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Dear knterpreneur,

I've created the following workbook to provide you with all of the initial assistance you'll need to
lay the strategic foundations for your brand.

It is crucial that you begin your brand-building journey by learning about your competitors and
target audience, as well as defining all of the essential elements on which your brand can be
built.

Going through each of the points in the workbook will provide you with an overview of the
essential building blocks of an effective brand while also highlighting areas that require addi-
tional attention.

Why do we need all this? First and foremost, to give you an insight into the complexity of the
branding and identity design process and to carefully consider and outline the characteristics
of your brand.
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Branding Checklist

Think carefully, even write down the characteristics of your brand based on the following points!

0 Brand mission

Your brand's mission encompasses your brand's raison d'étre, the importance of how ans why
you established. Articulating your mission will not only make it clear to your target audience what
problems you can help them with, but will also guide you in your day-to-day life, reminding you
why you're doing your business. A well-crafted mission statement can be a huge impact in
making you stand out as a truly ambitious business in a crowded market. Think carefully and
phrase your brand mission statement in a few sentences!

@ Goals and vision

To ensure continuous brand improvement, it is important to set both short- and longterm goals
for your brand. You should think in terms of 2-3 months up to a few years. This will help you know
why you are working every day and visualise what you want to achieve.

@ Brand values

Brand values are a fundamental part of your brand strategy as they drive all aspects of your
branding - including visual design. You will create and manage both your communication and
your visual identity around the values your brand represents, so they play a crucial role in the
development of your business. People are more likely to support brands that share similar values
and also more likely to stay loyal and recommend that brand to others. Create a few keywords
that you feel are self-and brand identical, around which you can and want to run your business.

@ Tone of voice

The tone of voice - the style in which you communicate with your target audience - should reso-
nate with your stated values and goals, and you should also take into account the specific char-
acteristics (see point 5) and needs of your target group. It's important, however, to remain
self-identified of your chosen tone of voice, so as not to create a contrived impression. By defin-
ing your tone of voice, you can ensure that both your visual brand identity and your communica-
tion style are consistent and serve the same purpose - to appeal to your ideal customer.
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@ Define target audience

Careful targeting is essential to position your brand. Personally, I'm a huge believer in targeting
audiences that you really want to work with - if your business allows for that level of segmenta-
tion, of course. The easiest way is to sketch yourself a buyer persona, like an imaginary person
who embodies your ideal customer. Equip them with all the characteristics that will help you to
reach them and solve their problems (e.g. age, education, job title, etc.). Feel free to read on and
create your own buyer persona!

@ Tell your story

Do not underestimate the power of telling how you yourself got to where you are now! It inspires
trust and sympathy in your audience, strengthens commitment and helps to initiate communica-
tion. Along your story, you can show the difficulties you have overcome, the milestones you have
reached and all the small steps you have taken while working towards your mission.

@ Market research

It is important that research the market where you want to position your brand on your own too.
Look at the competition you need to compete with and think carefully about what makes you
different. This will be your brand's USP, or unique selling proposition, on which to build your
strategy.

@ Brand photoshoot

As a premium brand, you should consider creating your own brand imagery. To create your pho-
toshoot, you will, need your final brand elements and all the background information that you
have now gathered in the workbook to give you the soul of your brand.

@ Marketing

In order to make your brand stand out in the huge advertising noise, you need to learn some
important marketing basics. First of all, define the right solution for your brand: online or offline,
direct or inbound marketing, etc. Then make a list of the platforms you want and need to be
present on (website, Instagram, Pinterest, LinkedIn, etc.).

STUDIO HERSELF BRANDING CHECKLIST



Still have questions?

Drop me an e-mail, a DM or call me!

If you have any further questions or concerns, feel free to contact
me at any of my contacts below.




