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The Objective & Format Of This Book

The objective of this book is simple: to provide as much value and 
insight into strategic branding in as little time as possible.

No business can thrive without a brand. But anything worth doing 
is never easy. This book has been created to make the complex as 
simple as possible, so that anyone can dive in and start building a 
brand.

The short chapters are very much in a jot format, packed with 
straight-to-the-point advice and views on all things ‘brand’. The 
intention is for business owners, entrepreneurs, investors and 
marketers to pick this book up and finish it in one or two evenings. 
Then you can jump back into certain chapters whenever required.

It’s aimed at those who are looking to gain a holistic perspective of 
what constitutes a brand, and use that knowledge to take action – 
whether that’s a full rebrand or simply a refresh.

I hope you find this book not only a valuable resource, but also an 
enjoyable read.
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about the author

 
Rich is Founder and Head of Brand Strategy at Bold Identities, a 
brand and digital transformation agency based in the UK. Their 
global client base is mostly made up of ambitious, high-growth 
SMEs in the UK and US who want to make an impact on the industry 
they operate in.

Rich isn’t a designer or developer by trade – which often comes as a 
surprise considering he heads up a creative, digital agency. Rich’s 
background is, in fact, in sales and marketing, with a focus on both 
customer and employee attraction.

That means he tends to look at things from a commercial perspective.

When strategising ‘brand’, Rich very much finds ways of influencing 
revenue and improving a business’ bottom line. His mission is to 
help companies grow and evolve faster than the world around 
them, while also delivering purpose and profits.

Hopefully this resource can play a part in this.

Connect with Rich on LinkedIn

Follow Rich on Instagram

Send Rich an Email

Visit Bold Identities’ website

linkedin.com/in/richarde1

@richevansbrandstrategy

richard@boldidentities.com

boldidentities.com
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Trust.
Authenticity.
Consistency.
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First things first, let’s define the word ‘brand’.

There’s a lot of preconceived ideas of what a brand is.

Believe it or not, some businesses still come to me thinking it’s their 
logo and colour scheme. It’s not – that’s just one tiny piece of the 
jigsaw.

People define ‘brand’ in many ways. Here’s my stab:

It’s your job to influence someone’s perception of you, as well as 
how they feel and what they say.

This can only be done by taking conscious and deliberate action in 
order to have a positive influence.

Your brand is driven by your consistent actions. Make them count.

In simple terms:

Every engagement with your business or product creates an experience.

That experience creates a feeling.

A gut feeling.

These feelings form a perception.

A perception of what people expect future experiences to be like.

When a group of people share a similar perception, your business can be said to 
have brand.

Your brand is what your audience feels about you and what they say about you 
when you’re not in the room.

11
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Brand

Branding

People’s perception of your business, 
organisation or product.

The strategic art of influencing that 
perception.

Complete an online brand health check - www.boldidentities.com/potent
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Your industry may be
boring, but your brand

doesn’t have to be.
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the era of choice

The digital age has had a huge impact on business.

Yes, that’s an obvious statement – but stick with me here.

No longer must we only do business with people on our doorstep.

For instance, Bold Identities’ HQ is in the North of England. Yet the 
bulk of our business is in London, and even further afield in the US.

This wouldn’t have been the case in previous decades. And it’s only 
becoming more of a trend.

Since the global COVID-19 crisis, even the most traditional CEOs 
and decision makers – who insisted on “seeing the whites of your 
eyes” over a face-to-face meeting – are now more than comfortable 
jumping on a video call. They’ve been forced to, which is great news 
for you.

This impacts everything from recruitment to supplier choice.

Businesses are starting to enjoy the benefits of employing a remote 
workforce, expanding the potential talent pool from a circa 30-
mile radius to a global level. The exact same has happened with 
potential suppliers.

13
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The good news first. Your potential customer base has increased by 
a phenomenal amount.

The bad news? Your competition has increased by the same amount.

The buying choice we have is greater than ever before.

You must embrace this.

What does this mean?

Complete an online brand health check - www.boldidentities.com/potent
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the era of choice

You need to position your business as a supplier of choice on a 
national and global scale if you want to reap the benefits.

This starts with being laser-focused on what you do best and 
establishing who you want to serve. In other words, owning your 
place in the market.

In the ‘era of choice’, your brand has never been so valuable. It’s 
now your most important asset.

14
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When there’s so much choice, services and products quickly become 
commodities.

Now, the last thing you want is for your business to be 
indistinguishable from the competition – never mind being seen as 
interchangeable or a commodity.

The difference between a brand and a commodity is that people 
have expectations of a brand.

So, what’s the role of ‘brand’ here?

One is to set those expectations. Otherwise how can you expect 
people to choose your service or product, let alone pay a premium 
price for it?

Not only do you need to ensure that your brand successfully 
communicates these expectations, but the delivery of your service or 
the quality of your product must also live up to these expectations.

And that involves going through all the steps outlined in the 
upcoming chapters. Build a strong idea of who you are and why you 
exist, and create a robust plan to make that known to the outside 
world, and you’ll build a strong brand.

(Cheers, Wikipedia)

16

“In economics, a commodity is an economic good or service that has full or substantial 
fungibility: that is, the market treats instances of the good as equivalent or nearly 
so with no regard to who produced them … [a good or a commodity’s] individual 
units are essentially interchangeable, and each of its parts is indistinguishable from 
another part.” 

richard evansbrand or commodity? you decide brand or commodity? you decide

Here are a few advantages of building a strong brand to keep you 
motivated throughout this book:

• Premium prices. (I’m sure we all want to charge what we’re 
worth, right?)

• Increased customer loyalty. 
• Greater chance of attracting and retaining the best employees.
• Market recognition and credibility.
• Stronger corporate partnerships. 
• Increased business value.

17
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Branding

Marketing

branding vs marketing

It’s tempting to shove ‘branding’ and ‘marketing’ in the same box. 
But whilst their ultimate end goal is similar – to attract your audience 
and grow your business – they’re not actually the same.
 
In a nutshell:

Think of your brand as the life and soul of your business. Define 
your brand strategy properly, and you have the perfect platform 
from which to make your commercial decisions – and good, tactical 
decisions at that.
 
I don’t just mean your marketing strategy either (although it strongly 
influences this). I mean your people, sales and commercial business 
strategy as well – everything, that is, that makes you, you.
 
Branding plays the role of identity – your reason for existence. 
It’s bigger than any marketing activity. It’s the genuine, unique 
message you deliver to customers, which is conveyed in every 
interaction with your business. 

Let’s delve a bit deeper into the difference and look at why branding 
must come first.

Who your business is. Your core identity from 
both a verbal and visual perspective. Your 
positioning in the marketplace. Why you’re 
different.

How you promote your business.

19

The difference

potent brand strategy
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branding vs marketing

The man responsible for turning Starbucks into a well-known, global 
brand says it best:

But let’s avoid getting too much into the likes of defining your brand 
strategy or its purpose – if you need to know more about this, hang 
tight for the following chapters.
 
Let’s bring the focus back to the differences between branding and 
marketing:

Sure, marketing is important. It empowers you to discover and 
stimulate your audience. If you get it right, you will boost your 
customer numbers.
 
However, it’s your brand that sticks with the customer. A great 
marketing campaign might do that too, but the brand is without a 
doubt the bigger influencer when it comes to turning a prospect into 
a loyal customer – potentially even into a brand advocate.

Branding is made up of your unique story, your positioning, 
your DNA & values, personality, vision and mission (and more). 
Marketing is to do with the promotion of your product/service and 
advertising.

Branding is strategic – it understands your audience and pulls 
them in. Marketing is the push tactic to get you seen.

Branding is a continuous process, and your strategy must evolve 
over time. However, there must be consistency and cohesion.

– Howard Schultz

20

Authentic brands don’t emerge from marketing cubicles or advertising 
agencies. They emanate from everything the company does.

richard evans branding vs marketing

So many businesses dive straight into their marketing without 
thinking about their brand strategy. Big mistake. Because if your 
brand strategy isn’t up to scratch, you just won’t see the results. In 
fact, you’ll literally be throwing your money away.
 
Circe Research revealed that 77% of B2B marketers believe 
branding is crucial to their growth. Not marketing – but rather what 
an audience sees in you once they’re aware of you.
 
So, my rule of thumb? Invest in your branding and brand strategy 
first, then marketing.
 
Doing things this way around will help you create your campaigns 
correctly. Your brand can be instilled in all your advertising 
messages, and even govern how you target your audience. Then, 
when they’re then looking around at your brand touch points, they 
know they’re in the right place for their needs.

After all, you own your marketing – but your audience is the one 
who owns your brand. Remember it’s up to you to influence their 
perception. The most successful brands out there use this difference 
between branding and marketing to produce campaigns that 
work in harmony – conveying the brand’s values, attributes and 
characteristics through their marketing.
 
With the right brand strategy in place, you can then get your 
marketing right: right message, right place, right time. And that’s 
what will help you convert your potential customers into real 
advocates.

21

Why branding comes first
potent brand strategy
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branding vs marketing

Branding is all to do with making connections and building trust. If 
you skip this step, then you won’t be able to form and nurture strong 
relationships with the people that are interested by your marketing.
 
Some see marketing as a cost centre. But if marketing is underlined 
by the right brand strategy, then it ends up paying for itself through 
increased ROI, sales and brand solidification. 

Brand loyalty is priceless...

The next chapters focus on what action you can take to build a 
strong brand to ensure you don’t become a commodity product or 
service.

22
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brand purpose & beliefs

What’s your brand’s purpose? And don’t say turning a profit. Yes, 
we’re all here to make money, but your company’s reason for 
existence should go beyond this. It needs to be what gets your 
team out of bed in the morning when times are tough. The number 
1 motivating factor that drives your brand forward.
 
Identifying your ‘why’ is the first and most powerful exercise you 
can do as a business. For some people, it’s obvious. Or, at least, you 
may think it is (there’s a reason ‘finding your purpose’ comes back 
with over a billion results on Google). For others, it involves some 
real soul-searching to unearth the beliefs that drive your brand.
 
Let’s spend some time looking at the importance of purpose, and 
how you can define it.

Most brands know what they do and how they do it. Very few can 
identify why.
 
In his famous TED Talk, Simon Sinek perfectly summed up why you 
need to start with your why, by explaining how the likes of Apple 
differentiate themselves from their competitors. Spoiler: it’s not 
their shiny design. (Jump onto YouTube if you’ve not seen the 
TedTalk).
 
Brands with purpose can inspire like no one else. They are fuelled 
by core beliefs.

24

Why it’s important

– Simon Sinek

People don’t buy what you do. They buy why you do it.

richard evans potent brand strategy brand purpose & beliefs

And they make a real impact too – whether that’s on customers’ 
lives (i.e. providing a solution to a problem) or on society at large 
(i.e. a way of giving back).
 
If you have a big, emotive ‘why’, then people are more likely to 
follow or be involved with your brand. Nothing lures them in quite 
like it.
 
Jim Stengel, former CMO of Procter & Gamble, studied 50,000 
brands over 10 years. He found that businesses that focused on 
bettering lives outshone their competitors by a country mile.
 
Likewise, Unilever’s ex-CMO Keith Weed revealed that, of their 
400+ brands, the purposeful ones grew 50 times faster.
 
The reason behind all this? People love identifying with brands that 
have a defined purpose. They’re proud to say so. The same goes for 
your employees, suppliers and partners – not just your customers. 
They become vocal brand advocates, which is a naturally a win for 
you.
 
Purpose clearly yields results. So why wouldn’t you reap them?

25Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1
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brand purpose & beliefs

It’s all about building emotional equity with people who are proud 
to be part of your journey – people who share the same passion and 
beliefs as you. Of course, that means your purpose doesn’t have to 
resonate with everyone.

26

How to define your purpose
richard evans

– Simon Sinek

The goal is not to do business with everybody who needs what you have. 
The goal is to do business with people who believe what you believe.

If you’re well established, you have heaps of history to refer to. 
Take a trip back in time to reveal your brand’s motive for its very 
existence all those years ago. If you’re the founder of a start-up 
think about the core reasons that you wanted to start the business 
in the first place. What impact do you want to make?

