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this eBook is your
go-to guide. 

If you're looking to
build a strong brand,

including how to align your messaging
and create a cohesive brand identity.
With actionable advice and real-world
examples, this eBook is your must-have
resource for building a successful brand.

It provides everything you need to
develop a robust brand strategy,
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Whether you’re an organisation or an
individual, experiencing the kinetic effect
can spur you into action and create
momentum toward creating deeper
connections and unlocking your potential. 

Purpose-built and tailor-made coaching
and marketing consulting for businesses
and individuals led by founder, Ann
Pocock. As an executive and leadership
coach, Ann empowers individuals who
want to disrupt themselves with the tools
to unleash their potential.

As a marketing strategy consultant, Ann
works with organisations that want to
establish a more meaningful connection
and experience with their audience. If you
want to get clearer on your why and start
showing up differently, marketing
consulting can help you say what you
mean, to the right people, in the right
place at the right time. 

Visit the website today and
book your first clarity call.

www.kineticeffect.co

ann@kineticeffect.co

Want the
Kinetic Effect?

Have you ever wondered what
you could achieve for yourself
and your organisation if you
worked to the tune of your
strengths, aligned your mission
to your core values, and allowed
your true purpose to guide you?

It’s called a Kinetic Effect.

About

mailto:ann@kineticeffect.co
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Your business needs to stand for
something. Your clients need a reason to
connect with you. Your team can't get
inspired to work harder when they don't
know where it's all going.

Creating a brand strategy and blueprint is
key to ensuring your business is on the
right track. And if you try to skip this step
and save it for later, things can quickly go
wrong...

"That's easy," you think. "I know what my
business is all about." But do your clients?
Do your team members? Does everyone
who connects with your business?
Probably not.

Your brand strategy is the foundation
upon which everything else is built. It tells
people what you're all about, why they
should connect with you, and how they
can be a part of your community.

A brand strategy will help uncover your
company's unique story and create a
roadmap for sharing it with the world. 

It is the first step toward creating a
successful and long-lasting business. 
Ready? 

You are doing
business. Your
clients are nodding
their heads. Your
team is working
productively. Things
are going well, aren't
they? But you're
skipping something
that simply, can't
be ignored.

Your brand
strategy. 

Introduction
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When you hear the word "branding," you
probably think of logos and marketing
campaigns. But branding is so much
more than that. 

Think of your brand as the sum of all your
customers’ interactions with your
business. It's the feeling they get when
they see your logo, hear your name, or
visit your website. It's the impression you
leave them with after every interaction,
whether you meant to.

Branding is what helps people connect
emotionally with your business. It's what
makes them feel like they're a part of your
community and can trust you.

When you have a strong brand,
customers are more likely to become
loyal advocates. They pay premium
prices, justify their purchases and
recommend your products or services.
It's a win-win situation. 

(it's not your logo)

What exactly
is branding? 

Your brand is not your
product. It's not your
website. It's not
your logo.

Your brand is the
feeling people get
when they interact
with your business.
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"A brand is the
set of expectations,
memories, stories, and
relationships that, taken
together, account for a   
consumer's decision to
choose one product or
service over another."  

— Seth Godin
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It's essential to have a brand strategy in place
before you start making any decisions about
your branding or marketing activity. Otherwise,
you risk making choices that don't align with your
goals and cost you time and money.

A brand strategy defines who you are, what you
want to achieve, and how you will get there. It's
about finding your unique place in the market
and communicating that to your target audience. 

This includes everything from positioning, brand
voice, communication, vision, stories, etc. These
elements are part of your brand strategy and can
be crafted strategically. 

A brand strategy aims to create a roadmap for
your branding that will help you achieve your
business goals and is deeply rooted in customer
insights. It should help you decide everything,
from substantial sponsorship partnership
investments to your website's overall look. 

Imagine if every time you had to make a
marketing decision about your brand, big or
small, you could refer back to your brand
blueprint and know what path to take... That's the
power of having a well-crafted brand strategy. 

What is it? 

What about
Brand Strategy?

A brand strategy
is a long-term
plan for how you
want people to
perceive your
brand. 

It's what will
guide all of your
branding
decisions and
help you stay
focused on
your goals. 
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Without a clear brand strategy, it's easy to
make missteps. It's easy to get off track and
lose sight of what your business is all about. 

