A Step By Step Guide To Creating Your Dream Brand

Whether you decide to hire a branding agency, freelance graphic designer or do it yourself,
you need to understand how to construct your brand from the ground up. Meaning, you have
to know the basis for it and what lies beyond the physical and tangible aspects of the brand.
As if you are dealing with a real human being which needs to have a name, personality,
attributes etc..

Doing all of this as a business owner, will give you the ability to have control over the process
no matter who you end up working with to build your brand. This way you are fully aware of
what is happening and you will surely end up with better results because you know what you
want rather than just leaving it to fate. It is always good to know what you want but leave
room for creativity and direction from your designers.

With that being said, let us jump right into the branding step you need to undergo to help you
build your dream brand.

Branding Steps.

Step 1: Determine your brand’s target audience/niche

Demographics/where/when/how: define your audience further, by really discovering where
they will be, when they will likely make contact with your brand, what backgrounds do they
come from and in what way will this happen.

Step 2 : Define a branding mission statement.

Your brand statement, also called your brand definition, shrinks all your thoughts about your
business mission, values, promise, and character into a concise statement that defines what
you do, how you differ from all other similar solutions, and what you pledge to consistently
deliver.

The brand statement you develop serves as the steering wheel for your branding strategy.
It influences every turn you make in presenting your brand — from giving it a name and logo
to producing ads and marketing materials to creating the experience that customers will
encounter when they come into contact with your brand from any direction.

Step 3 : Research brands within your industry niche.

You need to research brands within your chosen industry niche because it will serve inform
and your strategy. It will give you a good overview of the competition and all the
information in regards to what the trends, activities and latest happenings which

your niche are engaging in.
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Step 4 : Outline the key qualities & benefits your brand offers. (Positioning)

Brand positioning has been defined by Kotler as “the act of designing the company’s offering
and image to occupy a distinctive place in the mind of the target market”. In other words,
brand positioning describes how a brand is different from its competitors and where, or how,

it sits in customers’ minds.

How to find a powerful brand positioning (3 simple steps)?

-1 In order to create a unique and successful positioning for your brand, you need to analyze
the following:

Understand what your consumers want

Understand what your company’s and brand capabilities are

Understand how each competitor is positioning their brand

-2 Once you’ve done that, you will need choose a positioning statement that:

Will resonate with your consumers

Can be delivered by your company (capabilities)

That is different from your competitors

An easy way to define a brand positioning statement is to summarize it in three words.
For example, “vegan, traditional & feminine”. Try not to choose generic words such as
“quality-products, unique, successful” because this is the aim of every brand.

-3 The remaining challenge is to then reflect this brand positioning in everything that you do
(brand personality, packaging design, product, service, visual identity design,
communications, etc).

Step 5 : Create a great brand logo & tagline.

Creating a great logo and tagline have to be based on thoroughly understanding the offering,
personality positioning and story of your brand and integrating all those aspects so they are
reflected effectively in the visual identity. People need to really understand your brand just by
looking at your logo and tagline at first glance, this is when your brand is visually powerful
and serves the objective of connecting immediately with your potential customers.

Step 6 : Form your brand’s business voice. (Tone)

It's an expression of the people behind the brand

The above quote points out that it’s not just what a company does, but who it is that makes
it a brand. A tone of voice both embodies and expresses the brand’s personality and set of
values. It’s about the people that make up the brand — the things that drive them, their loves
and hates, and what they want to share with the world.

It sets you apart from the rest
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A brand’s tone of voice should be distinctive, recognizable and unique. This may seem like
a tall order until we consider the use of our own language in everyday life. We all employ
language - both written and spoken - in our own way. Of course, culture and dialect are the
most significant factors dictating our approach to words. But within these, we each have our
own idiosyncrasies, favorite expressions, inflections, pace and so forth

It builds trust

As described in such texts as ‘Influence: The Psychology of Persuasion’, there is a strong
link between familiarity and trust. Because something familiar requires little effort to process
mentally, we are more likely to feel at ease around it. Thinking along these lines, a company
must be consistent in its use of language so that its writing becomes familiar to the customer.

Creating a specific tone of voice, then, plays a crucial part in this.
It can be used to influence and persuade

As American author Maya Angelou once said, "People don’t always remember what you say

or even what you do, but they always remember how you made them feel.”

Step 7 : Build a brand message and elevator pitch.

How do you create an elevator pitch for your small business?

| think branding is your most important asset. And, as your most important asset, there is one
essential ingredient that is a must—Clarity. To be more specific, Brand Clarity. And this is, in
my humble opinion, the most overlooked element of brand-building. So...

Look at your current branding and answer these questions...

If a potential customer is viewing your website will they quickly understand what you do and
why you do it? (They have roughly five seconds to make this decision.)