Get analysing your strengths, passions, and how they intersect. 
Some find that a brand workshop helps them get to the nitty gritty.

Step 1: Do a deep dive

Step 2: Evaluate your business

Talk to staff, customers, suppliers… anyone who plays a key role 
in your business. Uncover why they’re proud to be involved with 
you. Sometimes your purpose is glaringly obvious looking from the 
outside in.

Now that you have your purpose, it’s time to roll it out. First, 
guarantee authenticity – make sure yours is a genuine, and 
relevant, cause. Next, determine how you’re going to use your 
funding, time and resources to instil the purpose in your company 
culture and get the message across to everyone that interacts with 
your brand. Ensure your message is at the front and centre of your 
brand communications.

Once you’re clear on how you want to better the world, you’re able 
to break this down into how your brand will achieve it – both now 
and in the future. For that, we need a mission and a vision.

Step 3: Communicate to stakeholders

Step 4: Bring it all to life

potent brand strategy brand purpose & beliefs
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brand purpose & beliefs

28

To make a contribution to the world by making 
tools for the mind that advance humankind.

To bring inspiration and innovation to every athlete in 
the world. If you have a body, you are an athlete.

To organise the world’s information and 
make it universally accessible and useful.

Discovering the value of “real” beauty and 
improving self-esteem worldwide.

Apple’s purpose

Nike’s purpose

Google’s purpose

Dove’s purpose

richard evans
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Vision

Mission

richard evans

Before we dive straight in, I’ve got to clear something up: vision and 
mission? Not the same thing. They’re intertwined, and that’s why 
they’re often confused.
 
For the uninitiated...

See? They’re different. Brand vision is all about the future and 
making an inspiring, exciting impact on the world. Just take a look 
at the examples later in this chapter. Inspired? 

Right. Now to explore the importance of brand vision, and how to 
define your own. 

Far too often, brand vision statements are things that shine in 
calligraphy on office walls and are promoted to death on social 
media. There’s nothing wrong with this, don’t get me wrong – but 
if that’s all the vision is there for, you’ve got a problem. It needs to 
have substance.

In just the same way that we love brands with a ‘why’, people want 
to be part of a business that has long-term ambitions and knows 
where it’s going. Because if you don’t know, how can you expect 
your staff to get you there?
 
Through a brand vision, you create a roadmap that enables 
stakeholders (employees especially) to understand your brand 
purpose. The vision directs the business strategy. 

Future goals that are ambitious, i.e. what 
you aspire to become in an ideal world.

Everyday actionable goals that you commit 
to in order to achieve the vision.

Why it’s important

defining your vision

30 31
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You can isolate the marketing initiatives to achieve it and work out 
where to pivot focus.
 
And then? You’re on track to build a brighter future, in your own 
unique way.
 
Joseph Folkman found that staff who find their employer’s vision 
meaningful had engagement levels of 68% – way above average. 
What does that mean? They’re more productive and are better 
brand advocates. A strong vision statement motivates them to 
make a difference (the difference you want to make to the world), 
and ensures they care about the brand too.
 
So, in short: brand vision is massively important.

defining your vision

Your ambition needs to fit into one powerful statement. 

Decide who’ll help you craft your vision. If you’re a large organisation, 
be selective – we don’t want this turning into your Everest. You 
could hold brand workshops with key stakeholders where themes 
are identified, creating the opportunity for them to give their own 
versions and feedback.

Step 1: Pick your people

How to define your vision

Don’t fall by the wayside; it’s a busy place. Remember why you’re 
going through this process! Vision isn’t about playing safe; it’s 
about taking risks – otherwise you’ll just get mediocre outcomes. A 
vision should be daring, distinct, disagreeable even. It shouldn’t be 
easy to achieve, but it can’t be unattainable either.

Step 2: Go ambitious

Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1
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Yes, other stakeholders can have a role in creating it. But it should 
ultimately talk directly to your staff. They’re the ones who need to 
buy into it, and they’re the ones who need to use it in order to make 
the right decisions. Make sure it’s clear too. They should read it and 
instantly know their direction and priorities, whilst still finding the 
statement itself compelling.

Step 3: Ensure it speaks to employees

- Walter Isaacson
Vision without execution is hallucination.

When I say concise, I mean concise. Literally a sentence – two, max. 
This way, it’ll be memorable. The entire business will be able to 
easily repeat and understand it. And if you need a slightly longer 
version to fully encapsulate your vision, that’s fine – create another 
one for your leadership team’s reference.

Make it happen! Put the time and resources into realising your vision. 
And if at any point you need to change it, do. Vision statements 
don’t need to be set in stone. It’s a living document, able to be 
revisited and revised as required.

Now you know what your long-term ambitions are, you can move 
on to the thinking behind achieving it – with your brand mission, 
commitments and promises.

Step 4: Be concise

Step 5: Live the vision

32

After all:

richard evansdefining your vision defining your vision
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To be one of the world’s leading producers and 
providers of entertainment and information.

To be Earth’s most customer-centric company; to build a place 
where people can come to find and discover anything they might 
want to buy online.

To fulfil dreams through the experiences of 
motorcycling.

A world without poverty.

Walt Disney Company’s vision

Amazon’s vision

Harley-Davidson’s vision

Oxfam’s vision

potent brand strategy
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Quick recap before we talk about your mission statement.
 
Vision is the navigational tool for future ambitions, and mission is 
your rulebook – the everyday action you’ll take to achieve it. If you 
want to know more about vision, skip back.
 
So, your mission statements are essentially your commitments – to 
get from where your brand is now to where it wants to be.
 
It’s as important as any other part of your brand. Why? And how do 
you define them? Read on…

35
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Trust. If I had to pinpoint just one reason, this is it.
 
Okay, let’s backtrack a little.
 
By knowing what your commitments are and making good on them 
consistently, you’ll build the bread and butter of a successful brand. 
And the result? Trust. Customers judge how you follow through on 
your actions – if you deliver, they trust you. If you just say you’re 
going to do something, what rationale is there for them to do so?
 
They need this trust. Because otherwise, that vision – those 
ambitions – they’re just dreams.
 
Yet there are many other reasons why it’s is important. It clarifies 
what your business stands for and what it does. It unites both 
customers and your team. Employees will know what they’re doing 
and why. If your staff don’t know this, how can you expect them 
to explain it to (and successfully serve) your customers? You can’t. 
They’ll be going in blind, scarce in conviction, resulting in slow 
progress for your business.

Why it’s important

Complete an online brand health check - www.boldidentities.com/potent
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defining your mission statement richard evans

- Zig Ziglar

Outstanding people have one thing in common: an 
absolute sense of mission.

36

According to Gallup, only 41% of employees actually know what their 
employer stands for. I really wouldn’t want to be in that percentage.
 
The team isn’t motivated. The brand isn’t unified. It’s weak and 
inefficient. And what happens when a customer sees these 
representatives of your brand? They lose faith in you. But they’ve 
got to have faith, so where do they turn? To your competitors –who 
do have this crystallised, and confident staff who uphold them.
 
Solidified mission statements and promises are an opportunity to 
win people over. So seize it. And if nothing else convinces you, how 
about this quote from legendary motivational speaker Zig Ziglar?

Let your business and people be outstanding.

This simple formula is a winner:

What do you commit to, for either your customers or society at 
large? Make it clear how you’re supporting them, what impact that 
will make, and why it matters. This can be professional or personal, 
and it can be big or small: to save money, or to save the world.

Step 1: Identify what you do

for your audience

How to define your mission

potent brand strategy defining your mission statement

37

How do you empower your team? Or make them feel? Spell out the 
ways in which you help them to help your customers. Be explicit 
about what you do.

To make them money, right? We spoke about this in Brand Purpose 
& Beliefs, and why there’s more to your business than this. Think 
about the attitude, the spirit, the ethos behind your brand. Again, 
a workshop is always good for nailing this down.

Unlike your vision, your mission doesn’t need to be ambitious or 
particularly inspiring – although some are. In fact, some can actually 
be very corporate and even mention commercial gain.
 
Likewise, they don’t have to be as concise as a vision – but I’d still 
keep them succinct, raw and confident. That way, it’ll be easy for 
customers and staff to understand what you’re about.

Mission statements should be, above all, functional. You say 
what your business does, who for, and how your you’re going to 
consistently make an impact. 

Step 2: Identify what you do

Step 3: Identify what you do

Step 4: Get out a pen, and create it

for your staff

for your founders
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To accelerate the advent of sustainable transport 
by bringing compelling mass market electric cars to 
market as soon as possible.

Build the best product, cause no unnecessary 
harm, use business to inspire and implement 
solutions to the environmental crisis.

To enrich people’s lives with programmes and 
services that inform, educate and entertain.

Using our portfolio of brands to differentiate our content, 
services and consumer products, we seek to develop the 
most creative, innovative and profitable entertainment 
experiences and related products in the world.

Tesla’s mission statement

Patagonia’s mission statement

BBC’s mission statement

Walt Disney Company’s

mission statement 10
Enable meaningful change.
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Brand promise can be a bit of a confusing one.
 
Some believe it’s something that’s used primarily as a public 
statement. Or a USP. And whilst it can be used as these things, 
that’s not why they’re created initially.
 
No, a brand promise is a way of conveying how a brand surpasses 
benefits. It’s about how it creates meaningful and emotional 
connections instead.
 
That’s what makes a brand promise effective.

Above all else, a brand promise needs to be purposeful (that word 
again). It’s the only way it’ll lead to positive emotional, personal, 
societal and ecological results.
 
A purposeful promise enables meaningful change. From the top 
down, you can create focus and energy in your business.
 
What will this trigger? Well, more fluidity, innovation, collaboration 
and employee gratification. You’ll find new, and better, attitudes 
and behaviours in your team members.
 
It enhances your marketing and new product development too. Not 
to mention, it boosts respect, compassion and productivity.
 
And it will resonate with your customers as well. They’ll find you 
more enticing. They’ll purchase from you simply because they buy 
into your principles – these are something that your audience can 
share with you.
 
Then if you are found to effectively deliver on that brand promise, 
you can gain consumer confidence, loyalty and trust.

On top of all this, it can make you a better leader. By truly embracing 
and living your brand promise, then you can inspire, motivate and 
reward team members. They’ll view you as someone to follow, and 
their job as satisfying their own sense of purpose.

Your promise plays into your brand heart (purpose, vision, mission, 
values) too, allowing these to be more effectively explained, 
embedded and actualised. This makes it easier for staff to embrace 
and take action on this purpose-focused promise themselves.
 
Head swimming a little with all these benefits? Let me simplify it.
 
A purposeful promise = externally, more prospective customers; 
internally, more potential recruits.
 
It’s a fantastic competitive differentiator that will give your business 
effective direction.
 
Yes, we live in the era of choice. But we also live in a purpose 
economy. If you want to thrive in it, you need a purposeful brand 
promise.
 
And if that doesn’t convince you, then maybe this quote will…

You can’t have a brand without a promise. Literally.

Why it’s important

potent brand strategy defining a brand promise

- Dana DiTomaso
Your brand is your promise.
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So, how do you go about developing this all-important promise?

Take your time. To come up with the ultimate brand promise, there’s 
a lot it needs to say:

You and I should listen to Nick. He’s helped build big brands – 
including President Obama’s Jobs Council, to name just one. 
Get creative and think outside the box. The promise should be clear 
and have a focus – you don’t want to go too broad, because by 
trying to please everyone, you’ll wind up pleasing no one. Make 
sure it’s bold, whilst still connecting emotionally.
 
This might be the point where a brand workshop comes in useful.

Whatever your promise is, it needs to be measurable.
 
Let’s take a very basic example of a promise: ‘be kind’.
 
Well, how do you judge whether you’re achieving that? You’ll have 
to create criteria for measurements.

And if you find that you can’t measure it, you probably can’t manage

it either. When that happens, you’ll need to go back to the drawing 
board and create a different promise.

