for results, not effort.

Partner Operations SaaS Platform (B2B)
Target Audience: Heads of Partnerships for fast-growing SaaS brands who need a single platform to
manage all of their partner program operations.

« Tagline: Making Partner Revenue Scalable and Predictable

« Value proposition statement: Your partner channel is a growth engine—but it's being held back by
disconnected systems, operational complexity, and lack of credibility. ABC is the Al-native PRM for
modern partnership teams—built to replace manual work, eliminate partner friction, and turn partner
activity into repeatable revenue and measurable ROI.

« Differentiator statements: Automating Operations Across the Entire Partner Lifecycle

o Scalable Infrastructure, Not Workarounds. Most partner programs run on a patchwork of
disconnected tools and manual processes. ABC is the centralized operating system that keeps your
partner motion running smoothly—so execution is consistent, scalable, and measurable.

o Partner Action, Not Friction. When partners have to search, wait or work too hard, momentum
stalls. ABC reduces operational complexity and optimizes your partner experience by automating
engagement, streamlining workflows, and meeting partners where they already work.

o Data Defensibility, Not Doubts. If partner data is fragmented and attribution is fuzzy, every
performance conversation comes with a caveat. ABC makes partnerships measurable, credible,
and reportable, so your team can confidently stand behind the numbers and justify investment.
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Shoe Retdiler: In Store and E-Commerce (B2C)
Target Audience: 30 - 50 year-old women with a middle-class income who are dealing with foot pain and
want shoes that are both stylish and comfortable.

« Tagline: Confidence In Every Step
« Value proposition statement: When it comes to style and comfort, you don't have to compromise. Get
on your feet and go where life takes you.
« Differentiator Statements: The ABC Company Difference - The Right Pair Every Time
o Service. We are committed to providing a welcoming environment every time you shop.
o Selection. We curate hundreds of brands and thousands of styles from around the world.
o Sizes. Our fit experts take the time to help you find footwear that looks and feels great.

Wedding Flower Retailer: E-Commerce (B2C)
Target Audience: Brides ages 25 - 50 years old who need well-priced DIY wedding flowers that are fresh,
easy to assemble, gorgeous, and capture their vision.

« Tagline: Breathtakingly Beautiful. Unforgettably You.
« Value proposition statement: You deserve to have flowers worthy of the most iconic moment in your
life. Create the wedding of your dreams with stunning farm-fresh flowers.
« Differentiator statements: The DIY Flower Experience You've Been Waiting For
o Expertise. We are industry leaders and have mastered the process of curating wedding flowers
from the farm to your arms for more than 20 years.
o Selection. We offer the largest variety and availability of fresh flowers online - all sourced from
more than 350 partner farms around the world.
o Quality. We ensure your flowers are hand selected for the optimal bloom, color, and peak time so
they look beautiful on your big day.

Specialty Dental Products Retailer: E-Commerce (B2C)
Target Audience: Dentists and dental hygienists who need a one-stop shop to buy minimally invasive
periodontal management products.

« Tagline: Transforming Dentistry, Transforming Care
« Value proposition statement: Status quo treatments simply don't allow you to effectively solve for
chronic disease. Practice at the top of your license with leading-edge specialty products that enable
you to deliver optimal patient experiences and clinical outcomes.
« Differentiator statements:
o Industry-Recognized Leadership. We're not just suppliers, but innovators and pioneers. We
actively partner with clinicians and institutions worldwide to shape the solutions we deliver to you.
o Innovative Treatment Solutions. Choice and confidence are at the heart of our offerings. Our
robust product portfolio empowers you to make the right care decisions at any treatment stage.
o Streamlined Education Approach. We make it seamless to integrate the latest technologies. We
deliver the personalized training you need to effectively provide the highest standard of care.
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Writing The Brand Trifecta

The Brand Trifecta® is the top-level brand message for your organization and can also be developed for
audience-specific or sector-specific messaging. Before writing your Brand Trifecta, you must take note of
your brand's tone of voice, as well as understand the bottom-line heart pain(s) you solve for your target
audiences. These two pieces of information are critical for developing an authentic message that creates
the “you get me” moment for prospects, versus merely speaking to the features/benefits of what you offer.

