01 THESTRONG
BRAND GUIDE

A blueprint to build a sellable asset,
raise your profitability, and attract a fiercely
loyal tribe.
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®©Build Stro

THE
GCOMMODITY.

Relying purely on grassroots sales Building something of extreme
to increase revenue. A logo is value to a future buyer. You aren't
enough to lock the doors and walk just retiring; you are being

away at the end of a career. compensated for years of equity.
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THE PROMISE.

(What you guarantee to deliver).

THE PERGEPTION.

(How the public views your organization).

THE DIFFERENTIATION. | THE EXPERIENGE.

(Why you are not the competition).

(The total sum of engaging with you).

The Liberating Truth: Your brand starts at the core of
who you are. It's an amplification of your authenticity.
You don’t need 100% of the market; you just need
to attract your specific segment.
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THEVIRTUOSO . o 4 ° .
Individual instruments playing a solo. . @ ®
Admirable, but isolated. ® ° ., . e

& £ = @

BRAND STRATEGY (The Sheet Music)
A

THE ORCHESTRA

_ RO P
Harmonizing every element to wash over the N
audience with intention. Strategy creates the emotion
required to move people to logic-backed action.

] Proof: In 2007, a million people bought the $499 iPhone on a 2-year contract within 74 days—sight

unseen. Apple harmonized quality, innovation, and design to command loyalty, not discounts.



ldentifying these three areas simplifies the art of building a brand that attracts.
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MISSION (The Fuel) | VISION (The Future) | CORE VALUES
(The Non-Negotiables).

Your purpose. The exact The literal picture of your

thing that compels you to get | eventual company. Virtual or What you will absolutely

up every day and serve. It local? How many stand for. If “relationships” is

thrusts you forward and BNDIOYEES? What revenue? a value, you will never |

dictates better business (Resource: “Vivid Vision" by accept a transaction that

decisions. Cameron Herold) jeopardizes one. ltis a hard
line.




EXERGISE 01: POUR THE FOUNDATION.

What is the singular purpose that forces you to serve people every day? (Mission):
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Describe your business 3 years from now in one sentence (Vision):

Name one non-negotiable rule you will never break in your business (Value): =




THEY PAY YOUR FEE.

No balking. No wormholes. Never
discount your prices when building your
brand (unless you're Sam Walton). They
happily recognize your value.

THEY GET A SUCCESSFUL
RESULT.

You are in a service business. They must
actually follow through on their

assignments to make your process work.
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(The 4 Non-Negotiables of an Ideal Client)

THEY VALUE YOUR EXPERTISE.

No second-guessing based on what a
“marketer friend” said. Insecurity and
indecisiveness breed nightmares.
Protect your stress levels.

THEY REFER YOU.
The real payoff. If you constantly have
to grind for the next client, they aren't
ideal. They must be eager to bring you
clones of themselves.
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THE ANATOMY OF AFFINITY

THE OUTER LAYER
(Demographics / “The Who”)
= Age
= Location
= Gender
" |[ncome
s Education

Function: Provides a measurable snapshot.
Allows you to target an audience, but
doesn’t explain why they act.

THE CORE
(Psychographics / “The Why”)

= Attitudes
= |ifestyle
= \alues

= Fears

= Desires

I Function: Reveals what makes them tick.
Allows you to trigger an emotion and
actually get them to buy.
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THE GLIENT DETEGTIVE.

EXERGISE 02:

STEP 01 (Identify): List past clients
who met all 4 “Ideal” checkboxes.

You already attract a certain kind
of person.

STEP 02 (Cross-Reference):
Identify their common Demographic
traits (The Outline).

STEP 03 (Investigate):

The Free Intel: Go to their social profiles.

talking to? What do they believe?
Identify 3 Psychographic traits.

Read their conversations. Who are they
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THE MESSAGING ENGINE

How to talk to your ideal client so they instantly think: “They get me.”

CULTURE => [17) | CUSTOMER

Your personality and unwritten rules. i A direct reflection of the
Built directly on your core values. psychographic traits you
(Are you laid-back or formal?) | 1 | | discovered in your detective work.

VOICE — FEEL

Like a person at a party. The T’ : Your emotional fingerprint. The
specific tone, language, and style gut intuition people experience
used to tell stories and crack jokes. A "M when interacting with you
(Trust, excitement, comfort).
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« 1) BUILD STRONG BRANDS



List three precise adjectives for each module. These words must guide
every voicemail, email, and soundbite your company ever produces.

CULTURE: | cusTomER:
1. | 1. |

EXERCISE 03: CALIBRATE YOUR ENGINE.



PILLAR 03: WHAT MARES Y0U IlIFF[H[NT

THE GULTURAL PHENOMENON THE FRIGTION SOLVER
Brand: Blendtec Brand: No Leak (Fictional Plumber)

Strategy: "Will It Blend?" blending Strategy: Found what competitors
IPhones and marbles. were unwilling to do. Guaranteed

| promptness, zero return trips, and
Result: Turned a mundane kitchen | | leaving zero dirt behind.
appliance into a viral conversation
piece via humor and power Result: Earned BHG seal and 5-star
demonstration. peer reviews.
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EXERCISE 04: ISOLATE YOUR DIFFERENCE

Look at what the competition is incapable or unwilling to do. Then do that thing.

i\!hy did you truly decide to go into your own business?

~

What specific industry norm do you seek to improve upon?
3

What was the epiphany in your story that made you do things your way?

[

What is one thing about your process your competition ignores?

4

°
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THE HARMONIZED BRAND

~ EQUATION 1: | EQUATION 2:
(WHO YOU ARE) + WHO YOU SERVE) +
(WHO YOU SERVE) YOUR DIFFERENCE)
= AFFINITY | ; = MARKET CAPTURE
(“THEY GET ME”) A (HAPPILY PAYING THE FEE)

EQUATION 3:
(YOUR DIFFERENCE) + (WHO YOU ARE)
= AUTHENTICITY (OPERATING WITHOUT FRICTION)

YOU ARE NO LONGER A COMMODITY. YOU ARE THE ARCHITECT OF A TRIBE.
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