There’s no point just having a brand promise written up. It needs 
to be acted on too. Otherwise, how can you actually commit to it? 
If you aren’t seen to be working towards or achieving your promise, 
then you’ll end up losing those who believed in it. Not great for your 
reputation, eh?
 
Therefore, ensure your employees embrace your brand promise. 
This might involve educating them on it and showing them how to 
deliver it effectively.
 
Gallup found that 46% of B2B customers strongly feel that the 
business selling to them actually follows through on their promise. 
You want to be part of this group, not the 54% who don’t. That all 
starts with leading from the front and instilling your promise into 
the people that actually do the selling.

How to create your brand
promise

Step 1: Think emotively

Step 3: Act!

Step 2: Get measuring

- Nick Westergaard

At its core, your brand promise should define your entire 
business and should touch every aspect of your company.

43
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More fashion choices that are good for 
people, the planet and your wallet.

Think different.

The highest quality – the lowest prices.

H&M

Apple

Aldi

11
Your sales team are your

brand’s foot soldiers.
Don’t exclude them.
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Sustainability-focused brand promise

Innovation-focused brand promise

Savings-focused brand promise
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To put them simply, values are the DNA that makes up your brand. 
The meaning behind it. The cultural cornerstones. The deeply 
embedded guiding principles that direct your beliefs and actions.
 
More often than not, businesses have some vanilla values displayed 
on their website – as a marketing tool, a box-ticking exercise. You 
know the ones I mean, like ‘honesty’ and ‘teamwork’. These should 
be a given if you’re in business!
 
The greatest brands in the world are built on distinct, authentic 
values. And they live by them every single day.
 
Want to join them?

Get your values right, and you’ll be able to solidify your identity, 
give staff an aligned focus and stand out amongst the competition.
 
Values show that you stand for something. They make your brand 
more human, creating a more personal connection with customers. 
I don’t need to tell you that this, of course, leads to a better brand 
experience.
 
As the former CEO of Starbucks once said:

Why it’s important

defining your brand dna & values

46

- Howard Schultz

If people believe they share values with a company, 
they will stay loyal to the brand.

47

potent brand strategy

These values subconsciously impact how consumers consider your 
behaviour. In fact:

On top of all this, they give your business more consistency, 
influence how your brand mission is carried out, build trust, and 
ultimately build a successful brand.
 
Values are also the groundwork for a fantastic company culture, 
leading to great staff morale and meaningful interactions. You 
can ensure you hire and hold on to the best talent and reach the 
highest levels of individual and organisational performance. Any 
conflict can be successfully averted and managed. Priorities will be 
effectively determined too.
 
But get your values wrong?
 
Insincere, empty or uninspiring values isolate your audience, 
undermine managerial credibility, and result in cynical and dispirited 
employees.
 
It’s worth noting too that even if you have the ‘right’ values, your 
team members, clients, suppliers or other stakeholders need to 
align. If you do nothing to instil your values, your brand will simply 
fall at the first hurdle.

defining your brand dna & values

95% of our buying decisions are made in 
our subconscious.

- Gerald Zaltman
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Alright, let’s shape up your values.

How to define your values
defining your brand dna & values
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Whilst values need to come from the top, they’re also supposed 
to represent the entire company. Involving stakeholders can help 
them to engage with them too, specifically employees. But please, 
if you’ve got more than 250 people on your books, don’t invite 
everyone to the conversation – you want it done this year, after all!

From these answers, you can give your values context – that is, 
determine how they apply to the everyday. Encapsulate their 
connection to the routine actions that your business takes.
 
So many use a word as their value and that’s it – but this isn’t unique. 
You need to expand upon them to ensure everyone understands 
what they mean, and that they can be easily implemented and 
remembered. That’s the only way they can be expressed effectively.

Whatever the method (a little third-party involvement never hurt), 
it’s important to get answers to the following:

1. When was your brand last at its best? Why?
2. When will your brand fully embrace its meaning? How exactly do 

its beliefs and actions help you get to this stage?

Step 1: Collaborate

Step 2: Ask the right questions

Step 3: Write a story

richard evans
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defining your brand dna & values

Guarantee that each value is clear and specific, and not too long 
– you need to make them memorable, remember? In terms of the 
number, more than 10 is way too many. The fewer values the better 
really, as you can be more dedicated to them. I recommend three 
to five.

Actually instil them. Ensure all managers are on board and leading 
from the front. Incorporate your values in your internal and external 
communications – they should demonstrate visible, exemplary 
actions to help drive them home. Take a look at how to encompass 
them in your processes too, from your recruitment methods to your 
performance management systems.

Values evolve as the business does. So whilst they shouldn’t be 
compromised or interchangeable, they will naturally change as time 
goes on. Make sure to review them regularly so your brand can live 
by the right values.

With your values sorted, we can look at defining your audience to 
help you focus your brand positioning.

Step 4: Polish up your list

Step 5: Be ambassadors

Step 6: Revise them

potent brand strategy
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Leadership: The courage to shape a better future. Collaboration: 
Leverage collective genius. Integrity: Be real. Accountability: If it is 
to be, it’s up to me. Passion: Committed in heart and mind. Diversity: 
As inclusive as our brands. Quality: What we do, we do well.

Focus on the user and all else will follow. It’s best to do one thing 
really, really well. Fast is better than slow. Democracy on the web 
works. You don’t need to be at your desk to need an answer. You can 
make money without doing evil. There’s always more information 
out there. The need for information crosses all borders. You can be 
serious without a suit. Great just isn’t good enough.

Deliver WOW through service. Embrace and drive change. Create 
fun and a little weirdness. Be adventurous, creative and open-
minded. Pursue growth and learning. Build open and honest 
relationships with communication. Build a positive team and family 
spirit. Do more with less. Be passionate and determined. Be humble.

Coca-Cola’s values

Google’s values

Zappos’ values

richard evans
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Know your audience.
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A persona is essential simply because, by understanding the 
frustrations and unmet needs of your audience, you can reverse-
engineer your brand positioning, products, services and USPs 
around them.
 
They allow you to create a human representation of your market, 
and appeal more to it.
 
All too often, us business owners and marketers think about our 
own priorities, rather than that of our audience. But with defined 
audience personas, you’ll know their demographics, interests and 
behaviours. You’ll understand their goals and pain points. You’ll get 
to know them like a friend.
 
And what happens when you really know a friend?
 
You build a better connection, and boost loyalty and trust. And of 
course, when you’re a business, your bottom-line benefits.

Align your brand strategy with your personas, too, and you can 
achieve results like those discovered by HubSpot: websites were 2-5 
times more effective and easier to use.

Why they’re important

defining your audience

52

Buyer personas define the audience you’re targeting.
 
They’re a fictional person who embodies all the characteristics of 
your market, and they’re described in meticulous detail.
 
Having a buyer persona or two for your business is crucial to its 
success. Let me tell you why, along with the process for creating 
one of your own.

richard evans
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defining your audience

Sounds great, right? But what are the consequences of not matching 
your messages with your audience?
 
Audience personas are a very narrow approach. If you go broad, 
you won’t stand out amongst the noise; generic messaging is simply 
dismissed these days.

If your brand message doesn’t resonate, you’ll be seen as boring – 
even a nuisance. 
 
Instead, you want to be the one who can offer a better, more 
meaningful interaction. The one who customers appreciate has 
taken the time to get to know them and can address their needs 
and problems.
 
Understand them on a deeper level, and you’ll strike a chord 
emotionally. If you can speak to their fears and desires, you can 
capture your audience.

Anticipated, personal, and relevant advertising always 
does better than unsolicited junk

- Seth Godin

potent brand strategy
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So, time to get defining. As you pass through each of these five 
steps, remember that the more detail you have, the more human 
the persona. Strategy and research workshops are your friend here.

How to define your audience

You can’t work off gut instinct. Insights should be founded from 
actual data, and they can take two broad forms.

Demographics are ‘who’ your audience is. Gather information 
around their:

• Age
• Location 
• Occupation

Psychographics, on the other hand, are all about ‘why’ they purchase 
from brands like you. For this, you’ll need to know the likes of their:

• Interests
• Attitude 
• Lifestyle

Social media and Google Analytics – as well as surveys, interviews 
and trends gleaned from your customer database – are great 
resources for collecting this information.

Step 1: Collate your data

richard evans

You’ll need to understand:

• What problem/s does your audience need solving?
• What’s stopping them from achieving their goals? 

Social listening and social media sentiment analysis are incredibly 
valuable data sources. You can also speak to your customer service 
or sales team – they can tell you the questions most asked by 
your audience. Looking at competitors and reviews can also be a 
goldmine, allowing you to discover highly sensitive emotional hooks.

On the flipside, what are their hopes, dreams and aspirations? 
What motivates them?
 
These could be both personal and professional. It doesn’t matter if 
they don’t relate explicitly to the solution you provide either – they 
can be the foundations for a future campaign or approach.

By knowing their pain points and goals, you can then identify how 
your offering can help.
 
First though, you need to get out of the feature mindset. 
 
Time and time again, businesses think about their brand in relation 
to features when they should be considering their solution from a 
buyer’s perspective. It should be about how it benefits them.

Reflect on how you can help, any blockers to purchasing and ways to 
overcome them, and where your audience is in the buying journey.

Step 2: Recognise their pain points

Step 3: Understand their ambitions

Step 4: Make the connection

55
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Analyse your research and pinpoint common characteristics, and 
then group them together to shape the foundation of your unique 
buyer persona. You should feel like you can comfortably identify 
with and speak to them.
 
Ensure it includes who they are in the present, and who they want to 
be in the future. In this way, you can think about how you can help 
them reach that ambition.
 
Give your persona a name too. After all, it should bring them to life 
– not simply be a compilation of data.

Need some inspiration? I like these B2C and B2B persona examples 
for the Fan Fit app:

Step 5: Create your persona

• 52-year-old van driver living in Salford with his wife
• Has three grown-up children and two grandchildren
• Season ticket holder with Salford Red Devils
• Avid football fan – also watches Manchester United and Salford 

FC
• Uses TV, Twitter, Facebook, and YouTube
• A former sports player who has since gained weight
• Has thought about buying a fitness wristband but is unsure 

what to buy or how to use it
• Motivated to use a mobile app to improve health and quality of 

life after a friend suffered a minor heart attack last year

Persona 1 (B2C):

Jim Watson, a sports fan

richard evans

We’re done and dusted, and have defined your audience. Let’s 
move on to your competitors.

• 33-year-old senior marketing and communications professional 
for a major football club, living in Manchester

• Recently married but has no children
• Manages a small team of social media marketers, and interacts 

with journalists and content writers
• Uses Facebook and Instagram to connect with friends and family, 

and Twitter and LinkedIn to network and promote initiatives
• Interested in apps, IoT, VR, AR and eSports
• Wants to connect the club with younger fans and more females
• Is frustrated that her club has no plans to build its own app, and 

is concerned about falling behind rival clubs

Persona 2 (B2B): Andrea Rogers, 

a decision-maker within a sports team
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competitor analysis

Competitor analysis: it’s all about stealing ideas and using them for 
your own business, right?
 
Not quite...
 
Yes, you can take inspiration and see what’s working well – it 
can enhance your existing strategies. But if you do a thorough 
competitor audit, you can get so much more from it. 
 
Let me explain. Here’s why competitor analysis is so important, and 
how to carry it out.

59

Competitor analysis is an absolutely crucial part of your brand 
strategy. The core aim of it is to understand your competition’s 
strengths and weaknesses. This should lead you to identify your 
audience’s unmet needs, so you can then strategically find an 
opportunity to differentiate your brand and so surpass your 
competition.
 
By knowing where you are in relation to competitors, you can ensure 
you stand out. You might spot that specific techniques produce 
better results, so you can then adapt your own brand strategy. Or 
you might see where they’re lacking and avoid running into that 
same pitfall with your customers.
 
Through an in-depth competitor analysis, you can understand more 
about your audience too. You can learn what they like or dislike so 
that you can develop better campaigns, products or services.

Why it’s important
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- Henry Kaiser

Live daringly, boldly, fearlessly. Taste the relish to 
be found in competition – in having put forth the best 
within you

You can discover more about your own offering and what makes it 
unique – using this to emphasise the key benefits and entice your 
target market.
 