As you write, it is very common to uncover a variety of phrasing that you like, and which you may wish to
incorporate into your message. Take note of these concepts somewhere. Often the final wordsmithing
phase of brand writing requires moving the language “puzzle pieces” on the board, to see which words and
phrases go best where, to create the most compelling and best-flowing message.

A final note: although your tagline is the first line of defense in your Brand Trifectq, this will be the last
thing you write, because it becomes apparent once you have written the rest of your message. To start, you
will write your value proposition statement, which speaks to the bottom-line heart pain you solve for your
target audiences. This statement above all others should create the “you get me” moment with prospects.

Value Proposition Statement Draft

There are numerous value proposition statement structures in the English language. The most impactful
structure consists of two statements, a pain statement and a call-to-action statement, which create a single
train of thought that directly speak to the bottom-line heart pain you solve for your audiences.

The pain statement highlights the problem your target audiences are experiencing, and this statement
should fill in the blank after a fake prompt of, “The reality is..” The call-to-action statement directly speaks
to how your target audience should solve that problem and follows the structure of, “Therefore, do this so
you get that.” The combination of the pain statement and call-to-action statement creates a complete
value proposition statement which creates the “you get me” moment for prospects.

Pain Statement: (The redlity is..)

Call-to-Action Statement: (Therefore..)
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Differentiator Statements Drafts

Differentiator statements are the third component of your Brand Trifecta® and they clarify how you are
different and better than the competition. The structure of differentiator statements is broken into two
pieces: a catch word or phrase, followed by one or two supporting sentences that expand on that concept.

Focus on developing a set of no more than 3 - 5 differentiator statements versus trying to speak to the
multitude of features and benefits that your product/service offering(s) may provide. Keep each catch
word or phrases similar in length and tone, as well as the supporting sentences. This will ensure that your
differentiator statements flow well and are easy to understand as a unified set of statements.

A final note: depending on your brand's target audiences and tone of voice, you may choose a single catch
word versus a longer lead-in phrase. You may also opt for shorter versus longer supporting sentences.
Choose the structure and language that most authentically sounds and seems like your brand, and which
will most accurately speak to how your organization is different and better than the competition.

Differentiator Statements:

Catch Word / Phrase Supporting Sentence(s)
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Tagline

Your tagline is your first line of defense in any brand conversation and should speak to the promise of
what your brand does. There are six common tagline structures in the English language, as shown in the
chart below, with each structure incorporating a focus word/theme to create a Tagline variation.

It is best to create numerous tagline options by experimenting with different word combinations and
structures. Create a list of 5 - 10 focus words/themes that capture the value you deliver, and incorporate
each into its own respective set of six tagline variations. The outcome should be 30 - 60 tagline variations.
Narrow down your list to the tagline that works best with the rest of your Brand Trifecta.

A final note: there are often differences in taglines for B2B and B2C brands. Taglines for B2B brands
directly speak to what the organization does, as this is what a business prospect wants to know. Whereas
end consumers want to know the promise of who they will be or the experience they will have with your
product. Therefore, taglines for B2C brands can often be more nebulous by speaking to this promise.

Example Tagline Variations:

Focus Word or Theme: Tax Compliance Should Be Effortless

Phrase Starting with a Gerund Making Tax Compliance Effortless

Phrase Starting with a Verb Make Tax Compliance Effortless

Phrase Starting with a Noun Tax Compliance without the Effort

Phrase Starting with an Adjective Effortless Tax Compliance for Your Business
Two Words. Two Words. Effortless Compliance. Improved Profitability.
Word. Word. Word. Compliance. Profitability. Growth.

Tagline Variations:

Focus Word or Theme:

Phrase Starting with a Gerund

Phrase Starting with a Verb

Phrase Starting with a Noun

Phrase Starting with an Adjective

Two Words. Two Words.

Word. Word. Word.
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Final Brand Trifecta®

Tagline:

Value Proposition Statement (Pain Statement + Call-to-Action Statement):

Differentiator Statements:

Catch Word / Phrase Supporting Sentence(s)
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