
1

Finding your 
Unique 

Brand Essence

Pat h

6

Brand



2

Hold Up!!! 
Take it easy... Be nice to yourself
Congratulate yourself!
You’ve learned more than most 
will ever take the time to do!

next

This is a long journey... and what you’ve covered in the last 5 weeks has taken 
me years to learn, distill and deliver. Take the time now to congratulate yourself 
for sticking with it and give yourself a break!

We’re in the last path of the Conscious phase - after this you will have reached 
one of the major milestones in the program so it’s very natural to take some 
extra time to get to this point.

What I’m delivering here will be new and take some time to understand and 
apply to your own business and brand. 

You’re breaking new ground. What you’re creating is something new and 
exciting and creation takes time and it takes space to evolve. 

If you’re feeling a little overwhelmed and struggling to keep up, don’t worry... It’s 
a journey to be enjoyed and lessons to be absorbed, and it’s not going anywhere 
so take it easy!

Don’t force it. Let go of the struggle. Let it flow!
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Online Resources

next

Case studies, examples and 
essential tools for every 
step of each path on your 
branding journey.

bigvisionbabysteps.com/brandbackpack

backpackbrand
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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 cre-
ate a joyful business path. 

•  You began to eliminate your 
‘should’s’ 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 be-
gan to craft a business vision.

Path 3...
•  You were introduced to the 

basics of branding and how to 
build a brand

•  You explored your own Brand 
Values 

•  You began to define your 
Brand Personality

•   You looked at identifying 
your ideal customers

•  You started to craft a Brand 
Vision, where you want your 
brand to take you

You’ve gained some valuable clarity
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Let’s 
recap

next

In Path 4
You learned how to...

•  Make healthy choices  
that support you

•  Build a personal foundation  
that’s strong enough to carry  
you forward

•  Listen to your higher self and  
find your personal flow.

• What it means to be ‘whole’

•  Take care of your complete  
self - mind, body & soul.

•  Choose an ideal lifestyle that  
aligns with your personal,  
business and brand vision.

In Path 5
You learned...

•  Work with what is. Build a business around 
the constraints and practicalities of your 
personal position.

•  How to choose what to focus on in your 
business, what ticks all the boxes

•  The power of knowing your audience

•  How to get to the heart of your  ideal 
customer, what they really want

•  How to turn your business into a ‘force for 
good’ in the world to make significant impact 
and lasting change.

•  Select your Ideal Customer and really get to 
know them

You’ve started to regain consciousness
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•  Personal  
Vision Board

 

•  Defined  
Business Goals

•  Clear & Compelling 
Business Vision

 
•  Brand Personality 
• Brand Values
• Ideal customers

•  Personal  
Wellness Plan

•  Lifestyle  
Checklist

• Ideal Offerings

•  Ideal Customers

 
•  Business Position
•  Brand Promise
•  Brand Voice & Tone
•  Unique Brand Essence

•  Creative  
Expression

•  Creativity  
Plan

•  Guilty pleasure  
Cheat Sheet

•  Creative  
Capture plan

•  Brand Platform
• Brand Creative Plan
•  Brand Mood Boards
• Brand Style Sheet

•  Personal  
Growth Plan

•  New-found  
Confidence 

•  Communication  
Plan

 
•   Growth Plan
 

• Brand Asset List
•  Brand  Touch Points
•  Key Brand Messages 
•  Brand Team Wish list
•  Creative Brief  

Templates

•  Commitment  
Sheet

•  ‘Get Yourself Out  
There’ plan

•  Abundance Plan

• Elevator Pitch

 
• Brand imagery guide
• A marketing plan outline
• 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)
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You will learn how to...

next

•  Position yourself in a clear space that identifies the value you deliver

• Research your industry

• Seek out your competitors

•  Create a promise you can deliver on every day

• Speak in your brand voice

• Nail your brand essence - the bit that makes you different!