You’ll notice your own threats as well. And that means you can reduce 
their risk – by recognising why customers favour your competition, 
you can rework your strategy, improve how you engage with them, 
and provide a better experience.
 
The benefits of a competitor analysis can be earned in abundance. 
Armed with this knowledge, you can crack a new market or 
strengthen your position in an existing one. You’ll remain current 
too – by continuously tracking competitors, you’ll constantly learn 
and adapt. Kodak stuck to their film-based business model despite 
the glaring trend towards digital photography, for example – and 
where were they in the late 1990s?
 
When you know what your competitors are doing and what your 
customers are saying about them, you can stay ahead.

richard evans competitor analysis
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Okay, time to crack on with the actual analysis:

How to perform your
competitor analysis

Figure out who your competitors are. They’re anyone who could 
affect your market share. The obvious ones – direct competitors 
– will provide the same offering to the same market. Then there’s 
your indirect competition. They’ll deliver a similar proposition but 
are either serving a different need or audience.
 
Lastly, there’s tertiary competitors. They’re technically not your 
rival, but their offering is vaguely connected to yours. You don’t 
need to conduct as much research into these guys, but if they ever 
pivot and compete, you’ll be aware of it.

Pick your top five competitors and do a SWOT analysis by considering 
them in relation to your company.

Strengths:

• What you do well compared to them
• What are your USPs against their product or service
• Internal resource, e.g. knowledgeable staff
• Tangible assets, e.g. intellectual property

Step 1: Discover your competitors

Step 2: Carry out a SWOT analysis

potent brand strategy
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Weaknesses:

• What you lack
• What competitors do better
• Resource shortcomings
• Any unclear USPs

Opportunities:

• Underserved markets
• A small number of competitors in your area
• A developing need for your offering
• Any positive media exposure

Threats:

• Emerging competitors
• Changing legislation
• Any negative press coverage
• Shifting customer attitudes towards business

For this step, think about arranging a brand session. They can lead 
to the creation of a differentiation strategy too.

Throughout, ensure there’s no bias. Take a look at each competitor 
from both the angle of your audience and someone within your 
business as well.
 
The former perspective will allow you to pinpoint yours and your 
competitor’s flaws. The latter will enable you to better understand 
your competitor’s identity and brand position.

Step 3: Get your analysis right

richard evans competitor analysis
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So, we’ve got to grips with competitor analysis. Next up? Brand 
differentiation. How are you going to be different to your 
competition.

Now’s the time to dig deep with research. Take a look at your 
competitors’ brand touch points including campaigns, social 
media, email marketing, website, paid media advertising and SEO 
strategies. If they publish a yearly sales report, review that too – 
specifically their sales, revenue and market share.
 
There’s so much information you can find to support your analysis. 
And there are also lots of tools to track and research your competitors 
on a continuous basis. I’ve scattered a few of them around this 
chapter.

Step 4: Analyse their marketing

and brand strategy

Google Alerts: Look out for brand mentions and trending keywords, 
and explore competitor backlinks.

Social Mention: Cross-examine conversations in different networks, 
and track company and keyword mentions.

Talkwalker Quick Search: Track customer sentiment and compare 
five brands simultaneously.

SimilarWeb: Get traffic insights along with recommendations for 
competitors to watch.

ReviewTrackers: Understand customer sentiment and compare 
your business’ reviews with your competitors’ reviews.

potent brand strategy
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So what?

brand differentiation

What makes your brand stand a head above the rest?

Your employees?
Your dedication to excellence?
Your customer service?
 
Maybe. But they should be a given in any business, in any industry. 
It’s nearly impossible for them to be a brand’s true, unique 
differentiator.
 
To find your own and set yourself apart from your competition, you 
need to reverse-engineer your points of distinction around your 
audience’s needs.
 
Before I get into the ‘how’ of differentiation, here’s the ‘why’ you 
should even care at all.

65

If your brand is interchangeable with another, then consumers have 
no real reason to purchase from you. To stay loyal to you.
 
The result? Reduced revenue, market share, and profits.
 
But if you have points of difference, you’ll be able to target a more 
relevant audience more effectively.
 
Differentiation is key to both short-term profitability and long-term 
feasibility. You must get it right.

And when you do, it ends up being your competitive advantage: the 
thing that makes you remarkable.

Why it’s important
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This doesn’t necessarily have to be a ground-breaking technology 
– it can be a new process, perhaps – but it’s an easy win if you 
want to get all eyes on you. Relentless reinvention is a must though. 
Otherwise, you’ll be left behind.

The price is right… literally. Waitrose’s customers are some of the 
most loyal simply because they position themselves as premium 
through price. Lidl, on the other hand, achieves their differentiation 
with a low price. Know your audience well enough, and price 
differentiation could be yours.

There are more ways than you’d think, but here’s a few to note:

In fact, a recent WPP and Millward Brown report revealed that  
differentiation was the most important factor in the success of the 
world’s top 100 brands. Plus, further research showed that high-
growth organisations are nearly three times more likely to have 
strong differentiators.
 
It’s powerful stuff.

Innovate

Price high – or low

How to differentiate your
brand

richard evans

Its appearance, performance, or production – think about how you 
can differentiate it, and you’ll strengthen your emotional bond 
with your audience. It could have a superior design like Ferrari, 
for instance, or be produced in the local area. Or even combine 
multiple deliverables to provide a greater ROI.

I know I said at the beginning of this chapter that customer service 
won’t be enough to differentiate you, but hear me out. If it’s a truly 
unique, outstanding experience, it will. This is what Amazon has 
done. Now they have high levels of brand loyalty and are widely 
considered to be incredibly reliable. It has, however, taken them a 
lot of time to reach this stage.

I’ll get more into the human brand in later chapters, but as a basis 
for now: you want to be seen not as a business, but as a human. 
In this way, you can really connect with your audience. Take two 
of the fiercest rivals: Pepsi is young and peppy, and Coke is more 
authentic and honest. Decide on your personality, and if it’s distinct 
enough, ensure it’s effectively communicated in all your branding.

Provide an exceptional experience

Show your personality

brand differentation
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Focus on product (or productising

your services, more on this later)
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On a similar note, you can make your brand about the consumer. A 
fantastic example of this is Coca-Cola’s ‘Share a Coke’ campaign. 
It was simple, yet super effective. Then there’s Target, who provide 
guests with a personal identification number after their first visit. 

By having a specific outlook, vision or philosophy, you can up your 
loyalty – even turning your audience into brand advocates. This will 
require quite a bit of research into your market to discover their 
values and purchase motivations, along with what excites them. A 
successful example of a unique proposition is De Beers’ ‘A diamond 
is forever’ campaign.

Being insincere when engaging with customers is unfortunately all 
too common. To make great relationships your differentiator, you 
really have to connect with your consumers in a way that appeals 
to them. It needs to be logical. 

A final way to differentiate yourself is to expand your brand into a 
new market or industry. A great example is Apple – originally, they 
were just another computer company, but then they tackled the 
portable digital music player industry through the iPod. And, well, 
the rest is history.

Make it about them

Offer a unique proposition

Build strong relationships

Extend your growth

richard evans

Before you jump into your chosen idea, you need to conduct a test. 
Let’s call it the “So what? Test.” An amazing idea won’t seem so 
amazing if it doesn’t succeed. You must be able to answer your 
audience when they ask, “So what?”

1. Is it authentic? Be realistic about it.
2. Is it relevant? Your audience needs to care!
3. Is it provable? You need to back it up with evidence.

So do your research (perhaps through a brand workshop) and 
ensure your differentiator is a winner. Remember what I said at the 
beginning: you should reverse-engineer your points of difference 
around your audience’s needs. It’s not an easy process; it requires 
imaginative thinking, and you’ll need to tweak it as those needs 
change.
 
On to the next chapter, where I explore productised service offerings 
– something that can be a key brand differentiator in and of itself 
for service-based businesses.

brand differentiation
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productised service offerings

One key brand differentiator you absolutely need to know about if 
your business provides services? Productised services.

Brand your services up, productise them, and reap the rewards. 
Okay, it’s not quite as simple as that… But any service business, in 
any industry, can do it.
 
So, let me start by explaining what productised service offerings 
are and how you’ll benefit. Then you can see if they’re right for you.

71

According to AutoGrow: “A productized service simplifies and 
focuses your business’ marketing operations into a model that is 
more predictable, process focused, and easier to sell.” Which, in 
essence, is any business owners’ goal. By doing so, you can alleviate 
the pressure from sales, help increase staff retention and have a 
streamlined business that works for you. Productising your services 
is a way to add more leverage to your service-based business. Done 
right, it will allow you to earn more, work less, and provide better 
value to your customers.

They make your service somewhat tangible. They’re packaged (well, 
figuratively speaking) just like a product. You sell specific attributes 
of it at a specific price to a specific audience, and it’s designed to 
solve a specific need. It’s all about being very specific, if you hadn’t 
already guessed.
 
The result? Processes for delivery are repeatable, predictable and 
scalable.

The bigger result? You stop charging for your time and start 
charging for the value you provide.

What they are
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The customer can clearly see what you’re offering and for what fee. 
They won’t worry so much about deliverables, pricing or timelines. 
It makes their journey significantly smoother. It also makes your 
services so much easier to buy.
 
It benefits you because you don’t have to fuss around with tailored 
proposals, or panic when a client ends up requesting more than you 
can realistically provide. Nor do you have to constantly attempt to 
fit different client specifications every time. It’s pre-packaged and 
pre-priced. 
 
These ready-made ‘done for you’ packages are clear value-adding 
solutions and enable you to demand a premium price – even an 
upfront payment. You won’t have to depend on free trials to get 
conversions.

They can often be implemented very quickly too. The actual solution 
can be built up over time, but you’ll be able to determine the viability 
of it without having to spend ages trying to justify the idea. 
 
As these offerings are aimed at a specific customer, you’ll learn more 
about them as you go – and so will build a much better relationship. 
You can then polish your offering accordingly, removing any 
bottlenecks in your processes, and streamlining and automating 
where possible so that the service can eventually be run without 
your involvement. This will allow you to be seen as the expert who 
can solve your customers’ particular issue, enabling you to grow 
quicker and more easily.
 
Productised service offerings really can prove to be a competitive 
advantage – and the chances are that your competitors will be 
overlooking them. So be the one to stand out first.

richard evans productised service offerings
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Now on to the how.

How to productise
your offering

I’ve said it before, and I’ll say it again: you need to get super specific 
with your audience. Develop a clear persona (what I talked about 
back in the ‘Defining Your Audience’ chapter) and truly understand 
their needs, and you’ll serve them better. Ideally, this will be an 
audience you already have knowledge on or have worked with 
before.

This needs to be an actual issue that the customer is aware of. Even 
if it’s a problem that you can clearly see, if they don’t know about 
it, then they won’t actively look for a solution. You want a problem 
that they’re prepared to pay to resolve – or have paid to resolve 
previously.

Your new customers will be much more likely to buy from you if you 
offer different degrees of your service – specifically a low-cost, 
entry-level one. You don’t have to go to the extent of a free trial, 
but your market should still be able to get a flavour of your higher-
value package. If you can, have the packages build on each other.

Step 1: Choose the customer

Step 2: Pick the problem

Step 3: Create a service ladder
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Brand them up. Give them a name. Give them a clear value 
proposition. Define the features. Define the benefits. Create their 
own marketing collateral including brochures and even dedicated 
websites.

Make your packages as predictable, scalable and repeatable as they 
can be, using the best methodologies, tools, tactics and processes 
to provide the optimal solution. Note how things can be improved 
in the future to optimise it further too. And don’t forget to share 
what you do with your clients – showing that you’re continuously 
improving your service will boost their trust in you.

Create case studies and testimonials for successfully delivered 
service offerings. How easy will it be to sell when you have a 
clear case study of all the value you have brought to their closest 
competition?

