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WHAT IS A BRAND?



A brand is not:
• Your logo
• Your product or service
• Your packaging or marketing



A person’s gut feeling about a product, service 
or organisation.
 
It is the story they tell others about you.

Your reputation.

A brand is:



“Your brand is what people 
say about you when you are 

not in the room”

Jeff Bezos - Amazon





The Core
(BRAND FOUNDATIONS)



• Purpose: Why do we exist? (beyond making money)

• Vision: What future do we want?

• Mission: How do we create that future?

• Values: What do we believe and stand for? 



BRAND PURPOSE



When your service is of similar quality and price 
to a competitor, what makes someone use your 
service and not theirs?

What makes your brand different from the other 
product manufacturers and service providers in 
your space?



Customers want to relate to your brand, and 
they need to buy into what you are doing. 

They often have an emotional response to your 
brand, not a consciously made one. 

Your brand feels ‘right’ to them.



Answer these questions to help find your purpose:*

1. What led you to start your business?
2. What are your unique strengths?
3. What would you like to be known for?
4. What problems are you trying to solve?
5. What do you want to change about the world?
6. What do you want to change about your industry?
7. What change do your customers want to see?

*This will probably be hard!



My/Our purpose is to ___[contribution]___ 
so that ___[impact]___

Purpose Statement



Help women everywhere develop a positive 
relationship with the way they look, helping them 
realise their full potential.

Unleash the originality in every child.

Purpose Statement



Empower brands to express their true identity, 
unlocking their full creative potential to inspire 
lasting customer connections.

Purpose Statement



BRAND VISION
(THE FUTURE)















BRAND MISSION
(THE PRESENT)























Brand Values



Definition of values: Core beliefs and principles that guide 
behaviour and decision-making.

Importance of values in business: Directs business practices, 
shapes company culture, and influences public perception.

Understanding Values



Step 1: Reflect on personal values that motivate and inspire you.

Step 2: Consider your company's mission and vision to ensure alignment.

Step 3: Analyse your target customer base to understand their values
             and expectations.

Step 4: Look at your company culture and identify patterns that reflect
             your values.

Step 5: Compile a list of 3-5 core values that truly represent your brand.

Defining Your Core Values.



VALUES
WORKSHEET





Empathy
Creativity
Honesty

Education
Fun

My Brand Values:



Empathy: Put myself in my clients’ shoes– unless its Crocs, then 
I’ll wear my own on that walk.

Creativity: I'm all about colouring inside the lines, then outside 
the lines. Rule breaking can lead to great things.

Honesty: Keeping it real - no fluff or BS – full transparency. 

Education: Sharing knowledge like the ultimate trivia champion, 
helping clients and peers grow and become more informed.

Fun: Because even the most serious projects could use a dash 
of good vibes from time to time.







Be Aware!

Personal Values 
vs

Brand Values



Chick-Fil-A:
    • Christian-Led fast-food chain
    • We’re Here to Serve / We’re Better Together / We are Purpose Driven 

What went wrong:
In 2012, Chick-fil-A’s CEO, Dan Cathy, made public statements opposing 
same-sex marriage, aligning with his personal religious beliefs. He confirmed 
that the company had been donating to organizations that opposed LGBTQ+ 
rights.

This sparked widespread backlash, and highlighted the risks of a brand being 
closely associated with the personal beliefs of its owner

Personal Values mixing with Brand Values



EXERCISE



READ ALL ABOUT IT – FRONT PAGE NEWS

10 years from now, your brand has made the headlines for 
achieving greatness.

What does that headline say? 

- Have you changed the way people do something?
- Have you grown to be the biggest in your space?
- Cured a problem?



It isn’t what you say,
it is how you say it.

Tone of Voice



Your tone can help you stand out from competitors, 
communicate efficiently and effectively with your 

audience and share your personality.

Tone of Voice



Tone of Voice



Tone of Voice



You can convey your brand tone of voice 
though more than words.

Music and visuals can be used too.

Tone of Voice



With some creative writing you can convey your 
brand’s persona and values.

Tone of Voice



Personal, Simple & Fair
“Please return the information requested within 21 days of receiving     
 this letter…failure to do so will result in this case being closed and a 
 new form will need to be completed.”

“We’d like to get this sorted out for you as quickly as possible. So, if you 
  can get it back to us within 21 days, that’ll help us speed things along.”

“We like to keep things personal and simple, so please give us a call and   
  we’ll sort it out for you.”



BRAND 
POSITIONING



What is it?
It is how you differentiate your brand in the 

mind of the customer from other brands.

Your positioning needs to be unique, and not 
something that a brand in your space is saying.

A difference that gives someone a reason to 
pay attention to your brand.



In other words:

IT IS YOUR 
ONLINESS!



Onliness Statement
Traditional differentiation is no longer enough -
today companies need “radical differentiation” 

to create lasting value for their customers.

It's a great way to tap into the core message of 
your brand and find your positioning 

statement. 



Liquid Death
Disrupted the 
bottled water 
market with its 
punk-rock 
aesthetic and 
aluminium cans.



The Onliness Test

OUR (offering)
IS THE ONLY (category)

THAT (benefit).



'Onliness' Statement
WHAT: THE ONLY (what you do)
HOW: THAT (what makes you unique)
WHO: FOR (customer)
WHERE: IN (area that you operate)
WHY: WHO (customer pain point/challenge)
WHEN: DURING (underlying trend)



Liquid Death is the only drinks company that has an evil 
mission to make people all over the world laugh more, 
drink more healthy beverages and more often, all while 

helping to kill plastic pollution at a time when people are 
looking to support eco-friendly brands.

Onliness Statement: Liquid Death



“When you brand yourself 
properly, the competition 

becomes irrelevant”
- Walt Disney



BRAND
IDENTITY



Brand identity describes the externally visible 
elements of a brand that identify and distinguish the 

brand in consumers' minds.

Brand Identity: What is it?



This can include but is not limited to:

Logo / Colours / Fonts / Photography / Illustrations 
/ Website / Uniforms / Vehicle Graphics etc.

Brand Identity: What is it?



To ensure that your brand identity is consistently 
showcased it is important to have brand 

guidelines.

Brand Identity: Control



You can start off with 
a basic one-page 
sheet that details 
your brand’s logo, 
fonts and colours.

Brand Identity: Control



Brand Identity: Control











LASTLY!



There are many things that can impact a brands 
value, reputation and trust. 

Some of these we may not see as being obvious, 
but for the customer, what they experience 
when they engage with you, matters.



• Did they receive a smile at reception?

• Is your website easy to navigate?

• Is there good parking?

• How did you answer the telephone?

The little things…



“I've learned that people will forget 
what you said, people will forget 

what you did, but people will never 
forget how you made them feel.”

Maya Angelou 
– Poet & Civil Rights Activist



“Your brand isn’t what YOU say it is. 
It’s what THEY say it is.”

Marty Neumier– Brand Master / Author



Further Reading

Ryan LevesqueBernadette JiwaMarty Neumeier



DOWNLOADS

https://pixelsink.com/wiab



Let’s Connect:
linkedin.com/in/col-gray

pixelsink.com

Like & Subscribe:
youtube.com/rockyourbrand
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