Brand
Roadworthy

f Human meets Al by Benefolk

Brand Roadworthy™ N
Report ==
For Sample Organisation

1 July 2026

Disclaimer: This document is a redacted version of the original report, edited specifically for quality
review purposes. It is intended solely for the recipient's evaluation and must not be circulated,
reproduced, or disclosed to any third party without the express written consent of the owner.



Welcome to your Brand Roadworthy™ report sample

Welcome to the Brand Roadworthy™ sample

report. This sample report that pulls out specific
parts of the Brand Roadworthy™. This is not the
entirety of what you would receive if you chose to

purchase the report.

What you will receive if you purchase the Brand
Roadworthy™ report.

The Brand Roadworthy™ is delivered through three
mission-critical reports, designed specifically to move the
leadership team from awareness to decisive action:

1. Brand Health Scorecard
A breakdown of scores for the twelve evidence-
based drivers across four focused areas of influence
of brand health.

1. Executive and Leadership Report
A 17-slide boardroom ready report that delivers a
high-level summary of your brand health and
provides a deep dive into the twelve evidence-based
drivers.

1. Fix-It-First Action Plan
This is the most valuable part. It's a prioritised
roadmap structured for immediate implementation,
translating insights directly into practical, priority
steps designed to swiftly strengthen brand health
and unlock growth momentum.
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Brand Health Scorecard
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@ internal alignment ] Competitive strength @

BRAND ASPECT SCORE BRAND ASPECT SCORE
Brand consistency 9/10 Competitive edge 5/10
Strategic alignment 9/10 ove ra II Differentiation and category leadership 6/10
Visual representation 8/10 Brand Hea Ith Credibility 6/10

r
BRAND ASPECT SCORE , BRAND ASPECT SCORE
Brand sentiment 7/10 I o Visibility 7/10

Audience alignment 6/10 Authority & influence 7/10

Clarity of value 5/10 Relevance & momentum 8/10

@ Market perception J . Market salience
-

The Sample Organisation scorecard reveals that the brand has a strong foundation, showing it is well-managed and internally aligned.
While it performs moderately well in the marketplace, its potential is currently limited by a lack of clear differentiation and a confusing
value proposition.
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How this score is generated

A hybrid Al + human diagnostic measuring brand traction, not opinion.

D N

Internal document analysis 30%
Real-time market research 50%
Synthesis & diagnosis model 20%

Calculation of inconsistency instances, cross-reference
KPIs against core mission

Aggregation of positive/negative sentiment from online
platforms, gap analysis of intended vs attracted
audience, competitor overview.

Quantification of the three largest, most critical gaps
into a single 1-10 numerical score for each of the eight
categories. This is the diagnostic step.
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Alignment to priority agendas, assessment of
noted inconsistencies, strategic alignment
sense-check

Currency and context of the most critical
market trends and competitor data validation
of sentiment themes, business impact of
findings aligned to strategic plan

Rationale for the final scores against the raw
data, logical alignment with identified gaps.
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Executive summary

Sample Organisation yielded a Brand
Health score of 7/10. Although this
score is very positive, it does reflect a
crucial duality. The brand possesses
a strong foundation, demonstrating
that it is well-managed and
internally aligned. This internal
success confirms the brand is
managed effectively to deliver its
brand idea. However, this internal
strength isn’t fully translating to the
market. External barriers to
differentiation and clarity of value
are limiting the brand’s potential and
impact.
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The primary barriers limiting Sample Organisation achieving it's brand potential are a lack of
clear differentiation and a confusing value proposition, reflected in the lowest scores of
Competitive edge (5/10) and Clarity of value (5/10). While Sample Organisation is structurally
distinctive, its structural niche is often overshadowed by peers who lead with large headline
and metrics.

Public perception highlights that the sector is seen as fragmented, and Sample
Organisation’s outputs are perceived as too policy-focused and abstract, lacking concrete
on-the-ground support. Value proposition messaging further complicates understanding, as
it often leads with principles and process rather than clear, single-sentence outcomes.

Despite these challenges, Sample Organisation maintains strong relevance and momentum
(8/10). Its core mission is directionally aligned with major disruptive trends shaping the
category. However, the rapid pace of this market change exposes critical organisational
gaps. If the organisation moves too slowly or fails to publish powerful metrics, it risks
undermining its relevance to a rapidly digitising sector and allowing alternative
intermediaries or corporate platforms to become the primary reference points.
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Public perception and sentiment

L Roadworthy
Theme Description Sentiment
Many people do not know who Sample Organisation is, making it seem like a "best-kept ;
Brand awareness y!? P P & & P [ Negative j
secret".
e The sector is seen as fragmented, with unclear roles and overlap between Sample
Ecosystem coordination L . . :
Organisation and other bodies, leading to confusion.
. Sample Organisation’s outputs are perceived as too policy-focused and abstract, lackin ;
Practical value ple 2rg P P ) policy & [ Negative j
concrete on-the-ground support for enterprises.

