
©2015 d.science • All Rights Reserved • dscience.co
Do not copy or reproduce this content without written permission from d.science inc.

brand
GUIDE

brand
GUIDE

the

a strategy template 
for entrepreneurs.



©2015 d.science • All Rights Reserved • dscience.co
Do not copy or reproduce this content without written permission from d.science inc.

brand
GUIDE

Building a Brand Strategy 

Are you struggling to build your brand strategy and rise above the noise of competition?  Do you 

consistently see other business owners consistently crushing it when it comes to standing out from the 

crowd?  Do you wonder how businesses like Facebook, Apple, Google, Starbucks, become so huge and 

so fast?  The secret of their success is each companies’ unique brand strategy.

Branding is...VJG�CEV�QH�ETGCVKPI�C�UVTCVGI[�VQ�VTKIIGT�CP�GOQVKQPCN�TGURQPUG�YKVJKP�C�URGEKƂE�CWFKGPEG��
6JKU�KU�C�TGCNN[�FGGR�RQUKVKXG�GOQVKQPCN�TGURQPUG�VJCV�JCU�DGGP�OGVKEWNQWUN[�FGUKIPGF�CPF�RNCPPGF�QXGT�
VKOG�D[�VJG�DTCPF�EJKGHU�CPF�HQWPFGTU�

$TCPFU�CTG�FGUKIPGF�CPF�RNCPPGF��6JG[�FQPoV�GZRNQFG�QXGTPKIJV��6JG[�VQQM�VKOG�VQ�ETGCVG�CPF�EQWNF�
GXGP�DG�EQPUKFGTGF�YQTMU�QH�CTV��*QY�NQPI�FKF�KV�VCMG�/KEJGNCPIGNQ�VQ�ETGCVG�VJG�UVCVWG�&CXKF!�
2TQDCDN[�CDQWV�CU�NQPI�CU�KV�VCMGU�C�DTCPF�VQ�EQOOCPF�CVVGPVKQP�KP�VJG�OCTMGVRNCEG

$WKNFKPI�VJG�&CXKF�UVCVWG��/KEJGNCPIGNQ�JCF�VQ�JCXG�C�XKUKQP�KP�JKU�OKPF�QH�YJCV�VJG�QWVEQOG�NQQMGF�
NKMG��6JGP�JG�YQWNF�FGUKIP�VJG�GPVKTG�UVCVWG�CPF�UVCTV�EJKRRKPI�CYC[�CV�VJG�OCTDNG��
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Let us be real for a second, the facts are grim for your brand…

 • There are over 6.5 Million new businesses are started each year

 • On average there are 5700 tweets per second

 • 144.8 billion emails sent per day

 • 100 hours of video uploaded to Youtube every minute

 • 2,000,000 blog post wrote daily

Add on top of this, everyone and there mother states they can help you “build your brand.”  Creating a 

LÀ>�`��Ã�Ì��Ã��ÞÌ��V>���>}�V�«���]�Ì�>Ì�iÛiÀÞ��i�Ãii�Ã�Ì�����Ü�Ì�iÞ��ii`�LÕÌ�V>���Ì�iÝ«�>���>�`iw��Ì�Ûi�

strategy to build your brand.  I hate to break it to you but…

9�ÕÀ�`iw��Ì�����v�>�brand is probably wrong.

A brand according to a graphic designers is your logo, typeface, colors, and website.  A Public relations 

experts will say your brand is your reputation.

The great brand strategist Marty Neumier states that a “Brand is not your logo, or colors, or product, 

or even your face it is the emotional and mental feeling the public has when they interact with you and 

your business.”A Brand is intangible.

Everything in your organization makes up your brand, affects your brand, and can make or break your 

LÀ>�`°��v�iÛiÀÞÌ���}��>�iÃ�Õ«�Þ�ÕÀ�LÀ>�`]�>�`�Þ�ÕÀ�LÀ>�`��Ã�`iw�i`�LÞ���Ü�Þ�ÕÀ�VÕÃÌ��iÀÃ�Ì�����>�`�

feel about you, than how do you control it?