• A business position snapshot

• Unique Brand Essence

• A Brand Promise

• Your Brand Voice

In this 
path

Pat h

6

You’ll 
get

Brand
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BRANDING IS ALL ABOUT GETTING YOUR 
VOICE SEEN AND HEARD…

by the right people.  

But how do you get your voice out there when 
there are so many voices all demanding to be 
heard? 

The answer lies in the sweet spot between 
what you do best, what your customers most 
value and where you can really shine. It must 
be something that is real and relevant to your 
customer, that connects with the very core of 
what your customers want AND be something 
that you do differently, easily, enjoyably and 
authentically and ‘ownable’ by you. 

That holds the secret to your Brand Essence, 
and that’s the focus of this path. 

Once you define it, it filters out into 
everything you do, naturally, unforced, 
as a promise you can deliver easily and 
enjoyably. As real value that is tangible to your 
customers

In your brand voice, how you’re seen and 
heard. It becomes what you are remembered 
for and why they will choose you. It’s the 
reason they will keep coming back and 
the reason why your brand will stand out.

Your essence is what sets you apart from 
the multitude of other people who offer, 
well, pretty much the same thing you do. 
On the surface, it’s a few words that sum 
up your brand. But these few words, if 
created well, will drive every part of your 
business and give you a deeper meaning 
and drive behind your business, one 
that your customers will connect and 
engage with and one you can deliver with 
excitement and pride.

Often crafted into a tag line, sometimes 
just an underlying theme that is filtered 
through your business through multiple 
touch points, it will reflect what you 
stand for and what you do that’s 
different.

Why do I need a Unique Brand Essence?

next

p at h 6 INTRO Brand
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In Path 3, Brand Clarity, I introduced 
you to the secret code to defining your 
brand essence. Here it is again...

In this path we’re going to distill 
down all the information we’ve been 
gathering and fill in the blanks to find 
out what your brand essence is.

WHAT YOU DO BEST

We’ve explored elements of your 
brand that are at the core of who 
you are and what you do. That 
includes your brand values and brand 
personality. These are what drives 
you, your business and your brand, 
they can’t be made up and the most 
likely won’t change.

It’s what makes you, YOU!

You’ve got other things that make you 
different, they’re called your Unique 
Selling Points, we’re going to explore 
those now too.

WHAT THEY MOST VALUE

We’ve examined your customers, 
selected an ideal brand customer and 
got to know them a whole lot more.

We’re going to extract the most 
interesting and relevant needs and 
desires that you can help fulfil in your 
business offerings.

GAP IN THE MARKET

And then we’re going to find your gap 
in the market. You’re going to study 
your industry, take a look at your 
competitors and see where you fit.

So let’s start with finding a gap and 
your position...

What’s your Unique Brand Essence?

next

p at h 6 INTRO

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
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Finding a place to shine...

next

p at h 6 INTRO Brand

The last thing we need to consider before 
nailing your brand essence, is to explore 
your industry and make sure you have a 
thorough knowledge of who’s out there 
doing what you do, or something similar - 
the choices your ideal customer has apart 
from you.

It can be a little overwhelming, especially 
in this globalised world online, it can seem 
that there’s no room left for you and what 
you do. And if there is, how on earth do you 
stand out and be seen and heard and get 
your ideal customer to buy from you?

With a bit of thought and consideration, 
you can begin to see how and where you 
can place yourself to stand out and offer 
something unique and more compelling.

Knowing your competitors and your 
industry allows you to choose a clear space 
for you to shine. To craft your offerings, 
and develop your Brand Essence into 
something that no-one else is offering, so 
that you shine like a beacon to those that 
are seeking what you offer.