Okay, so you have your productised service offering. What am I 
going to talk about next? Brand personality. One of my favourite 
topics... Time to turn the page…

Step 4: Brand them up

Step 5: Optimise your packages

Step 6: Build social proof

richard evans
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Brands shouldn’t just pursue transactions anymore. They should 
chase connections. And for that, you need a personality.
 
Personality is all about the human brand, so let’s think about it from 
a human perspective:
 
You meet someone. They’re totally comfortable in their own skin. 
Not afraid to express their genuine self. Their personality is entirely 
defined and obvious. They’re memorable. They stand out. There’s 
nothing more attractive, inspiring and engaging than this, is there?
 
Your brand can be that someone – if you’ve defined your personality 
and are confident enough to express it, day in and day out.
 
You know the score by now. Before we jump into how to define it, 
let’s discuss…

If we connect with a brand on a truly deep level, we can feel like we 
know them, like them and trust them.
 
Think about it. Is there a brand that you always purchase from, and 
wouldn’t even consider an alternative for? That’s the case for many 
people when it comes to certain brands.
 
And how do brands like Innocent achieve this? They align to a brand 
archetype.
 
These are linked to specific natural desires. When you look at how 
certain behaviours or personalities strengthen certain desires, then 
it makes sense why we prefer some personalities over others.

Why it’s important

richard evans defining your brand personality
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It really is a subconscious thing. Archetypes will exhibit the 
characteristics of someone we recognise in real life. Instinctively, we 
either connect with a personality or avoid it once we’ve experienced 
it before.
 
If you’ve read my ‘Defining Your Brand DNA & Values’ chapter, you’ll 
remember this stat:

By displaying the characteristics of your own brand with an 
archetype, you can connect with your audience instead of becoming 
a commodity that tries to stand out through things like features 
and pricing. You’ll feel more familiar to your market and can 
communicate to them with the consistency and humanity of, well, 
a human.
 
To sum up, I’ll leave you with this quote from two authors of the 
(highly recommended) book The Hero and the Outlaw:

95% of our buying decisions are made in 
our subconscious.

Archetypes are the heartbeat of a brand 
because they convey a meaning that makes 
customers relate to a product as if it actually 
were alive in some way, they have a relationship 
with it and care about it.

- Gerald Zaltman

– Margaret Mark and Carol S. Pearson
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Before I get started on how to define your brand personality (i.e. 
your archetype), I need to explain the different ones and the desires 
they’re associated with. One framework to work to is Carl Jung’s 
archetypes...

The Magician is a visionary, and they create change. They innovate, 
lead from the front, and want to make a substantial impact on the 
world. Along the way, they’re all about those magical moments. 
They aim to amaze and enchant.
 
Magicians make problem-solving exciting by transforming a 
problem into an opportunity, with no restrictions on imagination. 
Compared to their rivals, they think outside the box.

Bold, courageous and strong, The Hero continuously motivates and 
inspires their audience, and will speak honestly and bravely.
 
They’re agile too. As an idealist, they’re always on the quest for 
perfection and determined to reach their goals. The Hero is driven 
by growth and development above all else.

Jung’s 12 archetypes

Archetype: The Magician

Archetype: The Hero

Desire: Power

Desire: Mastery

Examples: Red Bull, Coca-Cola and Disney

Examples: Nike, Adidas and FedEx

richard evans

Imaginative, inventive, artistic, daring… It’s unsurprising that The 
Creator is hell-bent on being genuine and unique wherever possible. 
For them, it’s all about creating something new and being inspiring.
 
They have incredibly high standards for the same reason, and 
will often push or even break boundaries in order to achieve their 
vision. They always prefer to solve problems whilst expressing their 
individual creativity.

The Explorer is a pioneer, and there’s no doubt about it. They crave 
freedom and fulfilment. When this personality is a brand, it excites 
the audience: what will they do next?
 
For The Explorer, it’s all about the continuous discovery into the 
unknown. They aren’t afraid to push themselves out of their comfort 
zone and take risks, because they’re always calculated. Yes, they 
restlessly seek adventure, but they’re pragmatic about it. They’re 
intrepid, and yet self-sufficient and resourceful.  

Archetype: The Creator

Archetype: The Explorer

Desire: Innovation

Desire: Freedom

Examples: Apple, Adobe and Lego

Examples: The North Face, Jeep and Patagonia

defining your brand personality
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Anarchic. Rebellious. Revolutionary. Wild. That’s The Outlaw for 
you. They don’t abide by societal norms. They’re driven by change. 
They want freedom of choice – for themselves, and for the rest of 
the world.
 
The Outlaw will shock, thrill, and be outrageous and disruptive. 
But that doesn’t make them a bad person. In fact, they have very 
honourable intentions, and a soft centre at heart.

Witty, mischievous and humorous, The Jester is essentially the class 
clown. They’re optimistic and playful. They provide light relief. And 
they get the party going, making sure everyone else feels enthused 
too.
 
As a brand, communications are lively and tongue-in-cheek, even 
if they’re offering something serious. For them, it’s not necessarily 
about solving a problem – it’s about simplicity and having fun.

Archetype: The Outlaw

Archetype: The Jester

Desire: Liberation

Desire: Enjoyment

Examples: Harley-Davidson, Vans and Snickers

Examples: Netflix, Doritos and M&M’s

richard evans

This is perhaps the personality that celebrates human connection 
and evokes emotions the most. The Lover is passionate and 
committed, and all about developing close bonds. They want 
to warm hearts, and be a genuine representation of the special 
relationships in our lives.
 
The Lover puts the emphasis on harmony and positivity. They’re 
empathetic and soothe their audience. Above all else, they want to 
be desired, and more physically and emotionally appealing.

A nurturer and protector, The Caregiver always provides 
understanding. They’re compassionate, generous, supportive, and 
completely selfless – they live to serve the needs of others. They’re 
sensitive too, and will always offer the right words in difficult times. 
Think of them as a safe haven.
 
Because they’re always kind, and never harmful, it’s easy to depend 
on and trust them. They love recognition and gratitude for all that 
they do.

Archetype: The Lover

Archetype: The Caregiver

Desire: Intimacy

Desire: Service

Examples: Dior, Lindt and Chanel

Examples: Unicef, TOMS and the WWF

defining your brand personality
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Faithful, down-to-earth and empathetic, The Everyman is all 
about equal rights. They simply don’t judge, and they’re likeable to 
everyone and everything as a result.
 
The Everyman doesn’t offend because they’re not overly rude, 
loud or funny – they’re not ‘too much’ of anything. But rather than 
being dull, they’re instead universally charming. They put honesty 
and inclusion first, along with pragmatism and realism, whilst still 
remaining positive.

The Innocent is an eternal optimistic – you won’t catch them being 
cynical, ever. They’re youthful, humble and a bit of a dreamer, 
and they value straightforwardness. You can put your trust in The 
Innocent.
 
As very spiritual beings, this archetype is all about inner peace. 
They really do see the beauty in everything.

Archetype: The Everyman

Archetype: The Innocent

Desire: Belonging

Desire: Safety

Examples: IKEA, Target and Lynx

Examples: Nintendo, Dove and Innocent

richard evans

Solemn, stable and responsible, The Ruler is the authority. They’re 
the role model with self-assured expertise that sets the bar for 
extremely high standards. As a brand, they’re successful and 
profitable – desiring affluence and high status more than most.
 
They exert control, and their success is down to following rules and 
processes. They’re naturally dominant and a born leader.

The Sage is supportive, faithful, down to earth and empathetic. 
They are wise, and always on the hunt for truth and knowledge.
 
As such, they instruct, coach and educate – providing authentic 
information to their students. The Sage has extremely open 
discussions and shares their own understanding.

Archetype: The Ruler

Archetype: The Sage

Desire: Control

Desire: Understanding

Examples: Rolex, Starbucks and British Airways

Examples: TED, Google and the BBC

defining your brand personality
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Ready to identify your own archetype?

How to define your brand
personality

By knowing their desire, you can connect emotionally to your 
audience. Look back at the 12 brand archetypes, and pinpoint the 
desire that most closely represents them. You’ll likely notice that 
they align to more than one – decide on the most prominent and 
keep note of the second. I’ll tell you why soon.

What do you mean to your audience? You need to understand 
their situation, as well as their needs and feelings, so that you 
can understand what you can do for them. Here’s where a brand 
workshop may be valuable.

You’ll then play one of four roles:

1. We are the same – You give your audience a sense of belonging.
2. You can be me – You’re what your audience aspires to be.
3. I can guide you – You know the path that your audience is on.
4. You can be great – You inspire and motivate your audience.

Step 1: Understand your

Step 2: Know your role

audience’s  desire

richard evans

Each desire matches an archetype personality. But your audience’s 
desire may relate to your solution, rather than your brand. There’s 
a difference.
 
By knowing the desire that your solution evokes, you can know your 
core archetype. By knowing your audience’s personality and wider 
desires, you can pinpoint your brand position. You don’t want to 
exactly mirror their personality – that will lack authenticity. And 
anyway, us humans aren’t only attracted to those who are like us – 
in actual fact, often the opposite is true.

The archetype you’ve chosen is your ‘core’ one. It should represent 
a minimum of 60% of your brand personality. The remaining 
percentage can be used for a secondary personality (an ‘influencer 
archetype’ or a ‘supporting role’). You can appeal to the first 
audience desire, and then differentiate by enticing another – all 
without sacrificing the main personality.
 
If you go below 60% or try to represent too many different 
archetypes, you risk confusing your brand personality – and 
stunting your growth. Stats show that tightly defined archetypes 
can increase the value of a brand by 97% in just six years.

Step 3: Identify your base personality

Step 4: Get your archetype mix right

defining your brand personality
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Now that you know your personality, you need to ensure it actually 
exists within your brand. Your brand should have beliefs, opinions, 
attitudes. An outlook on life. Ask yourself questions like:

• What do you like and dislike, and why?
• What does your brand stand for?
• What does your brand stand against?
• Where do you bring the most value to your audience?
• What is your purpose?
• What is the thing you want to change most (in your industry or 

even society), and why?

Your communications need to reflect this. No longer can you have 
two-dimensional sales copy – you need to weave your brand 
archetypes into your personality, so that you can be vivid and 
memorable.

Not sure where to start with this? Don’t worry. Next, I’ll be talking 
about getting your brand voice and story right - two places where 
your brand personality can really shine!

Step 5: Bring your brand

personality to life

richard evans
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Brand voice?
 
Well, to sum it up in a sentence, it’s the distinct brand personality 
you convey in your communications.
 
But it’s so much more than that.
 
Far too often, people create a list of about five or six objectives and 
use that to guide their voice. That’s simply not going to be enough.
 
You need to do a deep dive into your brand voice so you can 
strengthen it, improve communications, and ultimately enhance the 
audience’s experience.
 
First though, we’ll start by digging a little bit more into why it’s one 
of the most important parts of your branding.

If you’ve defined your distinct brand voice, then it differentiates 
you. Makes you memorable amongst a sea of other voices.
 
In fact, it can make you instantly identifiable. The most cherished 
and longest lasting companies are those where you know it’s their 
content without even seeing the author.
 
That is brand awareness goals, and that is what you want.
 
The Sprout Social Index survey puts meat on the bones of this 
theory. Those surveyed felt that brands stood out most when they 
had:

• Memorable content (40%)
• Distinct personality (33%)
• Compelling storytelling (32%)

Why it’s important

richard evans defining your brand voice
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The link between all of these? Brand voice.
 
It creates resonance. You’ll build trust and credibility. And you can 
ensure that you form a genuine, emotional connection with your 
audience.
 
Along with defining your distinct voice, you need to guarantee it’s 
defined effectively.
 
What exactly do I mean? It’s just as important to have clear 
guidelines.
 
If you talk in a range of voices in your content, your brand will 
feel inconsistent and your audience will feel confused. You should 
ensure that anyone who’s in the writing hotseat can work to the 
same voice.
 
What results from this will be consistent, reliable content that’s 
on brand, each and every time. You’ll be seen as an authoritative 
source.
 
So, define effectively. And don’t deviate. As brand futurist and CEO 
of We First puts it:

Define what your brand stands for, its core 
values and tone of voice, and then communicate 
consistently in those terms.

