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Let’s 
recap

next

In Path 1... 
•  You focused on gaining valuable awareness around what truly makes you happy. 

•  You allowed some new space to review your life from a different perspective and began to tune 
into what you really love, what brings you the greatest joy.  

• You began to craft a vision board that brings your ideas to life

In Path 2...
•  You explored what you really care about to ensure you create a joyful business path. 

•  You began to eliminate your ‘shoulds’ and  looked at what is really meaningful to YOU! 

• You wrote down your dreams and goals and looked at what lights your spark. 

• You examined your stories and defined your strengths. 

• And then you looked at some specific business goals and began to craft a business vision.

With that information and fresh insights let’s 
start developing your brand... 



three 
things

next

Before you do anything else do these 3 things
1. Check over your awareness sheets... how many have you explored so far? 

Whilst it’s not critical to keep up entirely, it is best to have used at least 3 of them before you 
move forward. Without spending time on these, you won’t access any valuable insights to apply 
to your busines, brand and lifestyle!

2. Read your notes from Path 1 and 2 on your Clarity Sheets. (That’s the sheets at the 
end of the Path) If you don’t have anything written here, write a few notes about your insights 
and learnings so far.

3. Tune in with your personal and business goals. It’s important to keep these goals top 
of mind as you move forward, so you focus on what matters most and get the maximum results 
from the program



•  Personal  
Vision Board

•  Life Purpose  
Statement

 

•  Defined  
Business Goals

•  Clear & Compelling 
Business Vision

 
•  Brand Personality 

• Brand Values

• Ideal customers

•  Personal  
Wellness Plan

•  Lifestyle  
Checklist

• Ideal Offerings

•  Ideal Customers

•  Business Position  

 
•  Unique Brand Essence

•  Brand Voice & Tone

•  Brand Promise

•  Brand Platform

•  Creative  
Expression

•  Creativity  
Plan

•  Guilty pleasure  
Cheat Sheet

•  Creative  
Capture plan

• Brand Creative Plan

•  Brand Mood Boards

• Brand Style Sheet

• Brand Asset List

•  Personal  
Growth Plan

•  New-found  
Confidence 

•  Communication  
Plan

 
•   Growth Plan
 

•  Brand  Touch Points

•  Key Brand Messages 

•  Brand Team Wishlist

•  Creative Brief  
Templates

•  Commitment  
Sheet

•  ‘Get Yourself Out  
There’ plan

•  Abundance Plan

• Elevator Pitch

 
• Brand imagery guide

• A marketing plan out-
line

• A online plan outline 

• A Lifestyle Plan

•  Business &  
Brand Toolkit

•  Brand Guideline  
Template

BRAND (how you tell people what you do - getting yourself out there)

BUSINESS (what you do)

 PERSONAL (what drives you - your personal lifestyle and motivation)



You will learn how to...

next

•  Identify and craft your Brand Personality

• Define your Brand Values

•  Identify your ideal customers

•  Craft a Brand Vision, where you want your brand to take you

• Brand Personality Matrix

• Your top 5 Brand Values

• An idea of you ‘ideal customer’

• A fresh look at your current brand and where it can take you

In this 
path

You’ll 
get

Brand

Pat h
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“At the heart of every good brand is the truth.

When you align yourself with that truth, your business,  
your brand & your life will flow from an easy place. 

I’ll help you get to the heart of what you do,  
then help you deliver it to the world.”



As a brand consultant, I frequently hear 
from frustrated business owners…

“How can I express my true and, 
also, the best version of myself 
online?”

“It seems like I’m competing 
against so many other people out 
there, how do I get myself seen 
and heard for who I really am?
The answer to both of these questions, is 
to craft a brand that truly reflects you and 
what you or your business has to offer. 

A brand that is memorable and connects  
with your ideal audience in a meaningful 
and emotive way. 

To create a memorable brand, you must 

ADD VALUE IN A  
MEMORABLE WAY...
To do that you need define your  

UNIQUE BRAND ESSENCE
Finding your unique brand essence takes a 
blend of strategy, art & insight. This path 
is the first step in a simple but powerful 
process will help you pinpoint your unique 
point of difference. 

Let’s create a brand that truly
reflects you and what you offer.

Are you being seen and heard for 
who you really are?

next

p at h 3 INTRO



I’d like to introduce you to few things about 
brands and branding that might enlighten you 
and help you see branding in a new light.

Creating a brand is not just a logo 
on the top of a page or web site. 

