


WELCOME & 
FRAMING SESSION



5:00 – 5:10  Welcome & Framing Session

5:10 – 5:40  Positioning

5:40 – 6:00 Brand Personality & Voice

6:00 – 6:15 BREAK

6:15 – 6:30 Visual Identity 

6:30 – 6:50 Messaging, Brand Experience & Touchpoints

6:50 – 7:00  Action Planning & Wrap Up

TODAY’S AGENDA





TODAY’S OBJECTIVES
By the end of this session, you will:

● Clarify who your brand is for

● Define what makes your business different

● Identify your brand voice and visual direction

● Leave with clear next steps you can implement immediately



WELCOME & FRAMING 
SESSION





A brand guidelines document (sometimes 
called a brand standards or brand book) 
explains how your brand should look, sound, 
and behave so it stays consistent everywhere 
it appears. 

1. Brand Foundation

2. Brand Personality & Voice

3. Logo System

4. Color Palette

5. Typography

6. Imagery & Style

7. Layout & Design System

8. Brand Applications

9. Digital & Social Media Guidelines

10.Governance & Usage Rights

Elements of a Brand Platform

A brand platform is the foundation that 

states who you are and why you exist. 

1. Purpose

2. Vision

3. Mission

4. Target Audience

5. Positioning Statement

6. Value Proposition

7. Brand Values

8. Brand Personality

9. Brand Voice & Tone

10.Key Messages / Proof Points

 

Elements of a Brand Guidelines



9 P R E P A R E D

LogoJET 
Brand Platform
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United Way 
Brand Messaging 



11 P R E P A R E D

BBR Creative
Brand Guidelines 



REFRAMING “BRANDING” 
Core message to establish early:

Your brand is not what you say—it’s what people 
understand and remember about you.

Branding is not just a logo.

● It’s how people perceive you

● It’s shaped by every interaction

● It’s built through consistency over time



QUICK REFLECTION EXERCISE
Prompt:

“If a customer described your business to a 

friend, what would they say?”

● One sentence

● No jargon

● Write it down



POSITIONING



Volvo — “Safety First”

Positioning: The safest cars on the road

How it’s expressed:

● Decades-long focus on safety innovation (seat belts, crash 
protection, driver-assist tech)

● Advertising centered on protecting families, not performance or 
luxury

● Consistent messaging across markets and generations

Why it works:
 Volvo owns a single, highly relevant attribute in the customer’s mind. 
When people think “safe car,” they think Volvo—clear, defensible, and 
emotionally resonant.

EXAMPLE



Nike — “For Every Athlete”

Positioning: High-performance sportswear for anyone who wants to 
push their limits

How it’s expressed:

● “If you have a body, you are an athlete”

● Storytelling around perseverance, grit, and personal achievement

● Broad appeal without losing authenticity with elite athletes

Why it works:
 Nike positions around identity and mindset, not product features. This 
creates emotional loyalty and allows the brand to span multiple sports, 
price points, and generations.

EXAMPLE



Trader Joe’s — “Unexpected Quality at a Great Value”

Positioning: A fun, curated grocery experience with high-quality, 
affordable products

How it’s expressed:

● Limited SKUs with private-label products

● Playful tone of voice and in-store experience

● Strong emphasis on discovery and uniqueness

Why it works:
 Trader Joe’s competes on difference, not scale. It doesn’t try to be 
everything to everyone—its focused positioning makes the brand 
distinctive and hard to copy.

EXAMPLE



DEFINING YOUR TARGET AUDIENCE
Who are you REALLY for?

● Not everyone
● Your best, most profitable, most loyal customers

Define:

● Who benefits the most from what you do?
● Who is easiest to serve well?
● Who values your differentiators?

Exercise:
“My best customer is someone who ______ and values ______.”



THE PROBLEM YOU SOLVE
Positioning starts with the customer’s problem, not the 
business’s services.

Customers don’t buy services—they buy solutions.

● Functional problem (what’s broken)

● Emotional problem (how it feels)

● Aspirational outcome (what success looks like)

Exercise:
“Our customers come to us because they are tired of 
______ and want ______.”



DIFFERENTIATION: STANDING OUT
What makes you unique? Most small businesses 
skip this or say “great service.” Go beyond cliches. 

Avoid generic claims:

● “Great service”
● “High quality”
● “Trusted”

Instead, focus on:

● Specialization
● Unique process
● Local expertise
● Values or approach

Exercise:
“Unlike others, we specifically ______.”



YOUR SIMPLE POSITIONING 
Use this formula as a starting point:

We help [audience] solve [problem] by [unique approach].

Draft your positioning statement:

We help _____________________________________________________________________

solve _______________________________________________________________________

by _________________________________________________________________________



IKEA

We help people create better everyday living spaces by 

offering well-designed, affordable home furnishings.

Salesforce

We help businesses build stronger customer relationships by 

unifying data, technology, and insights on one platform.

Airbnb

We help travelers feel at home anywhere by connecting 

them with unique, locally hosted places to stay.