Is it clear who you are talking to?

Does your copy inspire action?

Could the person reading your content define what you do using just a few words?

Will they know what their next step should be?

If not, your brand needs clarity. And the very best way to start is to create a short, sweet
elevator pitch.

Do this...

Define your ideal client. Be as specific as possible. This is the one person your really, really
want to work with. Their business needs what you have to offer, the prospect of working with

them excites you, and this is the type of client that will help grow your business, not weigh it
down.

Clarify exactly what you do. What is your expertise and why do people hire you?

If you’re just starting out, simply work to clarify your expertise.
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What is unique about you and your business? Why are you in business? This why is so
important because it makes it easier to tell your ideal customers exactly what’s in it for them.
You'll solve their problems and it will be such a great experience because you love what you do.

You then create a short, sweet statement that essentially defines what you do. But the focus on
an ideal customer and your why will really help direct you to create a statement—and elevator
pitch—that works.

Don’t be to general, focus on a specific customer, and bring in a bit of uniqueness. This will help
you whittle down your message to something specific that resonates with the right
audience.

Step 8 : Let your brand personality shine.

Step 1. Review your existing advertising materials.

This includes the actual product or service you are providing, its pricing strategy, slogan, and
stated mission/vision statements. These are the materials have already been created that your
image should incorporate.

Step 2. Brainstorm and Clarify.

Give your brand an actual image! This is not to be confused with a logo; find a picture of
someone who embodies the person you are creating and articulate

a biography for them. List out their personality traits, interests, passions, mission in life.
(Remember that you are creating a dynamic personality, not set of descriptions. What is
applicable today might change in five years, and you want your brand to be able to evolve
as the markets shift.) Try to address the Big Five Attributes:

Openness to Experience: Are they inventive/curious or consistent/cautious? Do they have an
appreciation for art, emotion, adventure, travel, intellect, novelty, and variety? Or comfort,
patterns, predictability, and routines?

Conscientiousness: Are they efficient/organized or easy-going/careless? Do they show
self-discipline, over-achieve, and plan ahead? Or do they go with the flow and act
spontaneously?

Extraversion: Are they outgoing/energetic or solitary/reserved? Where does your brand gain
energy from? Do they seek stimulation from others? Or do they render it on their own?

Agreeableness: Are they friendly/compassionate vs. cold/unkind? Are they empathetic,
understanding, cooperative, patient, and emotionally intelligent? Or independent, lacking
emotion, and antagonistic?

Neuroticism: Are they sensitive/nervous vs. secure/confident? How emotionally stable are
they? Are they easy to anger, worry, depress, excite? Are they impulsive?

To manage this task, you could break up a team and ask everyone to create their vision of the
brand and then blend them to get the right mix of traits that is agreed upon. Another approach
is to go through a trial and error process of asking various questions like, “Would X make

them happy or sad?”, “How would they perceive Y?”, “Would Z grab their attention?” 25




Step 3. Get the Customer’s Perspective. It is important that your brand image attracts your
desired target market; after all, that is its purpose! Hold focus groups to find out what your
customers think of the brand image you have created. Is it someone they would get along with?
You can ask questions to describe the actual person to help your customers express how they
see the brand. For example: What car would it drive? What would it do on the weekend? Who
are its friends? Once interview you can elicit if the customer’s view of the brand in line with
yours. This can be an opportunity to revise your brand personality materials so that it speaks to
your desired target market.

Step 9 : Integrate your brand into every aspect of your business.

By creating branding guidelines which you can refer to whenever you need to carry out any
brand related activities, such as developing campaigns and marketing material etc..

Also, make sure to educate and train the people in your company about these guidelines and
about your brand behavior in general, so everybody is on the am page thus reflecting and coher-
ent as well as consistent brand image from all aspects (visually and behaviorally).

Step 10 : Be your brand’s biggest advocate + your employees and your customers!

Grows the brand visibility organically — Brand advocacy contributes to the brand growth in a
more natural way. Instead of spending thousands on advertising alone, you have advocates
getting your company message out with little effort. Pending the size of your company, this can
be an exponential increase.

Shows how good your product/services are — Because people trust other people more than
corporate messages, your brand becomes more valued. People trust customers over
corporate, and people also trust employees sharing company content, industry content, and
work culture. These things combined are going to generate more business and people wanting
to use your product or use your services.

Media and publications take notice — When more people are talking about your brand,
publications, and news outlets take notice. Now your company has more opportunities to get
mentioned in articles or news pieces naturally. That opens your brand to even larger audiences
and again boosts marketing reach.

Frees more time for other company initiatives — When you have an army of employees and
consumers constantly sharing your brand, it frees company time to focus on other aspects of
the business.

Good Luck!

Ibrahim Bamehriz
Founder & Creative Director
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