And you don't have to be a big company
with an in-house marketing team to have
one either. You can (and should) have a
brand strategy no matter the size of your
company. After all, it's the foundation for a
solid and successful brand. 

A brand strategy will help you stay focused
and make decisions that align with your
goals. It will help you avoid making costly
mistakes and ensure that your branding is
on-message and on-brand. 

Plus, it's essential for creating a successful
marketing plan. Without a strategy to guide
your efforts, you'll be spinning your wheels
and wasting your time.

Why do you need
a brand strategy?

If you don't have a
brand strategy,
you're flying by the
seat of your pants. 

You're making things
up as you go and
hoping that people
will just "get it." 
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Imagine the combination between
brand and strategy. A brand blueprint is
a document that contains everything
you need to finally present your brand
position as a unique alternative
in the market. 

Think of it as a simple roadmap. It guides
all the steps related to your brand and
explains the rationale behind your how you
want to be positioned in the market. It
supports your content creation and
messaging. And most importantly, it tells
you, and the entire organisation, how to tell
your story.

Creating a brand blueprint is essential for
any business that wants to build a solid
and lasting brand. It's a simple yet
powerful way to ensure that everyone in
your company is on the same page
regarding your brand strategy and the
required action.

Why do you need one?

What about a
Brand Blueprint? 
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How to Develop a 
Brand Strategy for
your Business.

I've worked with many companies to
facilitate their brand strategy through
interactive workshops. My approach is a
breath of fresh air to the usual "strategy"
meetings as it involves a lot of creative
exercises and group collaboration. 

To help you craft your successful brand
strategy, I've put together a detailed
roadmap that you can follow. So, how do
you go about creating a brand strategy?
It's not as daunting as it may sound.
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Articulate your Core
Beliefs and Purpose. 

How you're Different
and Why it Matters. 

Craft the Personality
of your Brand.

01.
Brand Core:

02.
Brand
Positioning: 

03.
Brand Persona:

The first step is to articulate the
core of your brand. This includes
your purpose, vision, mission, and
values. You can't build a house
without the proper foundations.
The same goes for your brand
strategy. You need to have a
strong foundation to build a
successful brand. 

You can proceed to explore the
audience, market, and goals after
the foundations are laid out. This
step answers the question 'why
are we different?' and 'how can
we outshine the competition?' 

After the who, what, and why, it's
time for the how. How will you
deliver your message? What type
of language will you use? How
frequently will you communicate
with your audience? How will they
know they are part of the tribe?
This is where you craft the
persona of your brand. 



Your Brand Strategy Full Guide eBook     |    © Ann Pocock, Kinetic Effect12

Articulate your Core
Beliefs and Purpose.

Part 01.

Brand Core
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Purpose: Why
do you exist? 

Your purpose is what drives
your business. It gets you up in
the morning and keeps you
going during tough times. It's
what makes you unique and
sets you apart from the
competition. 

Your purpose is more than just
a mission statement or a tagline.
It's the driving force behind your
business. It is at the heart of
everything you do and
everything you say and results in
a purpose statement that can
be communicated and
understood in a short sentence.

I propose the following
exercise to my clients:

"To (your contribution
goes here), so that
(impact goes here)." 

Here's an example:

To enable people to
seamlessly share
information, see the big
picture, and keep everyone
on the same page, so they
can focus on doing their
best work.

What is your purpose statement? 

Articulate your Core Beliefs and Purpose.

Part 01.

Brand Core
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What do you hope to become
as an organisation?

What impact do you hope to
have on the market you serve?

How would you like to
change the industry?

How would you like to change the
mindset of customers, competitors,
prospective employees, or investors?

14

Vision: What future
do you want to help
create?

Your vision describes a state
which you'll be working towards
and reflects the future. It's a
statement about what you want
to happen, not necessarily
exactly what will happen. It's
aspirational in nature.

Combine the elements
above and craft your
vision statement:

Example of a Brand's Vision:

Here are some questions
to get you thinking:

“To provide high quality, professional
and complete creative services in all
design & communication fields.” 

Articulate your Core Beliefs and Purpose.

Part 01.

Brand Core
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Why does your company exist?

What do you do?

How do you do it?

Who do you do it for?
 
What value are you bringing
that is different?

15

Mission: How do
you create that
future?

