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Each section of this workbook takes you through 
the process of building your business step by step. 
We start of with getting really clear about who we 
are, what we do, and who we do it for. Then, move 
on to how we serve and attract more clients in a 
way that aligns with our brand. This is a process of 
discovery that leaves you with a clear direction of 
how to build the business you want.

Brand Foundations / WHAT IS BRANDING?



Brand Foundations / WHAT IS BRANDING?

When you have a brand you have so much more that just a business. You 

have a blend of who you are, with what you do that attracts loyal fans who 

support you as you grow your business.

brand models / your brand story  
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1
YOUR MODEL BRANDS 

Brand One: _______________________

Brand Two: _______________________

Brand Three: _______________________

Taking note of what attracts us to a brand is a great way to build that same kind of loyalty and love for our own brand. Name 
three of your favorites brands and what you love most about them.
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2
YOUR BRAND STORY

How did you get here? What made you become interested in your product or service?

Who was your first client/customer? What did they buy? How did you feel about making that first sale?

What do you love most about what you do?

Our brand story is the why behind our business. It’s the reason we get up everyday and do what we do, especially when 
those things are hard. People want to buy from people that they like and brands they can support because they feel a 
common thread. This is where your story can connect with your ideal clients and build a tribe of supporters just by
being yourself. 
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How has your business changed since you first started?

What are your dreams, your grandest vision, or your biggest goals for you business?

What do you love most about running your own business?

What things in your life inspire you or light you up?
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WRITE YOUR BRAND STORY



Branding is so much more than our logo and color palette, because we are 

more than that. In our roles as photographers, makers, coaches, and creative 

entrepreneurs, we are our business. Building a brand is about setting up 

expectations for our customers to buy. When our customers know 

what to expect from our products or services and we can communicate 

these expectations of values, service, and vision in our own voice, magic 

happens. This is when we have built our brand. 

brand foundations

Brand Foundations / WHO ARE YOU?
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Brand Foundations / WHO ARE YOU?

VISION - How your mission will affects your customers. How will you change peoples lives or how they feel?

ETHOS - What is the spirit behind your brand?

MISSION - What are you doing (or will be doing) right now?

UNIQUE SELLING PROPOSITION - What makes you different? What skill or experience gives you an unfair advantage?

1
BRAND FOUNDATIONS
This is your core brand purpose. It’s the reason why you make the products that you sell or provide the services you offer.
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Abundance

