rand Awareness

A plan to get the right people to know,
remember, and trust your brand

Built on three lenses: clear goals,
strategic choices, and deliberate tradeoffs

® Prioritize relevance over raw reach
and channel volume

® By the end, decide on measurable goals,
priority audiences, and accepted tradeoffs

Framework applies to marketing teams,
brand leads, and small-business owners




What Brand Awareness
Is and What It Is Not

® Brand awareness: recognizing
or recalling your brand under
different conditions

® Brand recognition: aided
awareness when prompted
with a name or logo

® Brand recall: unaided
awareness triggered by
a product category

® Awareness differs from brand
perception, which is about
associations and image

® Not every impression
equals lasting brand awareness
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)) The Memory Foundation:

) ’/ Recall, Recognition, and Salience

> Awareness tiers:

~ top-of-mind, unaided
- recall, aided recall,

~ recognition

» Recall is 8-10x
harder than
recognition

TOP-OF-MIND UNAIDED AIDED

Mental availability RECALL | RECALL
depends on |
category entry points

> Considerationsets
drive purchase;
awareness must
enter them




Setting

Brand Awareness Goals That Create Direction

o BRAND AWARENESS DIRECTION
» Translate ambition into

SMART, measurable
awareness objectives

» Set targets for aided recall,
unaided recall, and
search lift

» Align goals with brand stage:
launch, growth, rebrand,
or relaunch

LEAD INDICATORS

LY
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ﬂ Recall, brand association,
» Track lead indicators like search interest
recall, lag indicators like I Lac npicarors
revenue WY preference, consideration,

BE—  revenue




Strategic Choices:
Channels, Audience,

Map channels: paid media,
organic social, search, PR,
partnerships, owned content

Audience selection shapes
channel choices and
creative direction

Keep brand message
consistent across
high-reach and
high-engagement
environments

Compare channels by
fit, cost, speed, and
long-term brand-building value

and Message

PAID MEDIA

Reach your audience through
paid placements across
relevant platforms.

FIT COST SPEED




Channel Effectiveness in 2026:
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\/ - Video leads: 74% of marketers
~ rank it most effective

\/ - Multi-channel campaigns outperform
single-channel by 35%

\/ - Meta: most efficient reach ($4.19 CPM);

LinkedIn: B2B targetin = — o
Ar VIDEO SOCIAL DISPLAY OOH AUDIO PODCAST

\/ - TikTok: default for younger audiences;
~ podcasts: 71% recall

\/ - Al Overviews and answer engines
) now shape brand discovery




| Core Tradeoffs in Brand Awareness Planning 5_1_3

» Reach versus frequency:
broad visibility against
repeated qualified attention

BUDGET

DECISION
e Long-term brand building

versus short-term activation,
using the 60/40 heuristic

» Cost efficiency versus
creative quality and
production effort

090  REACH
CD) Broad visibility

* Owned, earned, and paid
exposure each carry ™

different tradeoffs N :”‘* \
- = -|_4 ) H__,s J;.
 Treat tradeoffs as deliberate e o i
. s s . ider 1en >malier || 2
business decisions, not just s R
lower repetition higher repetition

marketing preferences




Measu ri ng AWARENESS MEASUREMENT FRAMEWORK
Brand Awareness

Surveys /
Without Overcounting
Search
o Use surveys, brand lift, search Volume
volume, direct traffic, and share
of voice
o Impressions and clicks are not AWARENESS [N— / _?ir?f‘ft
reliable awareness proxies CAMPAIGN QIS
o Match the measurement method
to the campaign objective and k& Share
budget = of Voice

o Small teams: continuous proxies;
large teams: add surveys and
lift studies




Brand Lift Studies and Behavioral Proxies

, .
» Use exposed and “‘I'\' Campaign
control groups to

isolate campaign impact )

Exposed Group Control Group
* Limitations: survey bias, e O o ® O o
contamination, minimum a 2 & 4k 4 4

spend thresholds

Behavioral Signals (Proxies)

Q k5

Branded Direct Branded-to-Non-
Search Volume Traffic Branded Ratios

* Proxy signals: branded
search volume, direct
traffic, branded-to-non-
branded ratios

* Link awareness signals

to pipeline and revenue Link Awareness Signals to
outcomes Pipeline and Revenue Outcomes

I ONC,




A Decision Framework for

o

Step 1: Set
measurable goals
tied to recall and
business outcomes

Az

Step 2: Define
audience, brand
stage, and
acceptable tradeoffs

P

Brand Awareness Strategy

Step 3: Compare
channels using
explicit criteria,
not intuition

o

Lightweight
template for small
businesses; fuller
version for brand
leads




Small Budgets vs. Large Budgets

* Local brands can win with
; SMALL
hyper-local targeting and BUDGET
creative consistency

* Low-cost tactics: job-site
content, local partnerships,
branded merchandise

$4/day can dominate a 2km
radius when competitors
aren’t advertising

e Concentrate spending for reach;
diversify only after one channel
proves fit

e Defend tradeoffs with reach,
frequency, and cost-per-1,000
data

©0000
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. Common Planning
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=i Mistakes and

"""" " How to Avoid The

- Unclear objectives: name the outcome, not just the tactic

- Channel overload: concentrated spend beats fragmented presence

- Inconsistent assets: weakens recall and wastes budget

- Vanity metrics: impressions and clicks don't prove memory

- No baseline: impact cannot be read without pre-launch data




The Brand-Building vs.

Performance Marketing Tension

BRAND
BUILDING

M ¢ Brand creates future demand;
MA

performance captures current
intent — complementary jobs

Q e Underinvesting in brand
depletes mental availability,
raising CPAs over time

:_ e

: e Treat 60/40 brand/performance
SUSTAINABLE - as a heuristic, not a universal
GROWTH budget rule

RESERVOIR |
e

o) e When communicating with
W d‘—)b \ CFOs, use causal models and
health tracking




Applying the
Framework to Your Brand

- Set one measurable awareness
goal for the next quarter

© - Pick a single priority audience
. __ and one strategic tradeoff

- Match channels to brand stage
and available budget

- Start from diagnosis; avoid
chasing reach without memory

- Use the one-page planning
checklist as your working note
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ONE-PAGE PLANNING CHECKLIST  |SSE
YOUR WORKING NOTE | 1

\
What awareness goal will we pursue? I

Increase brand recc)jm'ﬁon

among pr:’or{%y audience. .

Who is our single priority audience? - hx;

8& (founj professionals who value ;__*e;
AUDIENCE czua(h‘y and am‘hen'/'ic{fj. q

What is our one strategic tradeoff? \\9‘;.

ép We choose o{e/m% of connection | /
WEINDEE  over broad volume. ﬂ“-ru.

Which channels fit our stage and budget?

Social media, creator ,oarfners/u'lz)s

CHANNELS ST T commum‘%j.

/'

How will we approach this?

Start fmm a.’s'ajnosis; focus on

memory, not J'usf reach.

APPROACH
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PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/97047817 /public


https://personwise.ai/t/97047817/public?entry_surface=public_courseware_pdf