Your brand's mission is written
in the present tense and
describes the reason for your
business existence and the
target which benefits from it.

Example of a Brand's Mission: 

The following questions
can inspire your mission:

"To accelerate the world’s
transition to sustainable energy." 

Articulate your Core Beliefs and Purpose.

Part 01.

Brand Core



Values: Who are you?
How do you work? 

It's essential to define how you'll conduct
yourself to support your purpose, vision,
and mission. These are your values that
act as a moral compass for your brand. 

A single word is not enough to describe
your brand value and what you stand for,
so it might be helpful to expand it to a
sentence with some broader context.
However, don't embrace clutter.

Focusing on too many values will
dilute your message and lessen
its impact. Instead, highlight 2-4
of your most substantial values
that will act as the pillars of your
brand.

These values should describe
what you actively stand for —
what you believe and practice
now, rather than how you aspire
to be or reach towards. 

Articulate your Core Beliefs and Purpose.

Part 01.

Brand Core
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Example of a Brand's Values: "Creating a culture of warmth and
belonging, where everyone is welcome." 
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How you're Different
and Why it Matters.

Part 02.

Brand
Positioning

Once you have your brand core (purpose,
vision, mission, values), it's time to start
thinking about how you're different. 

To do this, you need to understand who
your audience is and who you're standing
against (a.k.a. your competition). 
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Understand
your Audience. 

The first step is to understand
who your target audience is.
What are their goals, desires, and
problems? Have they invested in
other solutions yet? What does
their daily routine look like? 

Name
Define the

audience in a
few words.

Goals

Impacts

Problems

Desires

This can be done by creating buyer
personas which are semi-fictional
representations of your ideal customer
based on market research and accurate
data about your existing
or ideal ones. 

A map like the one below can help you
brainstorm and craft your buyer persona. 

How you're Different and Why it Matters.

Part 02.

Brand Positioning
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What are their goals and desires?

What are the problems they face? 

How do they spend their day? 

Who do they trust for advice? 

Where do they look for information? 

19

Understand
your Audience. 

If you have an existing
business, study your current
clients to understand who
they are and what needs
or desires you can help
them with.

If you don't have any clients
yet, then research people
who may be interested in
your product/service. 

Once you understand your
target audience well, it's time
to define how you're different
from the existing competitors.

How you're Different and Why it Matters.

Part 02.

Brand Positioning

For each of the personas
you identify, ask some of
the following questions:
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Conduct a Market
Analysis: Your
Competitors. 

What solutions are they
offering? How do they
differ from you? What
are their strengths and
weaknesses? What's
their growth potential?

Collect data about your
competitors’ products,
services, pricing, marketing,
and delivery. Also, look at what
awards they’ve won, what type
of media mentions they get,
and any other recognition.

How you're Different and Why it Matters.

Part 02.

Brand Positioning

How are you different to your
competition? Why is this important? 

What are the top 3-5  gaps /
opportunities you’ve identified/have
taken away from your research?

Are you being bold enough? If not,
why? What can be done differently?
 

Based on the above, what are some
key messages/themes emerging that
you can say about your brand and how
it’s different or better than the
competition? 

Then, reflect on how your
brand differs from the
existing competitors.
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Your Product. 

You have got to know your
competitors. Now it's time to
take a look at your product. 
The Brand Ladder is a great
methodology that has been
used at some of the best
agencies to build brands and
came from Procter & Gamble
in the 1960s. Think of it as a
foundation of the house
because it's built from the
ground up.

The concept is simple. It
starts with the most basic
function of the product, which
is the 'rung' at the bottom of
the ladder, and then move up
to successively more
emotional levels until you
reach your value proposition.

Features
(tangible)

Benefits
(emotions)

Values
(decisions)

Positioning
statement

How you're Different and Why it Matters.

Part 02.

Brand Positioning
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And lastly, we put all of this together to create a
positioning statement for a company or brand.

Now that you have your product features and the
corresponding benefits, it's time to move up,
because people are emotional when they buy.
Identify a list of values of your audience and how
they use them to make purchase decisions. For
example, price, quality, convenience, status, etc.

Next, you layer on top of those features the
corresponding benefits. Keep in mind that some
benefits are more important to different people. So,
you need to think about what is most important to
your target audience and focus on those benefits
when crafting your messaging. What actually sells
are the benefits, not the features. Remember,
people don’t buy drills, they buy holes.

