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Make sure everyone gets paid

This one is kind of a no-brainer but you'd be surprised how many people don't  realise 
it 's pay week unt il they're somewhere they can't  access their payroll.... 

Your team get paid every week/fortnight/month and just because you?re on holidays, 
doesn?t mean you can shirk your responsibilit ies. If you?re not going to have access to 
your online banking, or you don't  want to be t ied down to complet ing a payroll then 
work out who is going to be paying your staff and communicate the decision with 
everyone.

Confirm your roster

Not all stores have a set roster. To avoid having a situat ion where you?re shop is not 
being staffed correct ly ? a crisis that you won?t be able to fix if you're not there, make 
sure everyone is confirmed for their shifts before you leave, and have back up team 
members for specific shift , put in place, in case of an emergency. 

prepare yoursel f

Will you have phone service and/or wifi

You can get wifi on a plane now but trust me you can't  always get it  where you want it .  
One of my team travelled to Europe for six months and in that t ime could only work for  
a few days because it  was almost impossible to get reliable wifi in the places they were 
staying.  Don't  assume.  Do your research

Will you actually want  to work

There's nothing more deflat ing than gett ing somewhere and wishing you didn't  have a 
bag full of work to do.  If you do take work make sure you give yourself permission for 
it  to be opt ional (unless you are officially combining business and pleasure).  Don't  
make any wild promises to yourself, your staff or your business that you can't  keep!

Allow some downt ime after you get  home

There's nothing more deflat ing than arriving home from holiday and having to go to 
work the very next day and be straight back into the grind.  Factor a day or two to get 
on top of your home chorse and get everyone sett led before you launch back into the 
chaos of work.  A good way to ease yourself in is arrange to meet with your manager or 
the person doing your work the day after you arrive home so you can go in well 
prepared.
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MESSAGE from Sal
Hey there,

Over the past few years, my 'brand' has morphed. When I started this 
business, I knew exactly what I wanted it to be.  

A place where independent retail & ecommerce store owners could get the 
knowledge, advice and support they need, to grow.  And whilst that mission 
hasn't changed, what my brand looks like on the outside, and the types of 
customers that I attract, has.

That photo at the top of the page was from my first ever photo shoot. I 
remember telling the photographer that I wanted "fun and vibrant" to reflect 
my personality. And he did a great job!

Then I brought onboard a brand strategist to help me identify where the 
brand needed to go next. What I discovered is when you get super clear on 
your brand, you actually connect better with your tribe, by attracting the 
people who have the same values and ideals as your brand does. 

Connecting with your tribe is about being able to truly convey exactly what it 
is you do and why it?s of value to your customer.

So, with that in mind, let?s go and get super clear so you can start connecting 
with the people who love what you do and love what you sell.
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WHY CHOOSE YOU?
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As much as we (generally) build our brand on our own personal beliefs, values and 
ethics, it  can often be hard to art iculate WHY a customer should buy from you, rather 
than your competit ion.

IT'S NOT ABOUT YOU

if you are great at what you do. If youR products real ly are awesome, 
it 's irresponsible to not reach out and serve as many people as possible

BUT OUR PRODUCTS ARE AWESOME!

How many t imes have you said that to yourself? Your range is great, but the sales just 
aren't  coming in at the rate that you'd like?

ACTION
Compile a list  of any businesses that your customers could shop at instead of 
your store.
These could be bricks and mortar stores, online stores, sites such as Amazon, 
or department/grocery stores.
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ACTION
List as many reasons that you think of, why your brand is unique and different 
from the competit ion and why that helps your customer
These can be experient ial, product based, benefit  based - anything that you 
think, sets your brand (aka store) apart .
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POSITIONING 
YOUR BRAND
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HOW DO CUSTOMERS SEE YOU?

Brand posit ioning is about creat ing and building an image of how your customers see 
your brand (not ice I'm saying brand, not store!).

Think of strong brands - like Apple. You can pretty much tell an Apple product by it 's 
dist inct look, the packaging and the user interface.

with brand posit ioning, the goal  is to create a unique impression in the customer?s mind 
so that the customer associates something specific and desirable with your brand 

that is distinct from rest of the marketplace.

Brand posit ioning is about creat ing and building an image of how your customers see 
your brand (not ice I'm saying brand, not store!).

Think of strong brands - like Apple. You can pretty much tell an Apple product by it 's 
dist inct look, the packaging and the user interface.

Apple have carved out a niche as having premium products, that integrate (with other 
Apple products) seamlessly, high quality and flawless design.

Like lots of things about ourselves, it 's easy to think people see us in one way (or see 
ourselves in a certain light).  But what do your customers REALLY see when they look 
at your brand?   And is this;

A. How you want to be seen?

B. What do your ideal customers want to experience? 



© SalenaKnight8
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BRAND POSITIONING EXERCISE

Mapping out where your business is posit ioned, is a great visual way of helping you 
ident ify what your customers love about your brand.
It  will also give you insight into what you could tweak to enhance your overall offering 
and customer experience.

This example below maps out high-street fashion stores and their posit ioning.

Now that you've seen a brand posit ioning example, head back to the previous pages and 
see if you can think of any more competitors and different iators for your brand.

Once you've done that, flip to the next page and undertake your OWN brand posit ioning 
roadmap
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ACTION
Using the different iators that  you listed on page 4, map out  your 

brand posit ioning.

Hint  - you may need a couple of posit ioning maps based on how 
many qualit ies you listed
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YOUR BRAND
AUDIT
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Time to Audit  Your Brand!

What  is the meaning behind your 
brand name?

What 's special about  your brand?

Does your colour palet te reflect  
your brand voice?

Are your fonts reflect ive of your 
brand message?

Is your brand message displayed 
publicly?

How does the mood of your 
store/website t ranslate?

Does your writ ing style reflect  
your brand voice?

Does your logo reflect  your brand 
voice/message?

ACTION
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ACTION
Time to Audit  Your Brand!

Is your brand cohesive across all 
plat forms?

Should you include a guarantee? 
If so, what  will it  be?

Do your product  descript ions 
speak to your Ult imate Customer?

Is your product  range 
super-curated for your UC?

Do your in store displays /  images 
reflect  how your UC would put  

products together?

Do your product  images reflect  
your brand message & your UC?

What  do your lifestyle images say 
about  you and your customer?

Does the content  you're creat ing 
align with your brand?
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NOTES
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