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“Products are made in the factory. Brands are created in the mind.”  Walter Landor 
 

How to Build a B2B Brand Pla0orm for Your World-Changing Idea 
 
Whether you’re launching a breakthrough new company, product or service in the health or nutri@on space, a well-defined Brand 
PlaDorm is the founda@on for a successful go-to-market plan. The Brand PlaDorm guides how your brand is portrayed, and perceived, 
to the outside world and throughout your internal teams. Without it, you’re constantly reinven@ng the wheel. With it, you have a 
clear, repeatable story that aGracts customers, investors, and partners. 
 
A solid Brand Pla0orm provides 
 
Clarity of Vision and Mission:  Ar@culates your purpose and guides strategic decisions throughout the company. 
 
DifferenEaEon:  Establishes what sets you apart in a compe@@ve market and helps customers understand why choose you. 
 
Consistency:  Ensures your messaging, design, and customer experiences are cohesive, building trust and credibility over @me. 
 
Efficient Growth:  Guides marke@ng, partnerships, and innova@on, making it easier to scale while staying true to core values. 
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Customer ConnecEon:  AGracts and retains the right audiences who resonate with your approach to mee@ng their needs. And the 
key word here is EMPATHY. 

What are the elements of a B2B Brand Pla0orm? 

Our B2B Brand Platform is designed specifically for startups and scale-ups -- typically smaller teams with important budget 
parameters and a need for speed. By focusing on the core features below, you can get your brand up and running without getting 
bogged down or overthinking. Over time, you can refine and expand, but these basics ensure you're communicating clearly and 
consistently from the start. 

Purpose, Vision and Mission 
This is your "why." Why does your brand exist and what difference are you trying to make? What future world are you striving for 
and how are you going to make it happen? 

Target Audience 
Know who you're talking to. Not in generali@es but via a priori@zed list of all of the stakeholders who make or influence the purchase 
decision; what they are trying to achieve and how you can help them get there. 

Core Message/Promise 
This is what you want people to remember about you in one sentence. It’s the main promise or feeling your brand offers, like “Care 
that feels like family.” 

Visual IdenEty 
These are the elements people see that represent your brand. They include: 

Logo: The symbol or design that stands for your brand 
Colors: A carefully curated color paleGe that conveys a specific tone or mood 
Typography: The font styles you use consistently across all plaDorms 
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Voice and Tone 
This is how your brand sounds when communica@ng – the words you choose and the a`tude you project. Are you friendly and 
casual, or formal and professional? 
 
Product proof points 
These are the func@onal aspects of your product or service that make it so beneficial to your customers they can’t live without you!  
 
 
What are the steps to create a stand-out pla0orm? 
 
We have a proven process that we’ve applied to many startups and scale-ups in med tech, biotech, healthcare services, food tech 
and more. Acer a business plan is in place, we do a deep dive into the company, the market and stakeholder mindsets. This can be a 
robust as in-depth market research or as casual as desktop research and one-one-one interviews with employees and industry 
friendlies. 

 
 
Next, we go to work on a series of worksheets and deliverables that communicate the elements listed above. These are typically 
done in collabora@on with your team, then refined and shared with you as a full plaDorm document.   
 
These core elements include: 
 

 

Core Message Worksheet: that helps ar@culate a unique core message or promise to your customers. 
Brand PosiEoning Framework that guides the forma@on of a compe@@ve market posi@on. 
Brand Architecture which maps out Target Audience, Brand Promise, Support for the Promise, Vision and Mission. 
Value ProposiEon(s) to help focus the prac@cal, func@onal benefits of your product(s) and align them with the overall Brand Promise. 
Message Maps for versioning language for individual audiences. 
Audience Personas that provide insights, a`tudes and behaviors of key audiences. 
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Summary 
In our experience, many startups are so focused on developing their product, and ge`ng it to market, that they overlook the need 
for a strategic brand founda@on. We understand the challenges you face – including an urgency to build a pipeline. But by taking a 
moment to crac a strategic B2B Brand PlaDorm as your marke@ng founda@on, you are se`ng your company, division or organiza@on 
up for short- and long-term market success. 
 
 
 
A Few Tools to Get You Started 
 
On the following pages are two starter worksheets to help you and your team drill down into the nuances of your brand. 
 
1. Core Message Worksheet 
You’ll find this is preGy self-explanatory. The goal is to align your company/product offerings with voids in the market and the unique 
needs of your customers. 
 
2. Brand PosiEoning Worksheet 
Don’t let its apparent simplicity fool you. This is a tough worksheet to complete. Especially because the goal is to be as focused and 
succinct as possible. 
 
 
Nobody likes to work alone. So, feel free to get in touch if you’d like to discuss your approach to these exercises. We would be honored 
to work with your team to craC a strategic, growth-centric B2B Brand PlaForm for your world-changing idea. 
 
Email Marian Temesvary: marian@health-mavens.com. 
 
 



MARKET CHALLENGES WHAT YOUR COMPANY BRINGS OUR CORE MESSAGE/PROMISE

BULLET POINT LIST OF MARKET OVERVIEW AS IT 
RELATES TO YOUR CUSTOMERS

Challenges
Pain points
Where they currently go for solutions
What problem does our platform solve?

NOTE: YOU MAY NEED TO COMPLETE THIS 
EXERCISE FOR EACH DIFFERENT AUDIENCE –
HOWEVER, ALL MUST LADDER UP TO THE SAME 
BRAND PROMISE

BULLET POINT LIST OF HOW YOUR 
COMPANY/PRODUCT ADDRESSES THE POINTS 
FROM FIRST COLUMN

THIS IS ONE ASPIRATIONAL 
PROMISE OR STATEMENT THAT 
APPLIES TO ALL AUDIENCES.

EXAMPLES:  
Good hearing for better health.
OR
Care that feels like family.

NOTE: THIS IS THE 
INSPIRATION FOR YOUR 
COMPANY/PRODUCT TAGLINE.

Core Message/Promise Worksheet
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Brand Positioning Worksheet 

what

for whom

their need

against

what’s different

so what

who Your company or product name

State what it is – a service, platform, instrument, food ingredient, etc.

Succinctly state your audience including their mindset

What do they need to do their job, or go about their life successfully, as it 
relates to the industry

State how you are unlike the usual solution(s) that your audience defaults to

Explain how you are different from the solutions above

This is how you add value to their lives  
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ABC brand positioning framework
who

what

for whom

their need

against

what’s different

so what

ABC

is a proven alternative food ingredient 

for F&B manufacturers with a business agenda to make better-for-you foods

that meet consumer demand for tasty and healthy  – without any tradeoffs.

Unlike other alternative ingredients that can create safety issues, unappealing mouthfeel 
and digestive side effects,

ABC ingredient dramatically reduces calories while maintaining - or enhancing - the taste and 
texture of foods people love

so manufacturers can provide healthy foods that are enjoyable to eat. 

SAMPLE COMPLETED WORKSHEET
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