– Simon Mainwaring
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Your brand voice can pull your audience in – or push them away. 
Obviously, you want to do the former. Here’s how:

How to define your
brand voice

Get it all out. Identify what makes you distinguishable from 
competitors and what doesn’t. You can learn from competitor 
content too – although, of course, you don’t want to copy what 
they’re doing. Be unique, remember?
 
Also pinpoint what has performed well and what hasn’t – and 
why? Look at every analytics source you can get your hands on 
and determine what messages are resonating the most with your 
audience.

Identify your target markets and personas. You can go back to my 
‘Defining Your Audience’ chapter for this one. It’s impossible to 
know how to talk to your customers if you don’t know who they are, 
after all.
 
Your brand voice should feel familiar and natural to them. It should 
come across as the voice of someone they’d get along well with, 
so you need to know their motivations, goals and pain points like 
you’re their best mate.

Step 1: Audit existing content

Step 2: Know who you’re talking to

richard evans

For this, I’d recommend holding a brand workshop internally. Ask 
the room to describe how you sound in three words. See what the 
common themes are amongst their suggestions.
 
Also ask what describes your personality. So much of your voice 
is driven by defining this. Return to my ‘Defining Your Brand 
Personality’ chapter, and isolate those key traits.
 
It’ll also be helpful to look at your core values, mission statement 
and vision for this step.

With all the required information in your grasp, you can actually get 
to work on crafting those oh-so-important guidelines.
 
A brand voice chart will come in handy for the personality aspect of 
your voice. Write out your characteristics, succinctly describe them, 
and put in some do’s and don’ts as well – like ‘do be playful, but 
don’t be too casual’.
 
Make sure to include tone too. Many people get voice and tone 
confused, but they’re worlds apart. Tone is your attitude. Some 
common examples are:

• Casual – easy-going language, personal
• Funny – silly humour, exclamation points
• Luxurious – longer sentences, gentle words
• Motivational – exclamation points, short sentences
• Quirky – question marks, tongue-in-cheek humour
• Romantic – gentle words, evocative language
• Masculine – short sentences, bold words

Step 3: Describe your voice

Step 4: Create your guidelines

defining your brand voice
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For tone, you need to know what your audience needs from your 
brand in a specific context, and what impression you want to have. 
Then you can tailor it to the right communication channel.
 
Rhythm and vocabulary are, of course, also important. What’s the 
pace like? And what words do you use and which do you avoid?
 
It’s a good idea to include examples of what is and what is not your 
voice as well. Trust me, it’ll be incredibly helpful for anyone new to 
writing for you!
 
Once you’re done, tick off the necessities of an excellent brand 
voice. Is it…:

• Authentic?
• Reflective?
• Differentiated?
• Readable?

Yes? Okay, you’re ready to start talking.
 
There are a few examples of a well-defined brand voice on the next 
page too, if you need a little inspiration.
 
Now, let’s talk about brand storytelling.
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Looking to get your business online fast? Like 💥BAM💥 fast? We 
are excited to announce that with Mailchimp you can get a free 
.com for up to 5 years. Get your business online quickly with a free 
custom domain and website today.

Sign contracts, manage time sheets, handle invoices, and more. It’s 
paperwork minus the work. And paper.

If you happen upon this painted image of a carton of our Barista 
Edition oatmilk and actually take the time to read every word of 
the tiny, long-winded copy that runs down the side, the second you 
finish, that gate next to the carton will swing open and a portal 
will magically appear allowing you to float into an alternate reality 
where oatmilk flows freely and your wildest dreams come true. But 
there is that part about reading a bunch of long-winded ad copy 
first, so yeah, it’s a tough call.

Mailchimp’s voice

Oatly’s voice

Apple’s voice

Fun, casual, conversational.

Conversational, random, humorous

Simple, direct, open.
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If you don’t tell
the market your story, 
they’ll define one for you.

defining your brand story
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Create a story, and you create a connection with your audience. 
This is what sells your brand – not the features and specifications 
of your product.
 
That’s just one of many reasons why defining your brand story is 
paramount to business success. As for the rest…

Marketing is no longer about the stuff that 
you make, but about the stories you tell.

- Seth Godin

A story humanises your brand. It provides you with the unmissable 
opportunity to communicate exactly who your brand is and how you 
can help.
 
You’ll capture your audience’s attention. They’ll be intrigued to find 
out more. It’ll elicit emotions.
 
There’s even science behind it. A compelling, unique story can 
prompt your brain to either release cortisol (the stress-regulating 
chemical) or oxytocin (the feel-good chemical).
 
And when your audience is under the influence of your story, they 
feel obliged to trust you, empathise with you and form a relationship 
with you.

Why it’s important

potent brand strategy
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What’s more, a brand story is perhaps the ultimate way of 
differentiating yourself – something that your customers might 
even splash the cash on…
 
Origin and Hill Holliday’s study revealed that, whether it was a hotel 
room or a piece of art, people were willing to spend more on their 
purchase when a story was involved.
 
I think you’ll agree with me now: brand storytelling is incredibly 
important.

So, how to create a vivid story that truly captures the imagination? 
Well…

How to define your
brand story

You can’t just create any old story. It needs to be real. Otherwise, 
you’ll risk being unable to tell your narrative in the right way.
 
So get to grips with who you are, what you do, what you care about 
and why exactly it matters. Your ‘brand heart’ (that is, your purpose, 
vision, mission and values), as well as your defined audience. A 
brand workshop may be needed to sift through it all and get to the 
good stuff.

Step 1: Have a heart-to-heart

with yourself

richard evans

Now you can really get your thinking cap on. But where to start? 
Well, consider certain parts of your brand.
 
Like who you are. Your story could showcase your employees or 
your culture.
 
How about what you do? You could reveal unique features of your 
offering, or unexpected ways in which people have taken value 
from it.
 
Another idea is around who you do it for and why – look at how you 
improve your customers’ lives and put some of your purpose into 
it. Your narrative could follow a challenge, where your product or 
service saves the day. A popular option is to make the audience the 
hero of your story, with you playing the supporting role.
 
Then there’s how you do it. Give a sneak peek behind the scenes 
of your offering and its creation. Trust me, customers will really 
appreciate this transparency.
 
Lastly: the future. Invite the audience in. Tell them what you’re 
planning and how you’re progressing. Once they’re invested in your 
journey, they’ll be more likely to stick around to follow it.

Step 2: Get brainstorming

defining your brand story
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It could be a cool story. But is it an extension of your brand?
 
It could be a completely honest story. But is it super boring?
 
You’ll need to analyse your narrative by asking yourself the following 
questions:

• Why do you want to tell this story? What is the actual purpose?
• What’s the unique angle?
• What value will this deliver to your audience?
• How will it leave them feeling or thinking?

Sound familiar? This dramatic arc is used in so many stories. 
Because it works.
 
There’s literally evidence to back it up. A 2014 Johns Hopkins 
study looked into the most popular Super Bowl ads. The most daft, 
outrageous or amusing weren’t the ones that came up trumps. It 
was the ones that used this formula.

Let’s look at Freytag’s Pyramid for this bit:

Climax

Exposition

Rising action Falling action

Denoument

Step 3: Assess your ideas

Step 4: Create your narrative

richard evans

Once you have your narrative, you need to make sure it has the 
makings of an excellent story:

Step 5: Check off the essentials

defining your brand story
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Meaningful: It shouldn’t just be about what you care about – your 
customers need to find it relevant and interesting too.

Personal: If you say ‘we’ or ‘I’ all the time, your audience isn’t going 
to feel that connection. Think about how it enhances their lives. 
After all, why would they be captivated by a story if there’s no 
room for them in it?

Emotional: How do you impact people? Find that emotional hook. 
This doesn’t have to tug at the heart strings per se. You can simply 
take stress away from them somehow.

Simple: It may be tempting to tell lots of different stories in order 
to target your audience in different ways. But this will just confuse 
them. One idea, one story, one focus – and you’ll find it much 
easier to connect.

Authentic: Be transparent, completely honest and consistent. 
This will make it clear it’s your story. Let your personality shine to 
ensure trust.

potent brand strategy
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GoPro helps people capture and share their lives’ most meaningful 
experiences with others – to celebrate them together. Like how 
a day on the mountain with friends is more meaningful than one 
spent alone, the sharing of our collective experiences makes our 
lives more fun. The world’s most versatile cameras are what we 
make. Enabling you to share your life through incredible photos and 
videos is what we do.

Every idea starts with a problem. Ours was simple: glasses are too 
expensive. We were students when one of us lost his glasses on a 
backpacking trip. The cost of replacing them was so high that he 
spent the first semester of grad school without them, squinting and 
complaining. (We don’t recommend this.) The rest of us had similar 
experiences, and we were amazed at how hard it was to find a pair 
of great frames that didn’t leave our wallets bare … We started 
Warby Parker to create an alternative.

Co-founders Elizabeth Cutler and Julie Rice met on ‘the best blind 
date ever’ and immediately clicked on their shared vision: To create 
an alternative to the fitness routines that felt like work. Together, 
they developed an inspiring workout that’s as efficient as it is joyful 
– an experience that’s the best part of our riders’ day, every day, 
and that has transformed their relationship to exercise. Anyone can 
be an athlete, a rockstar, a warrior... our riders come to us from 
all backgrounds, levels of fitness and experience. SoulCycle is for 
everyone.

GoPro’s story

Warby Parker’s story

SoulCycle’s story 19
First impressions count.
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When people use your brand name as a 
verb, that is remarkable.

- Meg Whitman

When you first meet your potential audience, they’ll probably know 
nothing about your business or its offering.
 
Your name is their first impression. It’s an extension of your brand, 
and it can work in two ways.
 
It can strengthen your value, resonate with them and differentiate 
you. 

Google. Photoshop. Hoover.
 
Want a name that achieves this? Maybe that’s setting expectations 
too high. 

The name of your brand isn’t going to make your brand. A bit like 
your logo, it’s one tiny piece of the jigsaw. But, let’s explore why 
naming your brand (and its associated sub brands and products) is 
important and certainly something that needs serious consideration.
 
Whilst creating a name is one of the most exciting parts of marketing 
– it’s also very difficult.
 
Many are misled. They have one eureka moment and think they’ve 
hit the jackpot.
 
What’s in a name needs a lot more than a single idea. Let me 
explain…

Why it’s important

what’s in a name?

103

Brand, product or service name, here’s how to make sure you go 
through the entire A-Z of name-choosing in the right way.

Or it can distance you from your value. You’ll get lost in the ether.

The best-case scenario for a poor name is a bit of embarrassment. 
Or because of a struggle to gain interest, you’ll have to fork out 
more time and money to re-name.
 
So, yeah, I’d say a good name is pretty important to get right, the 
first time round if possible.

How to decide on your name

potent brand strategy

How can you possibly come up with an enticing name if you don’t 
know who the brand is for? So get to grips with your audience. Give 
them personas – if you haven’t yet done this, you can flick back to 
the chapter on ‘Defining Your Audience’.
 
Likewise, you need to know who your brand is. Identify what it 
means, its purpose, its value. Pinpoint your brand archetype – the 
‘Defining Your Brand Personality’ chapter can help you with this.

Step 1: Know your stuff

Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1
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Step 2: Build a process

Step 3: Create your name

Next, you should consider your ultimate goals of the naming 
process. Before you’re able to think of a fantastic brand name, you 
need to first know:

• What you want it to achieve – what should it say about who you 
are or what you do?

• The emotional associations and non-verbal connotations it 
needs to have with your audience

• How it’ll work with any of your existing product or service names
• What type of name you want (I’ve sprinkled some examples 

throughout)
• How you’ll objectively evaluate your list of names

A brand workshop will be a helping hand with many of the 
considerations here.

Okay, time to do the actual doing! Here are a few tips to guide
you:

Keep it simple: Your brand name should be short and easy to say 
– a two-syllable word is ideal. These can be more appealing and 
memorable.

Don’t be too specific: Even if you only have one product or service 
now, think to the future. You could have many, many more, so 
ensure it’s broad enough to encompass this possibility. It should 
have longevity and be future-proofed.