It’s a cohesive series of messages, experiences 
and visual cues that deliver your heart and 
soul, your purpose and your value. That enables 
you to show your true colours. That you feel 
confident putting out into the world.

A brand is what people experience. It’s what 
remains in the hearts and minds of your 
customers, its what gets them to buy and it’s 
what brings them back for more, so creating a 
brand that truly reflects you is so important. 

I already have a brand, so what 
does it mean to ‘build a brand’

If you have a brand that you think you’re 
happy with, that’s great. I can promise you this 
though, by the end of this program, you will see 
many areas that you can improve on, extend on 
and build on to improve your brand. That’s what 
I mean by ‘building a brand’ 

A brand is not built overnight. , 
building a brand is never ‘done’  
it’s in a constant state of creation 
and re-creation

Of course the most successful brands are 
authentic - what do I mean by authentic? They’re 
real... Not fake... Stand by their promises... Built 
on more than hot air and false ideals. They have 
a persona, a promise and a set of values that 
don’t change.  

And that’s what we’re going to uncover for you 
and your business today. 

Finding what you care about enough to commit to and deliver with conviction

ONE

Brand

First a bit about brands...

p at h 3 INTRO

You’re here 
to be YOU, 

not to be what 
someone else 

wants you to be.

You were born 
to be real,

not to be perfect. 



I don’t want to overwhelm you with 
diagrams - branding can become quite 
technical - but there is a bit of a science 
to creating a brand - so I think it’s worth 
sharing with you the basic format I have 
modeled this program on...

A brand becomes truly 
memorable when it owns  
a place in the hearts and  
minds of your customers  
that cannot be replaced 
anywhere else. 

To do that we’re going to 
investigate your business  
to find out 

‘what you do best’

We’re going to talk to your 
customers to find out 

‘what they most value’

We’re going to explore the 
market to find a

Position you can own’

And then we’re going to distill it 
all down into your own 

Unique Brand Essence...

Don’t worry, I’m going to help 
you with all of this!

So how do you build a brand?
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WHAT YOU  
DO BEST

The most compelling 
features of you 

or  your business

WHAT THEY  
MOST VALUE

The most relevant 
insight gathered from 

research with your 
customers

A GAP IN  
THE MARKET

A position your can 
‘own’ in your industry 

that no-one else 
occupies

A compelling feature that sets you apart

The meaning behind all your messages

Brand
Unique

Essence

Brand
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Align your personality 
with your purpose

BRAND 
PERSONALITY

BRAND 
VALUES

WHO VALUES YOU?

BRAND AUDIENCE

BRAND 
VISION

What do you  
stand for?

Who is seeking what you do?
Who needs what you do?

It’s about THEM not you...
13

14

11
12

15

STEP

STEP

STEP

STEP

STEP

Brand

Where can
your brand to 
take you?

1

Know
Yourself

Are you being seen and heard for who you really are?

So this path helps you gather the different pieces of 
information required to put into the equation...

Your Brand Personality and your Brand Values are 
part of the total sum of ‘What you Do’ and how you do 
it. They are important pieces of the puzzle to drop into 
place to help you define your Unique Brand Essence.

And of course, knowing who your audience is and why 
is the second part of the equation, so we’ll start to 
explore them too...

This will all lead towards building a brand vision and 
opening your eyes to where your brand can take you!



Businesses and brands have 
values just like people. They 
define the culture of the business 
or organisation and help to guide 
decisions on all levels. They will 
help shape what you create, who 
you work with, what you offer, 
how you deliver it and what you 
look like.

Your Brand Values are closely 
linked to your personal values. 
Your brand values represent 
what the brand stands for and 
can never be compromised. 
They are slow to change, guiding 
principles, intrinsic beliefs 
representative of your culture 
and spirit. They are at the heart 
and soul of your business so it’s 
important to be clear on what 
they are and how they are being 
honoured.

Your values will also attract or 
detract people to your business. 
If you live by your values and 
also filter those through to how 
you do business, you will attract 
more of the people who are in 
alignment with you. Making it 
more enjoyable and rewarding 
for everyone! 

We’re going to explore your own 
personal values and those that 
you’d like to carry through to 
your business. Of course they 
should be closely aligned, to 
make sure you’re in integrity 
with what you’re creating and 
delivering. 

Defining your own personal values is an 
important step in finding your true path. 

When you live life in accordance with your 
values, you are being true to yourself and 
can make better decisions that are easier to 
follow through with. 

