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Quick Review Guide

How to Brand Your

Small Business
Grow With Purpose!
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What is Branding?

Branding is the process of creating a unique identity for a business that
distinguishes it from competitors and resonates with its target audience. It
encompasses the visual elements (logo, colors, design) and the emotional and
experiential aspects (voice, values, mission) that shape how people perceive and

connect with the business.

Examples of Strong Brands:

Why Branding is Important for Small Business?
First Impressions Matter
» Branding is often the first thing customers notice about your business.
» A professional and polished brand creates an immediate sense of trust and
credibility.
Helps Your Brand Stand Out

» Distinct branding sets you apart from competitors.

» Your unique logo, colors, and messaging make your business memorable.
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Builds Trust and Recognition
» Consistent branding reassures customers they’re making the right choice.
» Familiarity breeds trust, leading to long-term customer relationships.
Encourages Customer Loyalty
» Customers feel connected to brands that align with their values and needs.
« Strong branding turns first-time buyers into loyal advocates.
Adds Value to Your Business
e Arecognizable brand can command premium pricing.
e Your brand becomes an asset that increases the overall worth of your business.
Drives Word-of-Mouth Marketing
e People naturally talk about brands they love.

e Branding fuels organic referrals and positive reviews.

Defining Your Brand’s Purpose

ACTIVITY! Write down a few words that describe your brand

Your brand’s purpose is the reason your business exists beyond making a profit.

It’s the ‘why’ behind what you do and how you serve others.

Mission Vision Values

what do you do? What principles guide you? | Where are you going?
Reflect the core beliefs that | Describes the future
shape your business decisiond impact you want to

Think about what matters create
most to your brand Aspirational but
(honesty, sustainability, achieveable
innovation, etc.) EX: To create a world

EX: Integrity, reliable, and where every home is
environmental responsibility | sustainably powered

Define your business’s
purpose and what it offers

Focus on the problem

that you solve for your
audience or customers

EX: We deliver fresh,
organic groceries to
promote healthy living.
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Activity

Describe Your Mission in One Sentence:

What problem do you solve for your audience or customers?

What are your businesses core beliefs or principles that shape your

business decisions?

What impact do you want to make in the future? What are your business

goals?

Crafting Your Brand’s Visual Identity
Logos

What Is a Logo? The face of your brand
o A symbol, wordmark, or combination of both that represents your brand.
o The most recognizable element of your visual identity.

e Should be simple, memorable, and versatile

Tips for Crafting a Great Logo:
1.Keep It Simple:
o Avoid overly complex designs. Simple logos are more memorable and
versatile.

o Examples: Nike’s swoosh, Apple’s apple.
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Make It Timeless:

o Focus on a design that will stay relevant for years. Avoid overly trendy
elements.

o Examples: Coca-Cola’s script logo has stood the test of time.

Ensure Scalability:

o Your logo should look good in all sizes, from a website favicon to a billboard.

Reflect Your Brand’s Personality:
o Use shapes, colors, and fonts that align with your brand’s mission, vision, and
values.

o Examples: Rounded shapes for friendliness, sharp edges for professionalism.

Versatile Design:

o Ensure it works in color, black and white, and on different backgrounds.

EXAMPLES:
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Colors

Colors create emotional connections by evoking specific feelings or associations

THE MEANING OF COLORS

Optimistic, Warm
Happy, Young

Friendly, Cheerful
Warm, Retro

Genuine, Practical

Authoritative Innocent, Pure
Powerful Simple, Hopeful

Tips for Choosing a Strong Color Palette:
Align with Your Brand’s Personality:
o Choose colors that reflect your brand’s mission, values, and target audience.
o Example: A health and wellness brand might use calming greens and blues.
Limit Your Palette:
» Stick to 2-4, main colors for simplicity and cohesion.
e Use one dominant color and a couple of accent colors.
Test for Versatility:
e Ensure your colors work well across digital and print media.
o Leverage Color Psychology:

» Research how different colors resonate with your audience and industry.
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Typography
Sets the tone of your brand

Tips for Choosing Typography:
1.Reflect Your Brand’s Personality:
o Match the style of your fonts to your brand values.
o Examples:
= Playful and Fun: Rounded or quirky fonts (e.g., Comic Sans alternatives).
» Sleek and Modern: Clean sans-serif fonts like Helvetica or Lato.
» Classic and Formal: Serif fonts like Times New Roman or Georgia.
2.Pair Fonts Wisely:
o Use 1-2 complementary fonts for variety (e.g., one for headlines and another
for body text).
o Example: A bold font for headers and a clean, legible font for paragraphs.
3.Prioritize Legibility:
o Ensure your fonts are easy to read across all platforms and sizes, from
websites to print.
4. Test for Versatility:

o Check how the font looks in different weights (bold, italic, etc.) and formats.

Imagery
Creates Emotion, Reinforces your message, and Establishes Consistency

Tips for Choosing Brand Imagery:
o Reflect Your Brand’s Personality:
o Use visuals that align with your mission, values, and target audience.
o Example: Bright, dynamic photos for a youthful, energetic brand.
o Be Consistent with Style:
o Decide on a visual aesthetic (e.g., light and airy, bold and dramatic) and stick
to it.

o Use filters, color tones, or compositions that match your brand’s look.
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« Prioritize Quality:
o High-resolution and professional images make your brand appear polished
and trustworthy.
o Avoid stock photos that look generic or overused.
e Include People When Possible:
o Photos of people interacting with your product or service create relatability
and trust.
o Adapt for Platforms:
o Tailor images for where they’ll appear—social media, websites, or print.

