
11- WORKSHEET - Branding your Brand
from pages 163 - 188 Helping to establish customer trust, increase market share, and drive sales.

To create a logo that accurately represents you and the core values you observe, study as many logos as
possible to see how you might assimilate their creative concepts into yours. Notice the certain
characteristics some ad•vantageous logos contain;

● No names describing the product
● No by-line tag
● Clean, clear font
● Basic symbols or letters
● Basic primary colors
● Solid, �lled background

Study the nuance of each logo below and the shapes, colors, and hidden messages each portrays.

Can you identify each brand below from its logo?

_____________ _____________ _____________

_____________ _____________ _____________

_____________ _____________ _____________

_____________ _____________ _____________

_____________ _____________ _____________

_____________ _____________ _____________



While many brands employ primary colors to mirror their brand personality traits, be open to speci�c
hues, shades, tints, tones, and color codes. Also, consider the commonly used ‘60-30-10 rule.’ Choose
a principal color to apply in 60% of the space, a secondary color in 30% and if there is a third color, use
it in the remaining 10%.

What shape, color, and design might you use as a fresh logo for your brand or company name?
What about the colors you would use? Would you insert subtle messages into the image?
Design a new appealing logo for your brand or organization in the box below.

Keep in mind the importance of the meanings behind each brand.

Brand Name Product True Focus

Apple Electronic Gadgets? Innovation

Amazon A rapid delivery of products? Convenience, Grati�cation

Ferrari An expensive car? Style, Status

Rolex A high-ricedWatch? Elegance, Value, Success

Nike An athletic Shoe? Personal Motivation & Passion

Red Bull A carbonated beverage
containing amino acid?

Energy provider that
‘Gives YouWiiings’

Your Name _______ _______________ ? Satisfaction, Happiness, ________

Instead of selling a physical product or service, stimulate an emotion.



Just as the logo is a visual representation of a brand, a slogan would be the brand declaration. A good
slogan conveys your value proposition to your buyer persona in one, brief sentence.

Some additional successful slogans include;

● Subway – Five Dollar Footlong.
● M&M’s melt in your mouth, not in your hands.
● Chevrolet: The heartbeat of America.
● Bounty, the Quicker Picker Upper.
● Gillette: The best a man can get.
● J.G. Wentworth: 877-CASH-NOW.
● Budweiser: The king of beers.
● There are some things money can't buy. For everything else, there's MasterCard.

● Like a good neighbor, State Farm is there.

It’s no easy chore compacting the complexities of your industry and business, combined with years of
knowledge and passion into a simple handful of words. But slogans work.
A slogan for slogans might be this:

SLOGAN
AGreat Way To Tell TheWorld
HowGreat You Really Are

Create a memorable slogan for your brand or organization below:



__________
_______________________
_______________________

Similar in nature to the slogan, a tagline uses less wordage, is commonly attached to a logo, and is situated at
the tail end of an ad or published marketing material. Taglines are devoted more toward brand awareness than
slogans. A tagline for taglines might be:

TAGLINE
Powerful, Succinct Messaging

Create a memorable tagline for your brand or organization below:

__________
_____________________

Both slogans and taglines should evoke your brand image in the minds of your customers, enabling
them to form an entertaining association with you.

from page 169

“Your brand should be a relatable story, which not only unfolds across all of your customer’s touchpoints but makes
them yearn for a sequel.” Branding is an integration of your core values, promises, and your all-inclusive story.
This isn’t something you should do on your own. You need to absorb other key personnel’s beliefs in this
mixture to decide on the overall image your business wants to represent. To establish better brand
awareness and reach, write your branding campaign elements.

Brand position.Who are you as a company? Explain your core beliefs (what you do, who you cater to, and
what can the consumer gain by using your product or service). _______________________
________________________________________________________________________
________________________________________________________________________

Brand personality.Write �ve positive traits your employees, partners, prospects, and customers might use to
describe how your brand stands apart from the others.