When you are spending time on projects 
that are in direct conflict with your values, 
you’ll feel that something is off course in 
your life. You’ll be lacking that direction 
and satisfaction that comes from knowing 
you’re on course with your own integrity.

Work through the awareness sheet to 
uncover your top 5 personal values first.

Once you have your top 5 personal values, 
you can begin to identify how you are living 
those through your business and how they 
can be built into your brand.

They should be closely aligned...

I’ve seen business owners who’ve created 
great environments and organisations built 
around their values. 

For example - if you value health and 
wellness - making time for exercise and 
living well should be built into your 
lifestyle including your business. Working 
12 hours a day and leaving no time left 
for exercise or healthy pursuits, is not in 
alignment with your brand values.

If you value fun - having an enjoyable space 
to work with fun people would be living in 
integrity with your values.

p at h 3

Brand Values - What do you stand for?
Here’s what you can do...

11

I VALUE... MY BR AND VALUES

STEP SHEET

STEP

go t o your awareness she et s
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PERSONAL VALUES

Ident ify your key values
Make a list of things that are most important to you in your life.  Things you do,  people in your life,  places you go, anything goes here.  
They don’t have to be work related, anything that adds meaning to your life. Get to a list of 20 or more.

What is it about these things that you value? Can you distill them down into one or two words. 
What values are present or are being honoured, that make these things so valuable in my life? Do 
they bring you love? friendship?  joy? Do they challenge you? Do you like learning? Write a list here 
of words here. (See next page for a lit to get you started). Pick the words that most call to you.

Now filter them down to your top 6. Can you see any words that 
are more important than others? Can you group values and 
identify the common theme?. Cross out all the ones that you 
feel are less important . Take it back down to your 6 core values.

2. 

1. 

3. 



Abundance

Accountability

Achievement

Adventure

Ambition

Animal rights

Art

Attention to detail

Authenticity

Balance

Beauty

Belonging

Calmness

Challenge

Change

Charity

Clarity

Collaboration

Colour

Community

Communication

Compassion

Competition

Connection

Contribution

Country

Courage

Creativity

Culture

Curiosity

Decisiveness

Democracy

Diversity

Diligence

Empathy

Empowerment

Entrepreneurship

Enterprise

Environment

Equality

Excellence

Excitement

Experimentation

Experience

Expertise

Fashion

Family

Fairness

Feminism

Financial

Flexibility

Forgiveness

Frankness

Freedom

Friendship

Fun

Generosity

Global awareness

Global Peace

Growth

Happiness

Harmony

Having a voice

Having dreams

Health

Help Others

Help society

Honesty

Honour

Humour

Imagination

Independence

Influencing

Ingenuity

Inner balance

Innovation

Inspiring others

Integrity

Intellectual status

Intelligence

Introspection

Justice

Joyfulness

Kindness

Knowledge

Laughter

Leadership

Learning

Leisure

Life Purpose

Literature

Living your dreams

Loyalty

Love

Love for myself

Love for others

Making a difference

Making decisions

Massive wealth

Moral fulfilment

Music

Nature

Open communication

Opportunities

Optimism

Order

Passion

Patriotism

Peace

Performance

Persistence

Personal expression

Personal growth

Perspective

Physical challenge

Play

Pleasure

Positivity

Positiveness

Power and authority

Precision

Privacy

Professionalism

Problem Solving

Prosperity

Quality

Quality of Life

Quiet times

Recognition

Rejuvenation

Relationships

Relaxation

Reliability

Respect

Responsibility

Resolving conflict

Results

Risk taking

Romance

Routine

Security

Self-control

Self-respect

Sensuality

Simple Joy

Spirituality

Spontaneity

Stability

Standing up for yourself

Story telling

Strength

Style

Sunlight

Support

Self-care

Self-control

Sensuality

Taking responsibility

Taking risks

The big picture

Thinking time

Tidiness

Time

Tolerance

Transparency

Tranquillity

Trust

Understanding

Wealth

Wonder and awe

Worker’s rights

Workmanship

VALUES



p at h 2 STEP 11 AWARENESS SHEET

BR AND VALUES

Write your list of 6 
Personal Values here 

Identify your 
Brand Values here

How are they being expressed 
through your business? 

PERSONAL VALUES

Create your Brand Values



Now you’ve identified your 
own personal values and 
brand values, you can go about 
identifying those people that 
will appreciate and relate to 
them.