EXAMPLES



BRAND PERSONALITY 
& VOICE



BRAND PERSONALITY & VOICE 
What Is Brand Voice? 

Brand voice is how your brand sounds, not just what it says.

● How you sound

● How you make people feel

● How consistently you show up

Consider: Tone (friendly, expert, bold, calm, playful, etc.)

● Language style (formal vs conversational)

● Emotional presence (supportive, confident, energetic)



BRAND PERSONALITY & VOICE 
Exercise:

● Select 3 adjectives that describe how your brand should feel

Choose 3 words that describe how your brand should feel:

1. __________________________________________________

2. __________________________________________________

3. __________________________________________________

Choose 2 words your brand should not feel like:

1. __________________________________________________

2. __________________________________________________



CHOOSING YOUR BRAND PERSONALITY
When we communicate, our tone should generally be:

Pick 3-5 words that describe how your brand should feel

Examples:

● Friendly
● Confident
● Professional
● Approachable
● Bold
● Knowledgeable
● Sophisticated, Elegant
● Playful, Quirky
● Reliable, Trustworthy



EXAMPLE



WHAT YOUR BRAND IS NOT
Clarity comes from contrast.

Exercise:
“Our brand should NOT feel ______.”



TRANSLATING VOICE INTO 
REAL LANGUAGE

How voice shows up in:

● Website copy
● Social posts
● Emails
● Customer interactions

Exercise:
Original sentence (generic):

“We offer high-quality services to our customers.”

Rewrite this sentence using your brand voice:



BREAK



VISUAL IDENTITY



VISUAL IDENTITY BASICS
Visuals should:

● Support positioning
● Reinforce personality
● Be consistent

Cover the essentials:

● Color psychology (how colors feel)
● Typography (clean vs expressive)
● Photography style (real, polished, lifestyle, product-driven)

Key point

Consistency matters more than perfection.



VISUAL CONSISTENCY AUDIT
Core Visual Elements:

● Logo usage
● Colors (emotion & mood)
● Fonts (clean vs expressive) across platforms
● Photography style (real, polished, lifestyle, product)

Exercise:
What visual feeling do you want customers to have?

__________________________________________________________

__________________________________________________________

Identify one visual element you can standardize immediately.



MESSAGING



MESSAGING THAT ALIGNS 
WITH YOUR BRAND

Clear Messaging Builds Trust

Strong brands:

● Say the same thing repeatedly

● Say it clearly

● Say it from the customer’s perspective



YOUR CORE BRAND MESSAGES
Every business needs: 

● One clear value proposition

__________________________________________

● 3 supporting messages

○ ________________________________

○ ________________________________

○ ________________________________

● One customer-centered headline

__________________________________________



MESSAGING EXERCISE
Exercise:

Write a homepage headline using this formula:

 Helping [audience] achieve [outcome] without [pain point].

Draft your headline:

Helping __[audience)_____________________________________________________________

achieve__[outcome]______________________________________________________________

without _____ [pain point]______________________________________________________



BRAND EXPERIENCE & 
TOUCHPOINTS



BRAND EXPERIENCE & TOUCHPOINTS
Every Interaction Is a Brand Moment

Brand shows up in:

● Websites

● Social media

● In-store or service experiences

● Follow-up emails

● Reviews



TOUCHPOINT MAPPING EXERCISE
Exercise:

● Name 3 key customer touch points:

_________________________________________________________________________

_________________________________________________________________________

● Ask: “What does this experience say about my brand?”

_________________________________________________________________________

_________________________________________________________________________



ACTION PLANNING & 
WRAP UP



ACTION PLANNING & WRAP UP
Making Branding Actionable

In the next 30 days, identify:

● One positioning improvement

● One voice adjustment

● One visual consistency fix

● One messaging update



YOUR 30-DAY BRAND ACTION PLAN
In the next 30 days, I will:

● Improve my positioning by: __________________________________________________________

● Adjust my brand voice by: ___________________________________________________________

● Fix one visual consistency issue: _____________________________________________________

● Update one key message or headline: _______________________________________________

One commitment I am making today:

____________________________________________________________________________________________

____________________________________________________________________________________________

____________________________________________________________________________________________



KEY TAKEAWAYS
● Branding is clarity, not creativity alone

● Positioning comes before visuals

● Consistency builds trust

● Small changes, repeated often, make a 

strong brand



Q&A + NEXT STEPS

● Questions

● Resources

● How to continue refining your brand



NEXT SESSION



NEXT IN THE SERIES

February 26, 2026
Session 3: Improving Online Presence (Websites, SEO & 
Google Business Profiles)

Grow your online visibility and connect to more customers with 
optimizations for your website and Google Business Profile.



THANK YOU
Presented by BBR Creative 
Cherie Hebert
337-781-9215
chebert@bbrcreative.com

Brought to you by Crowley Main Street
Amber Hargrave 
337.783.0824, ext. 1145
ahargrave@crowleymainstreet.org

Hank Capel 
337.783.0824, ext. 1145
hcapel@crowleymainstreet.org

mailto:chebert@bbrcreative.com
mailto:ahargrave@crowleymainstreet.org
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