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What is a 
Brand? 



Brand
(n) defined:
 
• An identifiable entity or idea that makes specific promises of value.

• Your brand is a concept and feeling that stays in people’s minds.

YOUR BRAND IS A PROMISE 
YOU MAKE TO THE MARKETPLACE.





BUILD MY BRAND TELL MY STORY UPDATE MY WEBSITE

BUILD YOUR BREAKOUT 
BRAND

1 2 3



BRAND 
ELEMENTS

YOUR
BRAND

Sales 
and CX

Brand
Promise

Value
Prop.

Brand
Style

Target
Market

Marketing
Messages

  More than buzzword for logo and website

  Creates an emotional association

  Tells a story tailored to your audience

  Defines and differentiates your offering

  Sets style, standards and expectations

Now for a self-guided tour of your brand….



Build-a-Brand
WORKBOOK

Use your 
Build-a-Brand Workbook 

to capture key notes 
around each facet of your 

brand as we go through 
this lesson.



Build-a-Brand
BLUEPRINT

TARGET
AUDIENCES

Who is your 
target audience?

Is your brand 
clearly directed 

to this audience?

MARKET
POSITION

What is your 
single biggest 
differentiator?

Do your 
prospects and 

clients know and 
understand this 

point of 
difference and 

respond strongly 
to it?

VALUE
PROPOSITION

What is the 
emotional 

payoff/benefit 
for your target 

audience?

BRAND
IDENTITY

Are you 
consistently 

communicating 
intangible 

attributes across 
the brand 

messages and 
materials?

Does brand use 
elevate brand or 

dilute it?

CLIENT
MOTIVATORS

Does your brand 
address key 

client needs and 
pain points?

What problems 
do you solve?

BRAND 
PROMISE

Does your brand 
make a clear 

promise?
 

Is there a simple 
message or are 
there multiple, 

competing 
messages? 

Is your promise 
client-focused or 

you-focused?

KEY 
MARKETING 
MESSAGES
What are the 
key marketing 

messages
that define your 
brand promise, 

values and 
market position?



BRAND PROMISE
A brand promise is the promise your firm 
makes to the marketplace.

It is not a website or an elevator pitch; 
it is the feeling people have about your firm.

o Nike = Action 

o Mercedes = Luxury 

o BMW = Performance  

o Limitless = Success w/ Freedom

o You = ?



TARGET AUDIENCE / IDEAL 
CLIENT



CLIENT MOTIVATORS
Driving EMOTIONAL forces behind your target market—the REASONS 
those individuals are motivated to engage with your services.

 HOPES
 GOALS
 DREAMS

X NEEDS
X QUESTIONS
X PAIN POINTS



BRAND IDENTITY

https://www.align.financial/


MARKET
POSITION
What is the personal 
promise your brand 

makes? Single biggest 
differentiator? 

Do your prospects 
and clients know and 

understand this point of 
difference and respond 

strongly to it?

Successful

Caring

Friendly

Secure

The Firm YOU STAND FOR…



Value Propositions
Client Centric not Firm Centric



MARKETING MESSAGES

These messages should be 
clear, concise and client-centric

(and used consistently)



WEBSITE 
Tells your story to a select audience

https://www.align.financial/


LET’S BREAK IT DOWN 



It must fit

YOU 



THE 
PACKAGING 

PROCESS

PRICING & POSITION

Audience Value Position



Brand Building Template

Messaging Wheel

Brand Brief Tool Building Your Story Messaging Worksheet



ADAPT &
APPLY

LEARN 
MORE

TAKE
ACTION

• Update your existing 
marketing and prospecting 
resources to reflect your 
brand. 

• Use the Brand-Building Worksheet (pages 1-2) to 
define and design your brand / revisit your 
existing brand effectiveness.

• Review the messaging on your worksheet 
together with your Telling Your Story session 
content and write your “What I Do” introduction 
on page 3.

• When ready to dive deeper, use either the Brand 
Design Template (PPT) or the Brand Brief Tool 
(Word document) to further identify brand 
attributes and marketing messages.

• Brand Identity Breakthrough: 
How to Craft Your 
Company’s Unique Story to 
Make Your Products 
Irresistible, Gregory Diehl

• Building a Story Brand, 
Donald Miller

• Fascinate: How to Make Your 
Brand Impossible to Resist, 
Sally Hogshead
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