We all want to enjoy our time at 
work. And there’s nothing more 
frustrating than working with 
people who don’t appreciate us, 
or what we do. When you get 
caught in a space of working 
with, or for, people who don’t 
understand who you are, where 
you’re coming from and what 
you offer - where you add value 
- business becomes a grind and 
stressful. 

Ultimately you’ll walk away 
because at some point your own 
integrity will kick in and take 
over.

So now’s your chance to spend 
valuable time identifying 

WHO your ideal audience 
is. 

Who will actually value 
what you do enough to 
HAPPILY PAY what you 
want. 
That’s a win win, you doing what 
you love, something you CARE 
about and attracting people that 
care about it too. It’s not hard, 
it just takes a bit of patience to 
think about who is and who is 
not your ideal audience.

To really connect with your audience, you 
want to know who your best audience is. 

Over the years, you most likely have worked 
with a wide variety of people. Some of which 
are no longer relevant, some of whom you’ve 
outgrown, some you connected with betters 
than others, some you enjoyed more, some 
you enjoyed less. 

To deliver a clear offering with a clear value, 
it’s best to be clear on who values your 
offering the most and who you connect 
with the best. This section explores your 
customers from a new perspective helping 
you identify who, in a perfect world, you’d 
most like to deliver you service, knowledge, 
products and brand to and why. If you have 
an existing business, take a fresh look at 
who they are now. 

It’s important to stay connected to your 
customers and have a current database 
so you can follow their habits, likes and 
dislikes. (We’ll look at the mechanics of 
setting this up a little later in the program) 
but for now, go to your list of customers and 
just review the type of people you have. 

Pick a handful of ‘ideal’ customers. 
They might be the ones you enjoy working 
with, the ones that pay on time, the ones 
that value you, the ones that you connect 
with... Write them on the awareness sheet. 

Now select the ones you DON’T 
enjoy working with - and write 
down why...
If you don’t have a business yet... think back 
to a job you’ve had, or a previous business 
and create a list of people that ticked your 
boxes, that you enjoyed working with or 
for... and those that you didn’t... Don’t over-
analyse this right now... just play!

p at h 2

Who values you? Who is seeking what you do?
Here’s what you can do...

12

WHO NEEDS YOU?

STEP SHEET

STEP

go t o your awareness she et s
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WHO NEEDS YOU?

My ideal cust omers

I enjoy working with...

I enjoy them because...

I don’t enjoy working with...

I don’t enjoy them because...



Businesses are built on 
customers. They are the driving 
force - without them you don’t 
have one!  So it stands to reason 
that you should know them, 
relate to them, understand them 
and give them what they want!

Many people go about 
building a business 
based on what they want 
and forget about their 
customers.

Sure, we’re building a business 
based on what we love and what 
we care about - but now we have 
to connect with our audience and 
get them to care too. 

What can you share or 
show that people will  
care about?

This path is all about opening up 
the lines of communication with 
your customers

You can begin to understand 
more about... 

What they really want 
AND what they really  
need - and why there’s  
a difference.

shoes for a while. Let’s see what 
we can discover about them...

You’re going to ask them some questions 
about you and your business to define what 
they really think and what they really want.

This is for you if you have customers... 

Select a handful of customers - say 10 if you 
can. Choose some of the ‘I enjoy’ pile from 
path 12 and some from the ‘I don’t enjoy’ 
pile. You want to hear the good and the 
bad...

You’re going to contact them with a list of 
questions to get some valuable feedback 
about exactly what they think of your brand.

On your awareness sheet over the page, 
there’s a series of questions we’re going to 
ask them.  This is a generic list and you may 
want to alter them slightly. 

 
You’re going to need your list of customers 
though, so make sure you do this first in 
step 12.

If you don’t have customers yet - skip this 
path and move on to path 14.

If you’re in my VIP group I’ll be 
helping you through this part.
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Brand Audience - It’s about THEM not you
Here’s what you can do...

13

MY AUDIENCE WANTS

STEP SHEET

STEP

go t o your awareness she et s
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MY CUSTOMERS

1. How did you first hear about {your name or business name here}

2. What were your first impressions? 

3. What is it that remains most clear in your mind about  {your name or business name here}

4. What do you enjoy most about working with / being a client / customer of {your name or 
business name here}

5. How would you describe {your name or business name here} to a friend or business 
associate?

6. Have you done work with another  {your name or business name here}

7. If so, how does  {your name or business name here} compare?

8. If  {your name or business name here} were a car, what type of car would he be?

9. If you could improve anything about  {your name or business name here} what would it be?

10. Can you sum up  {..................} to me in one sentence

Cust omer Quest ionnaire

Customer Survey Questions



Think of your favourite brand. It 
might be clothing, food, drinks, 
shoes - whatever it is, something 
you’d buy just because you like it 
and you’d choose it over the others 
that sit next to it on the shelf - even 
if it costs more... (especially if it 
costs more)

Now think of 3 words that you 
could use to describe it. Maybe it’s 
bright, colourful and fun, maybe 
it’s stylish, sexy or smart, maybe 
it’s professional, amazing and 
intelligent... 