Acceptance

Accessibility

Accomplishment

Accountability

Accuracy

Achievement

Acknowledgement

Activeness

Adaptability

Adoration

Adroitness

Advancement

Adventure

Affection

Affluence

Aggressiveness

Agility

Alertness

Altruism

Amazement

Ambition

Amusement

Anticipation

Appreciation

Approachability

Approval

Art

Articulate

Artistry

Assertiveness

Assurance

Attentiveness

Attractiveness

Audacity

Availability

Awareness

Awe

Balance

Beauty

Being the best

Belonging

Benevolence

Bliss

Boldness

Bravery

Brilliance

Buoyancy

Calmness

Camaraderie

Candor

Capability

Care

Carefulness

Celebrity

Certainty

Challenge

Change

Charity

Charm

Chastity

Cheerfulness

Clarity

Cleanliness

Clear-mindedness

Cleverness

Closeness

Comfort

Commitment

Community

Compassion

Competence

Competition

Completion

Composure

Concentration

Confidence

Conformity

Congruency

Connection

Consciousness

Conservation

Consistency

Contentment

Continuity

Contribution

Control

Conviction

Conviviality

Coolness

Cooperation

Cordiality

Correctness

Country

Courage

Courtesy

Craftiness

Creativity

Credibility

Cunning

Curiosity

Daring

Decisiveness

Decorum

Deference

Delight

Dependability

Depth

Desire

Determination

Devotion

Devoutness

Dexterity

Dignity

Diligence

Direction

Directness

Discipline

Discovery

Discretion

Diversity

Dominance

Dreaming

Drive

Duty

Dynamism

Eagerness

Ease

Economy

Ecstasy

Education

Effectiveness

Efficiency

Elation

Elegance

Empathy

Encouragement

Endurance

Energy

Enjoyment

Entertainment

Enthusiasm

Environmentalism

Ethics

Euphoria

Excellence

Excitement

Exhilaration

Expectancy

Expediency

Experience

Expertise

Exploration

Expressiveness

Extravagance

Extroversion

Exuberance

Fairness

Faith

Fame

Family

Fascination

Fashion

Fearlessness

Ferocity

Fidelity

Fierceness

Financial independence

Firmness

Fitness

Flexibility

Flow

Fluency

Focus

Fortitude

Frankness

Freedom

Friendliness

Friendship

Frugality

Fun

Gallantry

Generosity

Gentility

Giving

Grace

Gratitude

Gregariousness

Growth

Guidance

Happiness

Harmony

Health

Heart

Helpfulness

Heroism

Holiness

Honesty

Honor

Hopefulness

Hospitality

Humility

Humor

Hygiene

Imagination

Impact

Impartiality

Independence

Individuality

Industry

CORE VALUES - What you believe shines through in what you do, why you do it,  and how you work with people. Circle 
any words that stand out to you. Don’t think too much. You may be surprised at what comes through.
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Influence

Ingenuity

Inquisitiveness

Insightfulness

Inspiration

Integrity

Intellect

Intelligence

Intensity

Intimacy

Intrepidness

Introspection

Introversion

Intuition

Intuitiveness

Inventiveness

Investing

Involvement

Joy

Judiciousness

Justice

Keenness

Kindness

Knowledge

Leadership

Learning

Liberation

Liberty

Lightness

Liveliness

Logic

Longevity

Love

Loyalty

Majesty

Making a difference

Marriage

Mastery

Maturity

Meaning

Meekness

Mellowness

Meticulousness

Mindfulness

Modesty

Motivation

Mysteriousness

Nature

Neatness

Nerve

Nonconformity

Obedience

Open-mindedness

Openness

Optimism

Order

Organization

Originality

Outdoors

Outlandishness

Outrageousness

Partnership

Patience

Passion

Peace

Perceptiveness

Perfection

Perkiness

Perseverance

Persistence

Persuasiveness

Philanthropy

Piety

Playfulness

Pleasantness

Pleasure

Poise

Polish

Popularity

Potency

Power

Practicality

Pragmatism

Precision

Preparedness

Presence

Pride

Privacy

Proactive

Professionalism

Prosperity

Prudence

Punctuality

Purity

Rationality

Realism

Reason

Reasonableness

Recognition

Recreation

Refinement

Reflection

Relaxation

Reliability

Relief

Religiousness

Reputation

Resilience

Resolution

Resolve

Resourcefulness

Respect

Responsibility

Rest

Restraint

Reverence

Richness

Rigor

Sacredness

Sacrifice

Sagacity

Saintliness

Sanguinity

Satisfaction

Science

Security

Self-control

Selflessness

Self-reliance

Self-respect

Sensitivity

Sensuality

Serenity

Service

Sexiness

Sexuality

Sharing

Shrewdness

Significance

Silence

Silliness

Simplicity

Sincerity

Skillfulness

Solidarity

Solitude

Sophistication

Soundness

Speed

Spirit

Spirituality

Spontaneity

Spunk

Stability

Status

Stealth

Stillness

Strength

Structure

Success

Support

Supremacy

Surprise

Sympathy

Synergy

Teaching

Teamwork

Temperance

Thankfulness

Thoroughness

Thoughtfulness

Thrift

Tidiness

Timeliness

Traditionalism

Tranquility

Transcendence

Trust

Trustworthiness

Truth

Understanding

Unflappability

Uniqueness

Unity

Usefulness

Utility

Valor

Variety

Victory

Vigor

Virtue

Vision

Vitality

Vivacity

Volunteering

Warmheartedness

Warmth

Watchfulness

Wealth

Willfulness

Willingness

Winning

Wisdom

Wittiness

Wonder

Worthiness

Youthfulness

Zeal

List if values pulled from StevePavlina.com
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I love this exercise because it’s interesting to see how things that are important in our life can also be applied to our business. 
One of mine is adventure. In life it’s about finding ways to add the element of adventure to my week. In business it’s getting 
a new client and the excitement I feel as we start our journey together to make their business dreams come true. Out of the 
values you circled which five are your most important? 

