
S T E P  4 :  D E V E L O P  A  B R A N D  S T O R Y

One of the most important parts of your Content Strategy is knowing who you are,
what you do, and who you do it for. This may sound easy, but having a lack of clarity
on these 3 things is often what keeps businesses from finding the success they
desire.

 
Why? Because if you don't have clarity around what your brand is then you might be
making the wrong content for the wrong people and that can waste time and kill
motivation.

 
So the foundation of your content strategy starts with being clear on who you are,
what you do, and who you do it for!

W h a t ' s  y o u r  g i f t ?

What are your gifts and most prominent skills? What comes easy to you? 
As an student extern I got to shadow a lot of audiologists. Each audiologist had
something different that they excelled at- and to this day I can remember each gift.
Think in behaviors and mindset and not just tasks.

Gi f t/Sk i l l                                                  
How do  you  u se  t h i s  s k i l l  i n  you r  p ro fes s ion?

T IP  # 1 :  Re fe rence  the  Enneagram Tes t  to  he lp  you  come  up  w i th  i deas .

T I P  #2 :  Reach  ou t  to  co l l eagues  o r  f r i ends  and  as k  t hem what  you ' r e  good  a t .  

 What  comes  easy  to  you  t ha t  l ook s  ha rd  to  o the r  peop le?
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How I  u se  i t :  I  he lp  pa t ien t s  fo re see  p rob lems  w i th  t he i r  cu r ren t  commun ica t ion

needs .  Th i s   fo re s igh t  a l l ows  t he  pa t ien t   t he  oppo r tun i t y  to  recogn i ze

d i f f i cu l t   l i s ten i ng  env i ronment s  ahead  o f  t ime  and  adapt  w i t h  s t ra teg ie s  t ha t

were  counse led .  Th i s  p rov ides  a  be t te r  u se r  ou tcome .

 

OR  How I  u se  i t :  Hea r i ng  a id  repa i r s  a re  i neve tab le .  When  tha t  t ime  comes  I  am

sk i l l ed  a t  be ing  ab le  to  d iagnose  and  somet imes  even  f i x  t he  hea r i ng  a id  i n  t he

o f f i ce ,  same  day .

Gi f t/Sk i l l    t r oub le shoo te r                            

G i f t/Sk i l l                                                  
How do  you  u se  t h i s  s k i l l  i n  you r  p ro fes s ion?

Gi f t/Sk i l l                                                  
How do  you  u se  t h i s  s k i l l  i n  you r  p ro fes s ion?

Examp le

How do  you  u se  t h i s  s k i l l  i n  you r  p ro fes s ion?

Do no t  sha re  o r  pos t  t h i s  document .  Ascend ing  Aud io log i s t s  2020 .  A l l  r i gh t s  Rese r ved .



You r  Se r v i ce                                     

I t ' s  f ea tu res :

W h a t  d o  y o u  o f f e r  t o  t h e  w o r l d ?

I'm not just talking about your services or products, think about what you are REALLY
giving your patients... the world. You can't have clarity on the service you provide
until you understand how it will change your patient's life.

I t ' s  bene f i t s :

E x a m p l e :

I  o f fe r  l e s s

l im i ta t i ons ,  mo re

i ndependence

and  secu r i t y .  I

do  i t  t h rough  my

ab i l i t y  to  t rea t

and  counse l

pa t ien t s

rega rd ing  the i r

hea r i ng  l o s s .

 

 

 

 

T I P :  ALWAYS

th i n k  i n

BENEF I TS . . .

bene f i t s  w i l l

d r i ve  behav io r

ove r  fea tu res .

 

The  fea tu re  i s

what  t he  hea r i ng

a id  o r  se r v i ce

you  p rov ide  does

func t iona l l y .

 

The  benef i t  i s

how the  p roduc t

o r  se r v i ce

changes  t he i r

l i f e . . .  i . e .

p rov ides  l e s s

s t re s s  and

hea l t h ie r

re la t i onsh ip s

th rough  be t te r

conve r sa t ions .

 

 

You r  Se r v i ce                                     

I t ' s  f ea tu res :

I t ' s  bene f i t s :

You r  Se r v i ce                                     

I t ' s  f ea tu res :

I t ' s  bene f i t s :
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W h o  l o v e s  y o u ?

Think of that one patient that LOVES you... bring emotion into it.
Emotion drives buying decisions. Who is it that appreciates you,
values you, and wants to hear more from you?
 
As you fill out the qustions below only think OF THAT ONE PERSON.

5  Pe r sona l i t y  T ra i t s :

5  Th i ngs  They  Love  To  Do :

5  F ru s t ra t i ons :

Desc r ibe  The i r  M indse t :

Pe r sona l i t y  T ra i t :  Open  to

new expe r iences  and

lea rn i ng  new th i ngs .

Love  To  Do :  t rave l  o ve r seas ,

d r i n k  w ine  on  a  ba lcony  and

l i s ten  to  b i rd s .

F ru s t ra t i ons :  Fea r  o f  m i s s i ng

ou t  and  be ing  soc ia l l y

i so la ted .

M indse t :  Sees  t he  wo r ld  as

an  oppo r tun i t y ,  pos i t i ve ,

con f iden t .

E x a m p l e

T I P

T r y  to  be  as  spec i f i c  a s

pos s ib le .  I  k now i t  seems

we i rd . . .  bu t  don ' t  j u s t  say

" t rave l "  o r  " spo r t s . "  What

t ype  o f  t rave l  o r  spo r t s?

 

Some  o f  my  favo r i te

and  happ ies t  pa t ien t s

a re  t he  ones  t ha t  en joy

to  t rave l  and  t rave l

ove r seas .

 

Th i s  spec i f i c i t y  w i l l

he lp  you  t h i n k  abou t

whe re  t hey  hang  ou t

and  what  w i l l  ge t  t hem

to  connec t  and  engage

wi th  you .
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