That’s a brand delivering its 
personality to you and connecting 
with you on a personal level. 
Enough for you to build a solid and 
lasting relationship with it... Yes we 
do build relationships with brands.

We connect with brands like we 
connect with people. They have 
traits and personalities that show 

us what they stand for, what they 
represent and what they believe in. 
This in turn allows us to connect 
with them on a deeper level than 
just clothes, or just a can of beer. 

By selecting a brand, it helps tell 
the world what kind of person we 
are and what we stand for. 

The total package of that brand 
delivers its messaging, products 
and services with a carefully 
devised brand strategy in place 
and that includes what kind of 
personality it will portray.

That’s what we’re going to start 
creating for you. 

Your brand personality. 

Your brand has, or will have, a personality. 
Whether you intentionally set it up with that 
in mind, or whether you just create it and let it 
evolve, it will develop habits, a look and feel, a 
personality that tells the world something about 
you and your business. 

What do you want to tell the world about you and 
your business?

It’s quite easy to shape this by giving it a bit 
of thought before you develop your image. 
Everything you put out into the world has the 
potential to build, or damage, your brand.

If you can identify what kind of personality you 
want for your brand, you will consciously choose 
images, words, graphics that help build that 
message.

There’s a bit of an art to this, but you can get 
started quite easily...

I want you to start thinking about the kind of 
brand you want to own in terms of adjectives that 
will describe you. Maybe you’d like to be strong, 
professional and smart, or maybe you’re more 
softer, friendly and creative. 

I’ve created a list of words that you can play 
with to give you some ideas and get your 
started... Pick the ones, or write words that you 
feel you’d like to use to describe you and your 
business. 

To do this you can refer back to path 2 - where you 
asked your friends and family for the three words 
they’d use to describe you. 

You can also refer to the feedback your customers 
give you in step 13.

If you’re in my VIP group I’ll be 
helping you through this part.
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Brand personality.
Here’s what you can do...

14

BR AND PERSONALITY

STEP SHEET

STEP

go t o your awareness she et s



friendly

empathy

clear

helpful

simple

inviting

sensitive

warm

authentic

trust

caring

understanding

accessible

personal

truth

attainable

achievable

consistent

helpful

supportive

enjoyable

relaxed

appealing

inclusive

open

thoughtful

safe

dependable

trustworthy

present

sensitive

grounded

natural

balanced

calm

curiosity

adventure

fresh

exploration

vibrant

freedom

Escape

Joy

refreshing

fun

let-go

enthusiastic

discovery

vibrant

bright

creative

enjoyable

colourful

energizing

engaging

passionate

interesting

purposeful

Visionary

experienced

intelligent

smart

professional

confident

effective

discerning

sophisticated

worldly

design

stylish

modern

elegant

self-assured

challenging

communicative

respected

forward-thinking

insightful

positive

character

aspirational

awareness

objective

impartial

inspiring

uplifting

soulful

conscious

purposeful

individual

flow

harmonious

gracious

meaningful

purposeful

depth

Outspoken

Forthright

No BS

Cutting Edge

Innovative

Individual

Perceptive

Controversial

Unique

Independent

Personal

Anti-Spruker

Decisive

Bright

Objective

Ethical

Passionate

Impartial

Matter of Fact

Positive

Wealth

Rock Solid

Smart

Strong

Knowledgeable

Informed

Credible

Results

Detailed

Accurate

Proven

Performance

Authentic

Valuable

Thorough

Serious

Informative

In-Depth

Facts

Analyical

Human

Comprehensive

Factual

Solid

Performer

Reason

Evidence

Practical

Matter of Fact

Considered

Realistic

Clear

User Friendly

Accessible

Easy to read

understandable

Cost effective

Consistent

Safe

Reliable

Conservative

Trustworthy

Honest

Personal

Trusted

Integrity

Approachable

Respected

Concise

Practical

Familiar

Clean

Painless

Efficient

Top Quality

High Standard

Professional

Confident

Experienced

Polished

Prestige

Excellent

Expert

Class

Precision

Professionalism

Priceless

Ahead of the curve

Respected

Leader

Graceful

Easy

Expressive

Joyful

Relaxing

Grounded

Colourful

BR AND PERSONALITY



p at h 3 STEP 14 AWARENESS SHEET How would you describe yourself and or your business.  
Think of some words you’d like to describe your business, both now and in the future.