1. ________________________________________
2. ________________________________________
3. ________________________________________
4. ________________________________________
5. ________________________________________



Brand promise. In less than twenty-�ve words, what single most important thing do your customers expect
from you? The answer should depict your company’s ideas, beliefs, and values. ____________
__________________________________________________________________________
__________________________________________________________________________

Brand Strategy. To achieve a speci�c goal for your brand, you’ll need to develop a long-term plan. This plan
will in�uence every aspect of your organization. More importantly, it will align with your customer’s needs,
emotions, and environment. No matter howmany brands you require and can a�ord to support, this strategy
should include what each brand stands for. Take out your mission statement and apply your company values to
just one of your products or services. Here is where a standard generic item transforms into your stand-alone
brand. Using your core principles, add to your business promise about how this item will make my life better,
easier, or happier. _________________________________________________________________
____________________________________________________________________________
____________________________________________________________________________

Brand Identity.What are the visible elements of your brand (design, logo, color)? Along the same lines as
your business promise, go into more detail about how consumers can identify with it.
____________________________________________________________________________
____________________________________________________________________________

Brand Image.There’s your idea of what your brand represents, then there’s reality – the customers’
perception of what your brand stands for. (This is huge!) Do you know their set of beliefs and how they
associate with your brand?Write those beliefs here. __________________________________
__________________________________________________________________________
__________________________________________________________________________

Brand story. Brie�y explain your organization’s history to a prospective client. Avoid bragging. Include
personal accounts to enhance your credibility and value to your brand. Involve the listener to make it engaging
and conversational. ____________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
____________________________________________________________________________

Brand associations. Your product or service should evoke an element of customer satisfaction. Tell me how
it will satisfy my needs. _________________________________________________________
____________________________________________________________________________
No one will remember what your brand signi�es unless your message remains persistent and consistent.

Brand Premium. The word premium is synonymous with an incentive, a bonus, or a reward. This is where
some consumers are willing to go the additional mile and pay that extra dollar to attach themselves to these
leaders. Beyond the claims and promises, is there anything within your organization (products, personal service,
exemplary employees, etc.) that might associate you with achieving a brand premium? ________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________



As long as you are straightforward and honest with yourself, the results of what you have written in this
exercise should become the foundation of your organization’s Brand Behavior.

from page 172

People relate to experiences, not strategies because their reaction to what you’re o�ering— your
brand behavior — is what truly generates results.

The following ads are much more than a bunch of brands pushing a product or service, they’re
passionate stories, breaking the identity paradigm and taking ad•vantage of emotional and social
situations.

Whether or not you agree with Kaepernick's societal beliefs, explain how this ad would be
e�ective in promoting Nike’s brand. ______________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________

Would this ad alter your opinion of Gillette? Is it a “feeble attempt at appeasement” as some
women’s groups claim? ___________________________________________
____________________________________________________________
____________________________________________________________