Generate dozens of them: Actually, you could make hundreds. The 
more the better. You want to at least have enough so that you can 
work out what’s gold dust and what’s not.

what’s in a name?
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Step 4: Evaluate your name

Once you’ve chosen ‘the one’, you’ll want to ensure it hits the mark. 
Does it clearly convey your brand and personality? Is it unique and 
meaningful? Will your audience understand it as well as you do?
 
Say it out loud. It should roll off the tongue well, and not be easily 
mispronounced or misspelled.
 
Check no one else has it too. You don’t want to end up with a name 
that’s already trademarked or has an existing domain.
 
Finally, test it out. Survey your audience to make sure your name is 
unforgettable and enticing. Collecting feedback from your audience 
and gauging their initial reaction will be helpful too. This can tell you 
all you need to know about a name’s all-important first impression.

Unsure where to start? For some inspiration, you might think about 
the following:

Word association game: This can be handy for creating a list of 
words related to your brand.

Get inventive: You could think up a whole new word or try merging 
two existing words to generate a new name.

Refer to a thesaurus: Think of a potential name, and then turn 
to the thesaurus for synonyms. Then find the synonyms of those 
synonyms. These might end up being amazing names in their own 
right, or you can combine them to create a new one.

Use non-English words: Whilst this depends on your brand, romantic 
languages like French, Spanish and Italian work particularly well 
at creating a sense of luxury. You’ll need to be wary of localised 
meanings though – you don’t want to use a word that actually 
offends or alienates your audience.

Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1
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And once you have that winner of a name? Time to create a tagline 
to go with it…

Acronym: BBC
 
Joining two words together: Groupon
 
Historically inspired: Nike
 
Geographically inspired: Amazon
 
Non-English words: Häagen-Dazs
 
Founder name: Hewlett-Packard
 
Partnership structure: Ben & Jerry’s
 
Descriptive of business: We Buy Any Car
 
Descriptive of experience/image: Jaguar
 
Characteristics alignment: Volkswagen Beetle
 
Sensory characteristics: Twitter
 
Alternative spelling: Tumblr
 
Storytelling: Virgin
 
Word out of context: Apple
 
Brand-new word: Google 20

Be remarkable.
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It’s all about recall.
 
Taglines boost brand recognition. In fact, they come second only to 
the logo in terms of what people remember most about your brand.
 
They show what your brand is about. They help bring your brand 
personality to life. And they trigger emotions, in turn serving to make 
the customer feel valued. It’s absolutely crucial to your audience.
 
Get it right, and it’ll match your branding. Choose a highly relevant 
and powerful tagline, and you’ll see success.
 
‘I’m lovin’ it’ is the perfect demonstration – I would usually give the 
brand name along with the example, but I know I don’t have to with 
this one!
 
Brands that are easy to recall almost always have simple taglines 
like these.

However, a wrong tagline can end up causing damage. Even if you 
change it, it could still end up glued to your brand.

There’s a difference between a tagline and a slogan.
 
A slogan? That’s for a specific campaign.
 
A tagline? That’s for the entire brand. It can be used consistently.
 
Especially when you consider that a tagline is also often the first 
brand message your audience will see, it’s pretty important to make 
sure you get it right.
 
You want to say the crux of your brand in just a few words. It’s not 
easy, but it sure is worth it…

Why it’s important

What can you do to ensure you get the right tagline? Abide by these 
steps:

How to create your
brand tagline

creating your brand’s tagline
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In the last chapter, I looked at brand name. There’s a reason the 
brand tagline comes straight after. It needs to complement this. 
Look at your name and the process you went through to land on 
it – it’ll provide endless inspiration for your tagline.
 
You should also think back to what we’ve done on values, vision, 
mission and audience. They’re all connected. By defining each one, 
you’ll be able to ensure your tagline is completely aligned with your 
brand. It’ll be relevant to who you are and what you offer.

As one fellow brand strategist puts it:

It should also fit your brand’s voice. Perhaps you could use humour 
and be colloquial, or extremely professional – it can all depend on 
what suits your brand.
 
Need some help with this step? I’d recommend a brand workshop 
for sure.

Step 1: Harmonise it with

your entire brand

Your brand is more than just your tagline… it’s about how 
every element of your brand works together synergistically.

- Hilary Hartling
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Time to get creative! When conjuring up your brand name, at the 
very minimum you should use the four Cs:

Along with the four Cs, these tips will help you come up with that 
star of a tagline:

Step 2: Follow the four Cs

Step 3: Follow our five tips

Make it concise: You shouldn’t be able to shorten your tagline. No 
more than 9 or 10 words, max. This type of tagline is significantly 
more effective than a full sentence.

Make it clear: A tagline should be instantly self-explanatory – 
people should easily be able to understand it, remember it, and 
pronounce it. Avoid anything vague – even if you get it, your 
audience most likely won’t.

Make it catchy: If you can.

Make it clever: Okay, this is actually optional. It really is reliant on 
your brand –perhaps you could use a double entendre, or a little 
comedy.

Keep it distinctive: Remember, it needs to be memorable. So be 
unique – it shouldn’t be able to work for a competitor. Ensure it’s 
completely and utterly captivating.

Don’t base it on trends: These get outdated. That’s what a slogan 
is for, not a tagline.

Focus on the customer: This isn’t a necessity, but so many great 
taglines are all about the customer rather than the company.

creating your brand’s tagline

111

potent brand strategy

Need some inspiration? Here are a few famous examples of some 
taglines, along with the categories they fall into:

Descriptive – Useful especially when the company name is very 
generic, like a founder’s name. This ensures you can describe the 
offering.
Lush – ‘Fresh Handmade Cosmetics’

Call to action – Entice the audience to use the product or service
Nike – ‘Just Do It’

Leadership – Assure the audience of your leadership within the 
sector.
British Airways – ‘The World’s Favourite Airline’

Superlative – Promote what is fantastic about your offering.
KFC – ‘It’s Finger Lickin’ Good’

Provocative – Thought-provoking, challenging or shocking.
Adidas – ‘Impossible Is Nothing’

Make it about what you want your audience to remember: Brand 
names are all about recalling the brand experience. It’s a good 
idea to focus on what you do and how it’ll benefit customers.

Legally protect it: Register your tagline as a trademark.
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Design is how it feels.

creating a strong visual brand identity
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A great brand identity distinguishes you amongst your competition. 
It’s a unique visual cue that makes you memorable. And that’s 
exactly what you want to be, if the stats are anything to go by…
 
A memorable logo is 13% more likely to capture a consumer’s 
attention, and 71.6% more likely to get a positive reaction out of 
them.
 
The brain can recall 2,000 images with 99% accuracy, and one 
image after 13 milliseconds.
 
So you see, your identity helps you to communicate better with your 
audience, and therefore form stronger relationships with them. It’ll 
build a brand experience that encourages your audience to interact 
with you, and see you as trustworthy and credible.
 
If you can tell your story through visual elements in the right way, 
then you can create loyalty, consumer awareness and excitement.

Your visual brand identity isn’t your brand, your brand image, or 
your branding. It’s completely separate.
 
Think of your visual brand identity as the face of your business.
 
It’s your outward expression. The visual elements. Whilst the logo is 
undoubtedly the first thing you’ll think of when you hear a brand’s 
name, the likes of your colour palette, design and typography are 
just as important. They all play a part in determining how you’re 
perceived.
 
In order to create a strong visual brand identity, you need to be 
strategic. You can’t simply choose any old colours or logos. Here’s 
why.

Why it’s important

potent brand strategy
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Your visual brand identity becomes one of your most treasured 
assets. But… it needs to be associated with a good experience. You 
want your brand to be seen as the chosen one – to achieve the 
‘halo effect’. This then strengthens your brand, your identity, and 
your mindshare (your ‘share’ of consumer awareness, relative to 
competitors).
 
However, if you don’t make that effort to build a strong visual brand 
identity, you’ll suffer the ‘horn effect’. You’ll lose control over how 
your audience perceives your identity, and it could potentially be 
very negative – damaging reputation, growth and overall success. 
No thank you.

This is your brand purpose, vision, mission and values – I’ve spoken 
about all of these in the beginning chapters. If you haven’t already 
read them, jump back. Defining these gives you your brand heart, 
and this can be visually communicated more easily. You might want 
to consider a workshop to really get to the core of your brand.

This is where my ‘Defining Your Audience’ chapter comes in. You 
should recognise your audiences’ wants, needs and values. With 
this tool in your belt, you’ll ensure your brand identity resonates 
with the very people you want it to resonate with. Skip this step? 
Well, then an identity becomes futile.

Now you’ve ascertained your brand personality, it’s time to 
ensure that personality is brought to life visually in your brand 
communications. This will influence everything from images, colour 
tones, font choices and even graphical shapes.

Look at how your current identity is performing. How is it perceived 
– internally and externally? How is it working towards your goals? 
How can it be changed to align more successfully with these? Be 
completely honest – whether you reach a positive or negative 
conclusion, the aim of the game is to pinpoint improvements.

Do some market research and a competitor analysis. You can return 
to my dedicated chapter on pages for the latter. Understanding 
how you’re positioned enables you to figure out how to differentiate

yourself. Far too many brands have a similar visual identity to their 
competitors. Sure, there might be some industry-specific visual 
themes, but you should use your competitors as inspiration to be 
different from them.

Don’t want an identity crisis?

How to create a strong
visual brand identity

creating a strong visual brand identity
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Step 1: Know who you are

Step 3: Identify your personas

Step 4: Lead with your brand

Step 5: Evaluate your existing identity

personality

Step 2: Understand your

brand position
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Now you can determine your visual identity. At the very minimum, 
it should cover:

• Logo
• Colours
• Typography
• Photography and video styles
• Illustrations
• Unique graphical assets
• Icons
• Digital design styles

I have a few tips for this one:

You need a brand design guide, book or manual to ensure 
consistency. This sums up why nicely:

Your identity will need to be used correctly, and across every type 
of branding – not just marketing materials, but things like email 
signatures, business cards, even your office décor. Otherwise, 
you end up with an inconsistent brand. What does that lead to? 
Consumer confusion. And that? Mistrust. Yeah, let’s steer away 
from that.
 
These brand design guides are often found attached to what I’ll be 
talking about next: your brand manifesto and brand strategy play 
book.

creating a strong visual brand identity
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Step 6: Define your new identity Step 7: Create a brand design

guide and toolkit

Brainstorm visuals – words that describe your brand and how they 
can be made tangible

Think emotionally – how can you resonate with your audience? 
What feelings do you want to evoke?

Reflect your characteristics – how do you want these to be 
portrayed through visuals?

People immediately recognise a Starbucks logo or 
a BMW logo because those logos are consistently 
displayed and used by each brand. Smaller businesses 
might think that they don’t need to be consistent with 
their identity, but they are mistaken. People recognise 
businesses based on their brand identity.

– Ramon Ray
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High-vis colours, reflective of modern 
tastes and the digital age.

Soft, cheery colour palette to bring a 
sense of calm and joy. Fun illustrations 
and stripped-back text.

‘Swoosh’ logo immediately gets across 
speed. A white and black palette also 
lets the products speak for themselves.

Relies only on short, snappy text. 
Conveys simplicity and an organic feel.

Unique watercolour shapes for animal 
profiles. Instantly memorable and distinct.

Premier League’s visual identity

Headspace’s visual identity

Nike’s visual identity

EAT.’s visual identity

Battersea Dogs & Cats Home’s

visual identity

22
Your brand
needs a hymn
sheet.
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Brand strategy puts you in the driver’s seat.
 
It allows you to make intentional decisions about your brand. It 
enables you to align your desired brand perception and your actual 
brand perception. It directs all your brand touchpoints, and the 
communications strategy for each of those points of interaction.
 
You can sense-check everything against it so that the right message 
is seen in the right place.
 
And what does a well-implemented, smart brand strategy lead to?
 
Better visibility amongst your audience.

They’ll see you as more credible too. That means greater trust and 
loyalty.