You can’t. Not completely.

Does this mean to throw up your hands and not care… Absolutely NOT!

 

The City and Harbor scenario

Imagine if you will, your “brand” is a city on the coast.  Your job is to improve the lives of all the citizens. 

9�Õ�Ì>Ã��>�V�Õ«�i��v���`ÕÃÌÀ��ÕÃ�«i�«�i�Ì��LÕ��`�Ã��i�`�V�Ã�>�`�`������À�wÃ���}°����>ÞLi�iÛi��ÌÀ>`i�

with the next village down the coast.



©2015 d.science • All Rights Reserved • dscience.co
Do not copy or reproduce this content without written permission from d.science inc.

brand
GUIDE

	ÕÌ���i�ÃÌ�À��V>��`iÃÌÀ�Þ�Þ�ÕÀ�`�V�Ã�>�`�Ì�i�viÜ�wÃ���}�ÛiÃÃi�Ã°��/��Ã�Ü����VÀ�««�i�Þ�ÕÀ�V�ÌÞt�

/����VÀi>Ãi�Ã��««��}�ÌÀ>vwV�Ì�i�V�ÌÞ�LÕ��`Ã�>��>ÀL�ÀpÌ�iÞ�LÕ��`�Ü>��Ã�Ì��VÀi>Ìi�>�V>���«�ÀÌ°��/��Ã�«�ÀÌ�

protects the docks and ships.  You dig out shipping lanes so larger ships with more goods can make 

port.  Then you build a lighthouse to guide ships into port on stormy nights.

Controlling the ocean is impossible, but using ingenuity, natural resources, and understanding the value 

of C�NQPI�VGTO�RNCP�VWTPU�[QWT�QPEG�UOCNN�ƂUJKPI�XKNNCIG�KPVQ�C�VJTKXKPI�OGVTQRQNKU�

�����>Ì�>���Ì�i�«�iViÃ�>�`�Ãii���Ü�Ì�iÞ�wÌ�Ì�}iÌ�iÀ°

 • The City = brand

 • Mayor = CEO

 • The citizens = customers

 • The workers = employees

 • Fishing and shipping = essence

 • /�i�`�V�Ã�>�`�wÃ���}�ÛiÃÃi�Ã�r���vÀ>ÃÌÀÕVÌÕÀi

 • The harbor walls = companies values

 • The deeper shipping lanes = website/logo and type

 • The lighthouse = marketing efforts

 • The mayor’s vision is to increase jobs and income is the company’s mission/vision

 • The ocean… is the ocean of noise, competition, and limitless distractions.
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Why build a brand strategy?

Building a brand is a long-term strategy.  Measuring a brand takes years not quarters.  A brand allows 

your employees to become emotionally invested in the goal.  It is like your the coach before a big game, 

rallying the troops to win!

/�i�	i�iwÌÃ��v�	À>�`��}�vÀ����>Þ�£

1. 5CXG�VKOG��OQPG[��CPF�TGUQWTEGU
2. 4CNN[�CP�CWFKGPEG�VJCV�UWRRQTVU���DGNKGXG�KP�[QW
3. Create differentiation for you and your competition
4. *CXG�OQVKXCVGF�GORNQ[GGU�YJQ�ETGCVG�OQTG�XCNWG�HQT�[QWT�DWUKPGUU

It is that simple.

0QY�KVoU�VKOG�VQ�ƂNN�QWV�[QWT�QYP�UVTCVGI[�IWKFG�

The Format:
6JKU�GDQQM�YQTMDQQM�KU�CP�KPVGTCEVKXG�2&(. This means that you can type directly in the pdf 

`�VÕ�i�Ì°�,i�i�LiÀ�Ì��Ã>Ûi�V��Ã�ÃÌi�Ì�Þ�Ã��Þ�Õ�`��½Ì����Ãi�Þ�ÕÀ�`>Ì>°�/ÀÞ�ÌiÃÌ��}�Ì�i�`�VÕ�i�Ì�wÀÃÌ�

Ü�Ì��>�ÌiÃÌ����i����Ì�i�wÀÃÌ�L�Ý°�->Ûi��Ì]�>�`�Ài�«i���Ì°����Ì��Ã��ÕÃÌ�Ì���>�i�ÃÕÀi�Ì�>Ì��Ì��Ã�Ã>Û��}�«À�«iÀ�Þ�

on your computer.