Developing Your Brand’s Voice

What Is Brand Voice?
» Your brand voice is the consistent personality, tone, and style of communication
your business uses to connect with your audience.

e It’s how you say what you say across all channels.

ACTIVITY: Ask yourself: If your brand were a person, how would it speak?

Steps to Develop Your Brand Voice:
1.Know Your Audience:
o Understand how your customers speak and what resonates with them.
2.Define Your Personality:
o Choose 3-5 traits that describe your brand (e.g., professional, friendly, bold).
3.Set Your Tone:
o Decide on the tone that matches your personality and context (e.g., playful
for social media, formal for legal documents).
4.Create Guidelines:
o Document phrases, words, and styles to ensure consistency across your

team.
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Knowing Your Target Audience

Who is your ideal customer? Create personas to guide your branding and

communication strategies.

What Are Customer Personas?
o Semi-fictional representations of your ideal customers based on real data and
insights.

» They include demographics, behaviors, needs, and challenges.

Why Customer Personas Matter:
o Clarifies Your Audience’s Needs:
o Helps you understand what your customers want and how to address their
pain points.
o Guides Marketing Efforts:
o Enables you to create targeted, relevant content that resonates with your
audience.
e Improves Product/Service Design:
o Ensures your offerings align with what your customers value most.
» Fosters Personal Connections:

o Tailored messaging makes your audience feel understood and valued.

Key Elements of a Customer Persona:
» Demographics:
o Age, gender, location, income, education level.
» Behavior Patterns:
o Shopping habits, preferred platforms, decision-making process.
e Goals and Challenges:
o What they hope to achieve and what obstacles they face.
» Values and Motivations:

o What drives their purchasing decisions.
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Customer Persona Activity Example
vame.  EMIIY SAruso

Life Motto:  “Enjoy the life you live, you

only have one.”

Age: 24

Female
$55,000

Gender:

Annual Income:

Location: Yniversity of California San Francisco

Family Situation:. Living in apartment w/ sorority friends.
Parents married. One younger brother and One younger sister.

Find a photo of a person who looks
like your target audience. Think

College student studying PR

fashion, age, ethnicity, gender, etc. Education:

Professional Role: Describe their Values and Goals:
Industry: PUblic Relations Honesty and integrity are very important to
Job Title: Account Manager her. She values family and friends. She
Company Size: 40 strives to one day own her own PR agency

Challenges they face: __EMily sometimes forgets to go out and have fun. She

feels so busy between work and school that she doesn’t get much of a

reak
Buying Decisions: EMily likes to ensure they are reputable and have credibility

before purchasing. Good reviews are important to her.

Sources of Influence:
Blogs/Websites: Newsbreak,Crisis Communications Related blogs

Instagram, Facebook, Twitter, Pinterest, Tiktok

Social Media Platforms:

Books/Magazines: Cosmopolitan, Leadership for Female Managers

Though leaders: Selena Gomez and Queen Elizabeth
otherr Attends work conferences through agency
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Customer Persona Activity

Name:

Life Motto:

Age:

Gender:

Annual Income:

Location:

Family Situation:

Find a photo of a person who looks
like your target audience. Think

Education:

fashion, age, ethnicity, gender, etc.

Professional Role: Describe their Values and Goals:

Industry:

Job Title:

Company Size:

Challenges they face:

Buying Decisions:

Sources of Influence:
Blogs/Websites:

Social Media Platforms:

Books/Magazines:

Other:
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Building Your Online Presence

Social Media and Digital Marketing is the widest form of marketing there is right
now. Use it to leverage your business and expand your customer base

1.Create a Website:
o Ensure it’s user-friendly, mobile-optimized, and reflects your brand.
o Include key pages like About Us, Services/Products, and Contact
Information.
2.Leverage Social Media:
o Choose platforms that align with your audience (e.g., Instagram for visuals,
LinkedIn for professionals).
o Post regularly and engage with your followers.
3.0ptimize for Search Engines (SEO):
o Use relevant keywords and high-quality content to improve your visibility in
search results.
4.Claim Your Business Listings:
o Set up and manage profiles on Google My Business, Yelp, and other
directories.
5.Create Valuable Content:
o Blogs, videos, and infographics that educate or entertain your audience build
trust and authority.
6.Engage with Your Audience:
o Respond to comments, reviews, and messages promptly and authentically.

Community Engagement

What steps can your business take to become a valued part of your community?

How to Engage with Your Community:

o Sponsor or Host Local Events: Support causes or activities that align with your
brand’s mission and values.

o Collaborate with Other Local Businesses: Partnerships strengthen ties and
benefit the local economy.

o Support Charitable Causes: Donate products, services, or funds to make a
positive impact.

o Leverage Social Media: Share community stories, events, and initiatives to
connect with your audience online.

o Encourage Customer Involvement: Host contests, surveys, or initiatives that
invite participation from your community.
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Resources and Tools

e Canva:
A user-friendly design tool perfect for creating logos, social media graphics, and
marketing materials. Great for businesses with no design experience but need
professional-looking content.

e EmailOctopus:
An affordable email marketing tool that allows you to build and manage email
campaigns, track performance, and engage directly with your audience.

o Weebly:
A simple website builder that helps small businesses create beautiful, responsive
websites with ease, even without technical expertise.

o ChatGPT:
An Al-driven assistant that can help with content creation, customer support, and
brainstorming, offering quick responses to enhance your branding and
communication strategies.

o Pexels:
A platform offering free, high-quality stock images and videos to help enhance your
website, social media, and promotional materials without the need for expensive
photography.

« Google Tools (Google Analytics, Google My Business, Google Ads):
A suite of tools that help you monitor website traffic, manage your business profile,
and run paid ads, all of which contribute to increasing visibility and engagement
online.
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