The reliance on a collaborative and sector-led decision-making approach, while promoting
Speed & responsiveness transparency and inclusivity, is perceived as slowing the pace of change and hindering [ Negative j
rapid responses to urgent sector challenges compared to more agile organisations.

Sample Organisation’s messaging and strategy are perceived as metro-centric, with
regional, rural, WISE and First Nations enterprises noting a feeling of underrepresentation
or disconnect from national decisions, leading some people to see its inclusivity as more of
a goal than a reality.

Inclusivity

Communications are noted to have low accessibility due to heavy use of jargon, confusion

e G with competitors.

*The information in this section is based on publicly available sources, forums, media releases and general online discussion observations; specific
examples cannot be provided due to limitations in accessible data and the broad nature of the topic.
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Brand Health Scorecard deep-dive
Market perception

What we
are seeing

Actions
to unlock
impact

Likely
impact if
ignored

Brand Sentiment
Score: 7/10

The brand uses a policy-focused, strategic tone
that is less emotionally distinctive than
competitors’ bold narratives or human-centred
stories.

Complement the strategy tone with a more
emotionally resonant narrative about justice,
climate, and community-led innovation.

A bolder, values-driven narrative will resonate
strongly with purpose-oriented organisations
and younger generations who expect visible
leadership.

Other networks may become the preferred
"home" for communities and talent seeking
authentic leadership and provocative ideas.

Audience Alignment
Score: 6/10

Target audiences are identified, but the message
is often "system/strategy peak body," lacking
specific segment offers.

Sharpen a distinctive, user-centred value
proposition that clearly states what each key
segment receives from Sample Organisation and
why it is different.

A tailored value proposition will be as instantly
recognisable.

Messaging will continue to blur Sample
Organisation’s unique value, making it harder to
secure new support aligned to sector needs.
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Clarity of value
Score: 5/10

Value messaging leads with principles, process,
and coordination rather than clear, single-
sentence outcomes.

Articulate the value in plain, outcome-focused
language, stating what Sample Organisation
delivers.

This focus on outcomes will ensure that the
organisation's purpose and value are clearly
understood across target audiences.

Without a clear offer, Sample Organisation may
struggle to achieve its potential in driving uptake
of its offerings.
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Summary of key organisational strengths B
and constraints

Strengths Constraints
. . 1 Untapped differentiation causing
1 Stronginternal alignment and management .
confusion of value

2 Effective communications tone 2 Overshadowed by operational peer’ metrics

3 Strategic directional alignment with 3 Perception of policy focus
market trends
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Summary of key organisational < Ry

Opportunities

Capitalise on demand for purpose-driven
1 data

Competitors may become primary
reference points

Establish leadership in Al and digital
2 transformation

Erosion of power and brand voice to influence
decision makers

3 Clarify unique strategic role

Loss of relevance due to technological
slowness
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Fix-it-first action plan

30 days

e Articulate value in plain,
outcome-focused
language

e Integrate storytelling into
the communication plan

e Adapt brand tone to have
more emotion

60 days

e Clarify your role and lean
into your differentiator

e Sharpen user-centered
value proposition for
segments

e Complement strategic
tone with emotional

narrative

\l

90 days

e Secure standalone
national media stories

e Publish a strategic
priorities roadmap

e Build organisational
readiness for agility

Brand
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Fix-it-first action plan | 30 day plan

Action

Articulate value in
plain, outcome-
focused language

Integrate storytelling
into the
communication plan

Adapt brand tone

High

Medium

High

Reframe the value messaging,
moving away from leading with
principles and process.

Integrate storytelling to apply

an emotive tone to the brand

and help showcase the impact
of your work.

Maintain the current consistent
core tone while selectively
adapting language for specific
audiences and contexts.

Value statements clearly defining
what Sample Organisation delivers.

Integrate storytelling into the
communications plan.

Communications that successfully
embody the required brand tone and
personality.

Brand
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Impact

Ensures the organisation’s
purpose and value proposition
are clearly understood across
target audiences.

Strengthening the identity and
articulate the impact your
differentiator has.

Achieves the Brand Idea of
Aligning our collective voice to
amplify our impact and starts to
positively shift the brand
perception.
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Why leading brands trust us

Benefolk is the capability and workplace wellbeing

partnﬁr for AUStraLla : purpqse Sector,lbrlnlglng research, brand, creative, content, digital and activation. That
together a network of experienced, values-led means you can access the right skills for where your

peogle, specialist gxpertise, Workplacg wellbeing organisation is now, without having to build everything in-
services and practical resources to build stronger house.

organisations, support the people behind them
and strengthen the wider sector.

Our network brings together expertise across strategy,

If your Brand Roadworthy™ report looks like the ideal approach
to help you identify the areas that need attention, we can help

. . . 4 ou take the next step.
The communications and marketing professionals J :

within the Benefolk Network bring deep
experience working with not-for-profits, charities,
funders and government agencies. They
understand the opportunities and challenges of
the sector, including the reality of working with

limited time, people and budgets. Order here today

Ready to order your Brand
Roadworthy™?
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https://benefolk.org/diagnostic-tools/brand
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