First, you need to start with your product
features or brand attributes, these are the
tangible elements of your product or service.

How you're Different and Why it Matters.

Part 02.

Brand Positioning

Features
(tangible)

Benefits
(emotions)

Values
(decisions)

Positioning
statement
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Part 02.

Brand Positioning
How you're Different and Why it Matters.

Your Value Proposition.

It's time to craft your value proposition. This is a
combination of your target audience, value, and
unique offer. Use the following formula:

The brand positioning
statement is a crucial
part and it should be
clear, concise and
memorable. The
statement doesn’t need
to be long, just long
enough so that
everyone on your team
understands it.

“The best brands have
loyal fanatics that only
buy from them”

— Byron Sharp 

Who

Offer Description 

Value

USP

Value Proposition

+

+

+

=



Your Brand Strategy Full Guide eBook     |    © Ann Pocock, Kinetic Effect24

Set Marketing
Goals.

All sounds good, but the
intentions stay on paper
without an established
goal for the next 3-6
months. 

Start by thinking about what
you want to achieve and then
reverse engineer the steps to
get there. 

Reflect on your vision and
set marketing goals that
support your ambitions,
account for business
challenges, and determine
metrics to measure success. 

How you're Different and Why it Matters.

Part 02.

Brand Positioning

Increase brand awareness
in a specific market

Generate leads for
the sales team 

Boost online sales 

Build customer loyalty 

Increase brand engagement
on social media platforms

Some common
marketing goals are:
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Craft the Personality
of your Brand.

Part 03.

Brand Persona

Creating a brand personality
will help you understand your
audience better so you can
shift your message to fit their
expectations.
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Brand Archetypes. 

There are 12 brand archetypes that you can use as a foundation when
crafting your persona. This model was developed based on Carl Jung’s work. 

Craft the Personality of your Brand.

Part 03.

Brand Persona
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Brand Archetypes. 

Putting it simply, archetypes are
symbolic images we unconsciously
understand. With the right
personality, your brand will make
real connections. 

If you want to be a meaningful brand
for your customers, you need to
communicate with them in a way that
helps them to first, remember and
then feel something. And a real
personality will support you on that.

For example, Apple clearly relates to
'The Creator' archetype, being driven
by innovation. They have first
connected with tech enthusiasts but
now bring in the general population to
feel as though they’re ‘leading the
pack’ when they purchase Apple
products.

And remember, brand personalities
are not one-size-fits-all, so it's
important to pick the archetype(s)
that best suits your company and
develop it further.

Craft the Personality of your Brand.

Part 03.

Brand Persona

Your Archetype doubles as a
framework for your marketing
practices, helping inform strategy.

Consistent, clear messaging
for enhanced customer journey
guided by your brand persona.

Quickly navigate situations such
as PR and statements by using
your Archetype as a guide.

Differentiate your brand, stand
out from competitors, and
create a unique story.

Add a human element to
your brand and messaging.

Create an ideal customer journey

The benefits of associating
your brand with 1-3
archetypes are many:
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Brand Voice. 

Developing a brand voice is creating
the spoken and written personality of
your brand. It's how you communicate
with your audience in a way that's
consistent with your positioning,
values, and persona. 

Once you have discovered the
personality of your brand, the next step
is to complement it with an appropriate
tone of voice.

The tone in which a brand speaks to its
customers will vary from brand to brand.
For example, a bank will speak in a more
formal and professional manner, while a
new brand that caters to millennials can
be more friendly and funny.

Whatever voice is appropriate for your
brand, you must make sure you use it
consistently across all channels of
communication. 

Brand Messaging. 

This is a collection of key
messages that reflects what
your brand stands for and how
it wants to be perceived by
customers.

This will ensure that your team is
all singing from the same song
sheet and that your customers
are getting a consistent
experience no matter who they
speak to. Your key messages
must be relevant to your target
audience, differentiated from
your competitors, and consistent
with your brand persona
and voice. 

With a strong value proposition,
a brand's tagline, and messaging
pillars, you're on track to tell a
consistent brand story across
all channels.

Craft the Personality of your Brand.

Part 03.

Brand Persona
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How to Develop
Your Brand
Blueprint.