https://www.google.com/search?q=nike+colin+kaepernick+ad&sca_esv=8a135002f6381ed6&sca_upv=1&rlz=1C5CHFA_enUS813US813&biw=1371&bih=708&tbm=vid&ei=4vPpZvDXLKupptQPs-T7UA&oq=nike+colin&gs_lp=Eg1nd3Mtd2l6LXZpZGVvIgpuaWtlIGNvbGluKgIIADILEAAYgAQYkQIYigUyCxAAGIAEGJECGIoFMgUQABiABDILEAAYgAQYhgMYigUyCxAAGIAEGIYDGIoFMggQABiABBiiBDIIEAAYgAQYogQyCBAAGKIEGIkFSJw1UABYnyFwAHgAkAEAmAGJAaABzweqAQM4LjK4AQHIAQD4AQGYAgqgAvUHwgILEAAYgAQYsQMYgwHCAg4QABiABBixAxiDARiKBcICCBAAGIAEGLEDwgINEAAYgAQYsQMYQxiKBcICChAAGIAEGEMYigXCAhAQABiABBixAxhDGIMBGIoFwgIREAAYgAQYkQIYsQMYgwEYigWYAwCSBwM3LjOgB6Y6&sclient=gws-wiz-video#fpstate=ive&vld=cid:7f9757b3,vid:jBnseji3tBk,st:0
https://www.google.com/search?q=gillette+boys+will+be+boys+ad&sca_esv=8a135002f6381ed6&sca_upv=1&rlz=1C5CHFA_enUS813US813&biw=1371&bih=708&tbm=vid&ei=p_PpZq3aGNWmptQP34aCyQk&oq=gillette+boys&gs_lp=Eg1nd3Mtd2l6LXZpZGVvIg1naWxsZXR0ZSBib3lzKgIIATIFEAAYgAQyBRAAGIAEMggQABgWGAoYHjIIEAAYFhgKGB4yCxAAGIAEGIYDGIoFMgsQABiABBiGAxiKBTILEAAYgAQYhgMYigUyCxAAGIAEGIYDGIoFMggQABiABBiiBDIIEAAYgAQYogRIgixQAFizG3AAeACQAQCYAXegAccJqgEDOS40uAEByAEA-AEBmAINoAL5CcICCxAAGIAEGJECGIoFwgILEAAYgAQYsQMYgwHCAggQABiABBixA8ICChAAGIAEGEMYigXCAg4QABiABBixAxiDARiKBcICCxAAGIAEGLEDGIoFmAMAkgcDOC41oAebSw&sclient=gws-wiz-video#fpstate=ive&vld=cid:0df0a2d5,vid:UYaY2Kb_PKI,st:0


Emotionally, how does this ad make you feel? Would it make you remember the product?
____________________________________________________________
____________________________________________________________

At any time, did you notice a Procter & Gamble product placement? How do these ads
portray another person’s perspective of life?
____________________________________________________________
____________________________________________________________
____________________________________________________________

Express your feelings about this message and how the product is subtly used.
____________________________________________________________