To put the terms ‘brand manifesto’ and ‘brand strategy playbook’ 
simply, they’re what guides your brand. Your hymn sheet, so to 
speak. It’s an internal document that should be referred to when 
creating brand communications and making commercial decisions.
 
Some get brand strategy mixed up with their marketing plan. But a 
marketing plan is the tactical side – it implements your manifesto. 
Your brand strategy directs your marketing, enabling you to 
communicate successfully and clearly.
 
You could say it’s the most crucial element to the long-term success 
of your brand. Give me a minute or two to explain…

Why it’s important

Ultimately, you’ll have a higher brand value, boosting your 
reputation significantly. And we all know how important reputation 
is:

You only have to look at Samsung and Uber, who have been through 
their fair share of reputational crises and managed to make it out 
the other side.

Reputation is what determines whether your brand thrives, or starts 
to perish.
 
It’s that simple.

You can’t create a brand strategy if you don’t actually know 
everything there is to know about your business and brand. So dig 
deep. I’d suggest the following, at the very least:

• Business goals and priorities
• USPs
• Strengths, weaknesses, opportunities and threats (a SWOT 

analysis, which you can jump back to my ‘Competitor Analysis’ 
chapter for)

Crafting this incredibly valuable document is no mean feat. 

creating your brand manifesto and brand strategy playbook
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Until you’ve lost your reputation, you’ll never realise 
the true value of good branding.

– Stacey Kehoe

How to create a brand
manifesto and playbook

Step 1: Collate all your information

Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1

http://www.boldidentities.com/potent
http://www.linkedin.com/in/richarde1
http://linkedin.com/in/richarde1


Creating Your Brand Manifesto And Brand Strategy Playbook

122

richard evans

This is where your brand is no longer just a concept, but a tangible 
thing that can interact with people.

Now write it down. This is something you want to be able to refer 
to, remember? Turn it into a digital file, and you can send it to any 
team members or external agencies that might benefit from the 
insight.
 
From here, you can then think about how to enhance your brand 
experience. And other important considerations too: launching 
your brand, managing it effectively, evolving it, and measuring its 
impact.

With your brand strategy in place? Well, we can have a think about 
employer branding: the brand strategy to attract and retain talent.

And I mean everything. The insights from step one mean that 
you can communicate your brand nice and clearly. It’s all those 
things I’ve talked about before: your brand purpose, values, vision, 
mission, personality – to name just a few.
 
You can have a read of the dedicated chapters if you prefer, but as 
a summary of the things you should define:

• Positioning against your competitors
• Emerging market and industry trends
• Comprehensive understanding of your audience (their needs, 

wants, thoughts –the persona I discussed in the ‘Defining Your 
Audience’ chapter will be handy for this)

Now you have a full overview of the landscape in which your brand 
operates, and you’ll start to see how it can rise above the noise.

creating your brand manifesto and brand strategy playbook
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Step 3: Bring your brand to life

Step 2: Define everything about

your brand

Purpose: Why you exist. The impact you want to have on the world.

Values: The DNA of your brand. The stuff that guides your beliefs 
and actions.

Vision: Your aspirations, ambitions – goals for the future.

Mission: Goals and commitments for the everyday, so you can 
reach your vision.

Personality: Who you are. Your brand in human form.

Brand identity: Your visual identity – the likes of your logo and 
typography, which I talked about in the previous chapter – and 
your verbal identity too (your name, tagline, etc.).

Brand touchpoints: Every single moment your brand comes into 
contact with your audience. All your communications, whether 
print or digital. Any environments as well – physical or virtual.

Brand experience and behaviours: For both your target audience 
and your employees.

Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1
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It’s a simple equation really:
 
Solid employer branding = attract top-choice candidates and 
become an employer of choice.
 
Rather than hiring any old talent out of desperation, you become 
irresistible to the crème de la crème.
 
You won’t need to spend so much time drawing them in. They’ll 
come to you.
 
Lower recruiting costs? Yes please.

Employer branding is similar to your core brand strategy, except 
you need to re-engineer the strategy for your team and future 
talent instead.
 
Essentially, you’re taking your audience personas and building them 
around your employees – current and future.
 
Your competitor analysis will also be re-engineered around the 
businesses who are competing with you for the top talent on the 
market.
 
It’s a great way of enticing and retaining the very best talent. But 
it’s so much more than that.

Why it’s important

potent brand strategy

Having a strong brand can serve to attract individuals 
who otherwise wouldn’t apply for the job.

– Edward E. Lawler III and Christopher G. Worley

Complete an online brand health check - www.boldidentities.com/potent

http://www.boldidentities.com/potent
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If you’ve read everything in this book so far, you’ll find your memory 
jogged with the first step…

The greatest candidates know they’re great. The power is in their 
hands. A robust brand reputation therefore becomes a necessity. 
It’s not all about the job offering anymore. You need to demonstrate 
why they should believe in your brand over another, along with a 
vision, mission, set of values and culture that aligns with theirs.
 
What’s more, a renowned and reputable employer brand is 
more likely to boost a candidate’s willingness to take a reduced 
package, because your offering so much more than simply a good 
remuneration package.
 
As for your current employees? They’ll be proud to be part of your 
business. Having an employee-centric brand leads to engaged team 
members who are more productive and will stay with you longer, as 
well as make you more profitable.
 
And when they eventually do decide to move on, they’ll leave 
positive reviews on platforms such as Glassdoor, further helping to 
get that fantastic talent to seek you out.
 
Ultimately, you’ll end up becoming the rock stars of the employer 
branding world. You know the ones I mean. Google. Salesforce. 
Netflix.
 
Wondering how?

How to create a magnetic 

employer brand

All those steps from the previous chapter on brand strategy? Repeat 
them. You want to do a deep dive into your brand again – but this 
time as an employer. Some aspects will align with your customer 
brand, some will differ.
 
Remember to get to know:

• Who your business is (goals, priorities, USPs)
• Its environment (positioning, SWOT, industry trends)
• Your audience (needs, pain points, wants – this time it’s your 

employee persona)
• Competitor analysis (who are you competing against and how is 

your employer proposition different?)
• Your employer brand heart (purpose, values, vision and mission)
• Your (employer) brand personality. Again, this could align with 

your core brand but it’s okay to differ. The target market is 
different so please take this into consideration.

And of course, an employer brand workshop can be leaned on if 
needed.

Whilst the idea is to have to do as little work as possible to get 
new talent to come to you, it will require effort – especially in the 
beginning. You need to get the value of your employer brand and 
EVP out there for the world to see. 

employer branding
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back of your hand

Step 1: Know your brand like the

Step 2: Show off your employer brand

Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1
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A few great tips for this are:

Distinctiveness is really key. Because:

Did you know that over 50% of job-hunters rely on employee 
reviews? They’re an absolute necessity, to say the least.
 
Do what you can to include your team members in your employer 
branding. Request that they share their positive experiences of 

working for you on social media, particularly when it comes to 
your onboarding process. It might also be a good idea for them to 
keep their profiles active with other company updates – like team 
activities and awards. They’ll become employer brand advocates, 
boosting your brand power so you can lure in new team members 
with ease.

You should additionally carry out exit interviews when an employee 
leaves. Even if their reason for resigning is nothing to do with the 
business, their feedback is incredibly valuable. It can help you to 
improve not just the recruitment process, but your employer brand 
too.
 
When you get your employer branding sorted, you can then promote 
yourself as an employer of choice and reap the rewards.

employer branding
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Step 3: Get your employees involved

Promote on the right channels: Your personas will help you figure 
which ones are the right ones, but I’d obviously recommend defined 
social media channels – show up where your target market hangs 
out online. Especially the passive talent that you want to attract.

Be progressive: This is particularly appealing to today’s talent, 
though really any employee wants their employer to be forward-
thinking. Demonstrate you’re keeping ahead of the curve when it 
comes to technology and innovation. This will be helped by having 
a completely seamless experience on all your channels.

Advertise the right stuff: Make sure potential candidates know 
everything they need to know about you and the role and 
communicate it clearly. Extra benefits, how vibrant your culture 
is, how they can make an impact, how you’re unique – those sorts 
of things.

Create a stand-alone ‘Careers Site’ and ‘Careers Social Channels’ 
that specifically showcases your employer brand and your 
proposition as an employer. In this day and age, a ‘Careers Page’ 
simply won’t cut it.

Employer branding is your unique scent. It’s everything that 
makes you different, everything that makes you stand out.

– William Tincup

Complete an online brand health check - www.boldidentities.com/potentConnect with Rich - linkedin.com/in/richarde1
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Okay, so that’s that. 20,000+ words succinctly put into 20-something 
chapters so that you can easily get to grips with strategic branding.
 
So, what now? Well, you can dive back in, whenever you need to, 
for whatever element of your branding.
 
Need a summary of what you’ve learnt? You discovered…

• Why you need to start with your ‘why’ for brand purpose
• The difference between brand vision and mission
• How to develop and act on your brand promise
• Why you can’t afford to have vanilla values
• How to define your audience and create a persona
• The makings of a great competitor analysis
• Ways to differentiate your brand, including productised service 

offerings
• Archetypes for your brand personality
• How to define your brand voice and keep it consistent
• Why brand storytelling is essential
• The importance of a great brand name
• How to create a powerful brand tagline
• The strategy behind a strong visual brand identity
• Why you need a brand manifesto and brand strategy playbook
• How to re-engineer your brand strategy for your employer 

branding

But that’s not quite all there is to learn… Let me say a few more 
words to quickly conclude.

Armed with all the brand communication knowledge in this book, 
you can apply the incredibly simple ‘Zero In’ method.
 
What’s that? Well, essentially, it’s about focusing on the crux.

potent brand strategy

The ‘Zero In’ method

Complete an online brand health check - www.boldidentities.com/potent

http://www.boldidentities.com/potent
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Far too often, I see businesses try to talk about everything but the 
kitchen sink. Actually, no, sometimes they try to fit that in too.
 
But it can’t be that way. Whilst you may have a lot to say, your 
audience just doesn’t have the time to listen to all the things you 
want to communicate.
 
So you have to zero in on what’s important.
 
Don’t make the same mistake as others and spread attention too 
thinly. Diluting your message is compromising. And you don’t want 
to compromise when it comes to your brand strategy.
 
Your brand is built on your consistent actions, after all. Yet you 
simply can’t be consistent if you’re being too broad. I’ve already 
spoken about how damaging it can be to have a brand that feels at 
odds with itself.
 
So, instead, work out what’s uncompromisable to you.
 
Because that’s where the gold is.
 
That’s how you build an authentic brand.
 
Your audience will believe in it. They’ll trust in you. 
 
This book starts with the quote ‘Trust. Authenticity. Consistency.’
 
Because when it comes to brand, that’s what matters.

I hope you’ve found this resource valuable and you’re inspired to 
build a brand that you’re proud of. 

If you’d like to get in touch, please don’t hesitate to connect with me 
on the below channels.

Alternatively, feel free to reach out to me via email - 
richard@boldidentities.com

If you’d like to complete an online brand health check to see how 
your brand currently scores,
please visit www.boldidentities.com/potent

Connect with Rich - linkedin.com/in/richarde1

Connect with Rich on LinkedIn

Follow Rich on Instagram

Visit Bold Identities’ website

linkedin.com/in/richarde1

@richevansbrandstrategy

boldidentities.com
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POTENT BRAND STRATEGY
The objective of this book is simple: to provide as much value and insight 
into strategic branding in as little time as possible. 

No business can thrive without a brand. But anything worth doing is 
never easy. This book has been created to make the complex as simple 
as possible, so that anyone can dive in and start building a brand. 

The short chapters are very much in a jot format, packed with straight-
to-the-point advice and views on all things ‘brand’. The intention is for 
business owners, entrepreneurs, investors and marketers to pick this 
book up and finish it in one or two evenings. Then you can jump back 
into certain chapters whenever required. 

It’s aimed at those who are looking to gain a holistic perspective of what 
constitutes a brand, and use that knowledge to take action – whether 
that’s a full rebrand or simply a refresh. 

I hope you find this book not only a valuable resource, but also an 
enjoyable read.

Richard Evans

linkedin.com/in/richarde1

@richevansbrandstrategy