             5 DEFINING VALUES                                                        HOW THEY RELATE TO YOUR LIFE AND BRAND 

FIGURE OUT WHO YOU ARE,
AND DO IT ON PURPOSE.
 

 - DOLLY PARTON
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Brand Foundations / WHAT DO YOU DO?

We have to clearly be able to tell people what we do and who we do it for. 

This is how we attract more of the people we love to do the things for.

positioning statement  / bio /ideal client  
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1
WHAT YOU DO
Sometimes just telling people what you do can be so hard! We are going to break it down into the basics and put it back 
together again into a format you can use to promote what you do with confidence and attract the clients you want. 

What problems do you solve?

 Who do you do this for?

What about you makes you an expert in your field? Do you have unique experience, training or collaborations? 

What is different about your product service or process, from your competition? 

Another way to highlight what makes you different is to ask yourself, what are you, hands down amazing at in life, and how 

does this play into your work?
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What is the one thing you really want your customers to know? 

What is your speciality product or service?

What are people really getting when they work with you or buy your product? 

What do you want to be known for?

IN ORDER TO BE IRREPLACEABLE,
ONE MUST ALWAYS BE DIFFERENT.

 
- COCO CHANNEL
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A positioning statement simply states who you are, what you do, and who you do it for. Your positioning statement is your 
headline, your corner stone for all of your content. If you need some help, try the fill in the blank method. The short version is 
your elevator speech. It’s what you say when people ask what you do. The extended version is great for web copy.

I am a ____________________________________ who loves working with _________________________________ 

and helping them by ________________________________________________________.

I am a ____________________________________ makes  _________________________________ for people who

________________________________________________________.

I’m_________________________ (your name and business) and I make _____________________________ 

(your product) for  people who want ________________________________(your ideal client’s need or want) .  I love 

______________________, ____________________, and ____________________________ (steps from your process or 

what you love about your business) because _________________________________________________ (your why). 

You can find my products _______________________________________ (where to buy your products)

I’m _________________________ (your name and business) and I work with  _____________________________ 

(your dream clients) who need ________________________________(your ideal client’s need or want) by 

______________________, ____________________, and ____________________________ (services that you offer)

because ________________________________________________________________________________(your why) .

Find out how to get started ____________________ (link to your site)

A

B

A

B

2
POSITIONING STATEMENT
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Your bio for your social media platforms or guest post, for example, should combine your positioning statement plus 
something unique to you. You can use the examples below for inspiration. 

ADDING A TAG LINE 

A tag line supports your positioning statement. This is where you can add a little bit of personality and appeal to your client’s 
needs in more creative language. 

An example tag line for a virtual assistant may be - freeing curatives to do more of what they love

WRITE YOUR POSITIONING STATEMENT / ELEVATOR SPEECH 

3
BIO

WRITE YOUR BIO

I ____________________________________ for people who _________________________________ . You can find 

me ________________________________________________________.

When I’m not ____________________________________ for people who _________________________________ . 

You can find me ________________________________________________________.

A

B
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Remember that your about page isn’t really about you. It’s about connecting with your clients based on what they 

need by connecting your story to how you can solve their problems. 

What is your client’s biggest hurtle right now? 

How does your brand story relate to that struggle?

What makes you different. What you love about what you do or how you work with people.

3- 5 personal details you want to sprinkle into your copy. 

4
ABOUT PAGE
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WRITE YOUR ABOUT PAGE
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5

Defining who you are speaking to will help you develop your content and tone. Knowing your client like your best friend and 
imagining you are posting just for them will attract more ideal clients and build trust with you, and, therefore your brand, 

product or service. It also helps drive away all of the online chatter that makes you question your voice and strategy.

Male            Female          Any

Age 20-30      Age 30-40           50+      Any

Families  Singles   Any

Urban  Suburbs  Any

What are their needs? What are they really looking for a solution to? Think about their late night Google searches.

What do they value?

How would you describe their life in 5 words?

DEFINE YOUR AUDIENCE 

YOUR PERSONAL BRAND IS A PROMISE TO 
YOUR CLIENTS… A PROMISE OF QUALITY, 
CONSISTENCY, COMPETENCY, AND RELIABILITY. 

– JASON HARTMAN
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