BR AND PERSONALITY

Words from
Path 2, Step 9

Words from
Path 3, Step 13

Some words I like
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BR AND PERSONALITY

Now see if you can cluster them 
into 4 groups with a word that 
describes each group and write 
them here!

Brand Personalit y Mat rix



The great thing about brands is 
that they don’t always have to 
be limited to where you are at 
now with your business. They 
need to be a true and accurate 
representation of who you 
are and what you offer - not 
overpromise and under deliver 
- but they can also be used to 
entice you and your customers 
into a bigger, more aspirational 
space.

I like to build brands that people 
can grow into. Brands that 
reflect a promise for the future 
for you and your customers.

These are called aspirational 
brands. They make you aspire to 
be more, do more... Believe more 
about yourself. 

This is where you can start 
thinking a bit bigger for your 
brand in terms of where your 
brand can take you.

A brand has the capability of 
making a brilliant business look 
terrible and a terrible business 
look brilliant. It can make a 
small look big and a big business 
look small.

And it’s important to remember 
it’s not always about what 
you like. In fact it’s mostly 
never about what you like. 
Without a clear strategy to your 
presentation, you run the risk 
of delivering stuff that you like 
rather than stuff that works. 

We’re going to do a bit of a brand audit.

(You will need to complete paths 11-14 first)
Take a look at your current brand. Look at 
your logo, your images, your graphics - your 
words - anything you have that you use 
to deliver your messages. Gather all your 
materials in one place and review them with 
an open mind. Ask yourself the following 
questions:

1. Does it reflect my desired personality traits?

2. Does it reflect my values?

3. Does it say clearly who I am, what I do

4. Does it speak to my desired audience? If so, 
what does it say? 

5. Is this brand an aspirational one for you 
and your customers. Do you feel inspired and 
motivated to be better, learn, grow and develop 
when you look at your brand? Or do you think 
that you could outgrow it? Does it work for now? 
but not really reflect where you could be in the 
future?

Now do the same thing with your trusted 
colleagues that gave you feedback in path 2. 
Ask them for their honest feedback on how 
your brand comes across.

Collate your feedback on your awareness 
sheet over the page - we’ll talk about these 
more in your personal session.

p at h 3

Brand Vision - where can your brand take you?
Here’s what you can do...

15

GROWING INTO  
YOUR BR AND

STEP SHEET

STEP

go t o your awareness she et s



GROWING INTO  
YOUR BR AND

p at h 3 STEP 15 AWARENESS SHEET

BR AND PERSONALITY

Brand Audit

1. Does it reflect my  
desired personality traits? If so, 
which ones and how?

2. Does it reflect my values?
If so, which ones and how?

3. Does it say clearly  
who I am, what I do. 

4. Does it speak to my desired 
audience? If so, what does it 
say and to whom?

5. Is this brand an aspirational one for you and your customers. Do you feel inspired and motivated to be better, learn, grow and 
develop when you look at your brand? Or do you think that you could outgrow it? Does it work for now? but not really reflect 
where you could be in the future?



p at h 3 CLARITY SHEET

What I’d like to do, change, act on...

What I noticed in Path 3

What are my brand values?

What are my top 4 brand personality traits?

11

12

13

14

15

STEP

STEP

STEP

STEP

STEP

Brand



p at h 3 CHECKLIST

Use this simple checklist to 
make sure you don’t miss any 
important steps in your journey!

BRAND 
VALUES

•  Personal 
Values

•   Brand  
Values

11STEP

12
WHO VALUES 
YOU?

•  I enjoy 
working  
with

STEP

BRAND 
VISION

• Brand Audit

15STEP

BRAND PERSONALITY

•  Gathering  
words

• Brand Matrix

14STEP

BRAND 
AUDIENCE

•  Customer  
Survey

13STEP

Brand



Your fourth path,  
Personal Conscious
will be available in one 
week after you received 
Path 3.

Your complete 
wellness journey,  

mind, body 
& soul.

Pat h
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