https://www.google.com/search?sca_esv=8a135002f6381ed6&sca_upv=1&rlz=1C5CHFA_enUS813US813&q=nabisco+oreo+pflag&tbm=vid&source=lnms&fbs=AEQNm0AVbySjNxIXoj6bNaq7uSpw-2eW7KIQ8H4T_tEPJYsPzOi5GKsV0RKGmy84LfyUxrl-4_0AusV0IdjeUAdX2KBg7BmnGLOak5d-z-_u-BD5mN13FgBnNWDvju7R9DTlWNidOrJflM1JuVtiWYZDkHFOJzhjFWWukocdFSx3yN5TzfLggWRnI4Aa-8EhEIZUfHR_WMFwmbeNhwTWDi8XltL7qhh3uw&sa=X&ved=2ahUKEwjRuLuP9cqIAxVFC3kGHWy1OlkQ0pQJegQIExAB&biw=1371&bih=708&dpr=1.25#fpstate=ive&vld=cid:e7a49964,vid:5eST_xy9HLI,st:0
https://www.google.com/search?q=p%26g+the+look&rlz=1C5CHFA_enUS813US813&oq=P%26G+the+look&gs_lcrp=EgZjaHJvbWUqBwgAEAAYgAQyBwgAEAAYgAQyBwgBEAAYgAQyCggCEAAYChgWGB4yCAgDEAAYFhgeMggIBBAAGBYYHjIICAUQABgWGB4yCAgGEAAYFhgeMg0IBxAAGIYDGIAEGIoFMg0ICBAAGIYDGIAEGIoFMg0ICRAAGIYDGIAEGIoF0gEJNTg5NmowajE1qAIIsAIB&sourceid=chrome&ie=UTF-8#fpstate=ive&vld=cid:d1c2cae7,vid:aC7lbdD1hq0,st:0
https://www.google.com/search?q=p%26g+the+talk&sca_esv=2f058df75e11d83a&sca_upv=1&rlz=1C5CHFA_enUS813US813&ei=tbHpZqnCHq62ptQP-_HCoAo&ved=0ahUKEwjp8P6etsqIAxUum4kEHfu4EKQQ4dUDCBA&uact=5&oq=p%26g+the+talk&gs_lp=Egxnd3Mtd2l6LXNlcnAiDHAmZyB0aGUgdGFsazIFEAAYgAQyBRAAGIAEMgYQABgWGB4yCxAAGIAEGIYDGIoFMgsQABiABBiGAxiKBTILEAAYgAQYhgMYigUyCBAAGKIEGIkFMggQABiABBiiBDIIEAAYgAQYogRImxNQ8AlY6A9wAngBkAEAmAG4AaABvQSqAQMwLjS4AQPIAQD4AQGYAgagAtsEwgIKEAAYsAMY1gQYR5gDAIgGAZAGCJIHAzIuNKAHuBg&sclient=gws-wiz-serp#fpstate=ive&vld=cid:bfe7303a,vid:hFt0OHC3CDg,st:0
https://www.google.com/search?q=procter+and+gamble+The+Pause&sca_esv=c7a01837b1eb8e0f&rlz=1C5CHFA_enUS813US813&ei=nFLYZr21DZ7tptQPx7KSSQ&ved=0ahUKEwi986CUpamIAxWetokEHUeZJAkQ4dUDCBA&uact=5&oq=procter+and+gamble+The+Pause&gs_lp=&sclient=gws-wiz-serp#fpstate=ive&vld=cid:ec6dc7e4,vid:2tjVM3wazeM,st:0
https://www.google.com/search?q=ritz+the+gathering&sca_esv=2f058df75e11d83a&sca_upv=1&rlz=1C5CHFA_enUS813US813&ei=IbLpZrC6DsXbptQPg7aa6Aw&ved=0ahUKEwjwzq7StsqIAxXFrYkEHQObBs0Q4dUDCBA&uact=5&oq=ritz+the+gathering&gs_lp=&sclient=gws-wiz-serp#fpstate=ive&vld=cid:6f25108f,vid:m0_Xktx4HhU,st:0


____________________________________________________________

These brands took risks with their public reputations and corporate standings. “ A good brand
moment doesn’t have to attach with controversial subjects, just those properly communicating what their
brand identity represents.” But there may be some topics close to your heart that you could consider
without alienating prospective clientele.What social issues do you feel strongly about to possibly
make you speak out and align your brand with them?
________________________________________________________
________________________________________________________
________________________________________________________
________________________________________________________

“ If you’re able to walk the fine line of defining your business characteristics
while satisfying your customers,

there’s a better chance they’ll become loyal.”

Cause Marketing
In today’s socially conscious era, forward-thinking
businesses with a sense of social responsibility understand
the importance of escalating their brand in the name of a
good cause. The nonpro�t obtains awareness and
donations, while the for-pro�t company enhances its
branding reputation. The consumer also feels good for
doing their part in choosing an ethical brand. It is a worthy

and heartfelt undertaking for all involved parties where the bene�ts outweigh the e�ort. Research shows that
most consumers say they will avoid brands they �nd unethical and are willing to spend a bit more on a product

https://www.google.com/search?q=toyota+jessica+long+upstream&sca_esv=2f058df75e11d83a&sca_upv=1&rlz=1C5CHFA_enUS813US813&ei=bbLpZsyKEcqiptQP06LnWA&ved=0ahUKEwiM9c_2tsqIAxVKkYkEHVPRGQsQ4dUDCBA&uact=5&oq=toyota+jessica+long+upstream&gs_lp=_MwB&sclient=gws-wiz-serp#fpstate=ive&vld=cid:14300059,vid:Pr3jR2keirk,st:0


or service supporting a noble endeavor.

Write down as many causes (local or worldwide) that your brand might align with.
______________________________________________________________
______________________________________________________________
______________________________________________________________
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