Your brand blueprint is the foundation of your
marketing and communication efforts. And it conveys
the most important information in a single document.  

The process of creating a brand blueprint is simple.
First, you'll want to start by defining your brand strategy...
well, that's what we've spent the last pages detailing. 

Next, you'll want to create a visual representation of your
brand blueprint. This can be in the form of a diagram,
flowchart, or even just a simple list. The important
thing is that it's clear and easy to understand.

Finally, you'll want to share your brand blueprint with
everyone in your company. This will ensure that everyone
is on the same page and better understand your
brand and how to communicate with your customers.
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What to include in your 

Brand Blueprint. 

Your Brand Vision

Tagline and Slogan

Target Audience

Brand Positioning

Unique Offering

Brand Personality

Brand Promise 

Primary segment 

Secondary segment

Brand Story

How will you
compete

Key strengths 

Repositioned
obstacles

Brand Positioning
(10 words) 

Compelling value
proposition 

Brand Archetypes

Brand Experience

Brand Voice

How the customers
see your brand 

Key brand
messaging 

Points of
differentiation 

Brand Core

Target
Audience

Brand
Positioning

Personality/
Customer
Experience

Activities &
Differentiation
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Concise:

You need to be clear and to
the point. You don't want to
include too much information
or else it will be overwhelming.

Clear:

Your blueprint should be easy
to understand. Use simple
words and sentences. And
include visuals to help visualise
the information.

Connected:

All the elements in your
blueprint should be connected.
There should be a clear link
between your brand strategy
and how you execute it. 

31

The 3 C's: 

Concise, Clear,
Connected.

C
O

N
C

I S
E C

L
E

A
R

C O N N E C T E D
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across your organisation 
Spread the Blueprint

and use it daily.

Once your blueprint is completed, you need to
spread it across your organisation. This will ensure
that everyone has a clear understanding of your
brand and how to communicate with customers. 

You should also use the blueprint as a daily guide for
all your marketing and communication efforts. This will
help keep you on track and ensure that everything is
consistent and on-brand.

And remember, update this document as your brand
evolves. There aren't stagnant businesses, so neither
should your brand blueprint.
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What can you expect

after a Brand Strategy.

Having a brand strategy provides your business
with a clear direction. It helps you focus on what's
important and how to achieve your goals.

When you have a clear direction and focus, you're
able to achieve better ROI for your marketing efforts.

When all of your marketing and communication
efforts are aligned with your brand strategy, you'll
see a significant improvement in customer
interactions.

When customers understand your brand and
what it represents, they're more likely to be
loyal to your business. 

Clear Direction

Better ROI

Improved Customer Interactions

Increased Brand Loyalty

Once you
have a well-
defined brand
strategy, there
are a few nice
things you
can expect. 
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What can you expect

after a Brand Strategy.

Your brand strategy is your
what, how, and why.

It's your purpose, values, and
differentiating edge — the
elements that make up your
company's DNA. Your brand
strategy tells you what to say
(and what not to say), how to
say it, and to whom. It serves as
the foundation for all your
marketing and communications.

Skipping your brand strategy is
like building a house without a
blueprint. Sure, you might get
lucky and it'll turn out okay, but
it's much more likely that you'll
end up living in an unstable
construction. Don't take the risk.
Invest in a brand strategy and
create a blueprint for success.

Don't Skip your
Brand Strategy

Your brand strategy
blueprint is a living
document that
should be used
as a guide for all
decision-making.

This will help ensure
that all decisions are
made with your brand
in mind.
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Do-It-With-You 
Complete Brand
Strategy Plan
Program.

I’ve seen businesses make the same mistake
time and time again. They attempt to reposition
or set their brand without any external help. This
results in vague positioning based on guesswork
and office politics along with deeply held biases
instead of research, analysis, and consumer
insights. 

Stop blindly guessing what your customers want and listen to them
instead. Invest now in a Do-It-With-You Complete Brand Strategy
Program for better close rates, internal and external alignment, and faster
business growth. 

I’ll help you dig deep into your brand to develop a strategy that puts your
customer at the centre, so you can create an emotional connection with
them. And finalise with a detailed blueprint that drives your strategy and
keeps your business aligned. 

Have you found your position in the market?
It’s time to unleash your branding strategy!
Find more here!  

https://kineticeffect.co/brand-strategy-program/
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