9�Õ�>Ài��v�V�ÕÀÃi�>�Ã��Üi�V��i�Ì��«À��Ì�Ì�i�«>}iÃ��ÕÌ�>Ì�Þ�ÕÀ�V��Ûi��i�Vi�>�`�w���Ì�i���ÕÌ�Ü�Ì��Ì�i�

traditional paper and pen. We just wanted to make it super easy to put you in the line of success by 

�>���}��Ì�Ã��Þ�Õ�V>��w���Ì�i�v�À�Ã��ÕÌ����Þ�ÕÀ�V��«ÕÌiÀ]��v�Þ�Õ�v>�VÞt

Tech Requirements:
Make sure that your computer has the most updated version of Adobe Reader. http://get.adobe.com/

Ài>`iÀ�/��Ã�Ü����>���Ü�Þ�Õ�Ì��ÕÃi�Ì�i���ÌiÀ>VÌ�Ûi�vÕ�VÌ�������Ì�i�«`vÃp>���Ü��}�Þ�Õ�Ì��ÌÞ«i�`�ÀiVÌ�Þ����

them and save.
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___________________________________________________________________________ ‘s  Brand Strategy
     (your brand name)

Our Brand Essence:
An essence is an emotional value in one-two words to describe your brand.

Our Brand Tag Line:

1WT�$TCPF�2GTUQPCNKV[�%JCTCEVGTKUVKEU�
A brand is like a person. Identify your brand’s characteristics.

1.

2.

3.

4.

5.

1WT�$TCPF�2WTRQUG��
Identify why you are in business.
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Our Brand Mission:
Identify how you are going to achieve your purpose.

Our Brand Vision:
Identify a visual representation of what success looks like. 

Our Company Core Values:
Identify the core values that your brand holds near and dear.

1.

2. 

3.

4.

5.

6.

7.

8.
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Our Story:
Everyone and every brand has a story. Describe it below.

1WT�8CNWG�2TQRQUKVKQP�
+FGPVKH[�[QWT�RQUKVKQPKPI�UVCVGOGPV�VJCV�GZRNCKPU�YJCV�DGPGƂV�[QW�RTQXKFG�HQT�YJQ�CPF�JQY�[QW�FQ�KV�

radically different than anyone else. 

1WT�$TCPF�2TQOKUG�
Identify the one thing that you promise consistently, every time.
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Our Contract of Expectations:
Every brand sets promises and expectations. This could be in the type of customer service you offer, the 

quality of your products etc. Identify the expectations your brand sets. 

1.

2.

3.

4.

5.

6.

Trends We Are Riding:
Identify the macro and micro trends your brand aligns with.

1WT�2TKOCT[�6CTIGV�#WFKGPEG�
Identify your primary market, the customers you sell to and build relationships with.
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6JG�9QTNF�8KGY�QH�1WT�$W[GTU�
)TQWRU�QH�RGQRNG�JCXG�URGEKƂE�pYQTNF�XKGYU�q�NGPUGU�QT�EQOOQP�EJCTCEVGTKUVKEU��+FGPVKH[�VJGO�DGNQY�

Our Tone of Voice:
Identify guidelines for the tone of voice of your brand, much like a person.

Our Imagery:
Identify guidelines for the type of imagery you will use in your brand.



©2015 d.science • All Rights Reserved • dscience.co
Do not copy or reproduce this content without written permission from d.science inc.

brand
GUIDE

FCLICK IT!

http://dscience.co/branding-blueprint
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