To understand how your market and 
industry is shifting and changing 
also means you can stay on top of 
trends, be prepared for upcoming 
opportunities and create products 
and services that are relevant and 
engaging now and in the future. 
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EXPLORING 
MY BRAND ESSENCE

CREATING MY 
BRAND ESSENCE

FINDING MY PLACE

MY BRAND VOICE

BRAND PROMISE

What I do best
What they really want
A gap in the market

The sweet spot
Extracting the essence

My Industry
My Competitors
My Position

Speaking in my voice

26STEP

STEP

STEP

STEP

STEP

Finding your Unique Brand Essencep at h 6 Brand

27

28

29

30

PATH GUIDE

This path helps you pinpoint your Unique 
Brand Essence - the secret spark that is at the 
heart of everything you do. We’ll review all 
the research and gathered information and use 
it in a simple formula that will help uncover 
the element that will become your main point 
of difference.

We’ll create a voice that will set the tone of 
your brand and create a promise that you can 
easily deliver on every day.

What can I deliver 
every day
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Have you ever thought about 
why your customers choose you 
over someone else?

What makes you different?

What makes you  
stand out?

To know the answer to that you 
need to know and understand 
your industry and look at who 
else is offering what you do.

By understanding your 
industry and your competitors, 
you can find a clear space to 
deliver something fresh and 
unique built around your 
strengths and you can consider 
how to price your offerings. 

If you know that your 
competitors are offering and 
what they’re charging, you 
can confidently deliver yours 
knowing that you are offering 
more, or different, value and 
can charge accordingly.

Let’s get to know your industry 

What’s happening now and what’s 
changing? 

What’s affecting it on a bigger scale 
that might have an impact on your 
businesses future success?

Who else does what you do? 

What do they do differently? 

What do they offer?

How are they delivering it?

Where does that leave you?

How do you stack up against  
your competitors? 

Are you positioned in a clear space 
based on the value you offer? 

How are your products and  
services being charged? 

Do you need to change it?

Find your place...Who are my competitors?
Here’s what you can do...

26

STEP SHEET

STEP

p at h 6

go t o your awareness she et s

MY COMPETITORS

MY INDUSTRY MY POSITION
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STEP 26 AWARENESS SHEETp at h 6

What are any industry trends that could 
affect the success of your business? 

might include new legislations, current 
trends that people are following, good 
or bad publicity, economic factors, 
international , national or local events, 
anything that shifts people’s perceptions 
about spending their money on someone 
like you.

Think a little more creatively. We are 
looking to not only see who you are directly 
competing with, but also those that offer a 
different solution.

For example, you might offer massage 
therapy. If your customer’s problems include 
headaches and back pain, your competitors 
will also include chiropractors and other body 
treatments. 

Spend some time researching your industry. 
Familiarise yourself with what’s going in 
around the world. Think about your list of 
offerings (from step 23) and ask yourself:

• What industry are you in? 

• What industry fields do you compete in? 

•  Who else might your customer choose  
to solve their problems?

• Where else might your customer go to find 
inspiration for what they’re looking for? 

WHAT INDUSTRY? THINK BROADLY INDUSTRY TRENDS

MY INDUSTRY
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Their 3 top of mind problems are... (Take this from Step 24)

My Ideal Customer is... (Write it here)

2. 

1.

3. 

4. 

5. 

STEP 26 AWARENESS SHEETp at h 6

MY COMPETITORS

Where and who they would go to, to solve their problems.... (apart from me)

Why they would choose them over me? What do they do differently? Better?

Why would they choose me them over them?

What do I do better, differently?
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The positioning matrix will help 
you visually see where you sit 
against your competitors based on 
price and value for money

It will also help us when designing 
your image, ensuring you convey 
the expectations of your brand at 
the appropriate value.

Plot your competitors and then plot 
yourself on the grid.

Where are you now?

Where would you like to be?

STEP 26 AWARENESS SHEETp at h 6

MY POSITION

TOO GOOD 
TO BE TRUE

LO
W
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U

A
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M
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A
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T
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H
IG

H
 Q

U
A
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T

Y

BARGAIN

CHEAP & 
CHEERFUL

LOW PRICE MID PRICE HIGH PRICE

GREAT 
VALUE

GOOD 
VALUE

POOR VALUE

REASSURINGLY 
EXPENSIVE

OVERPRICED

NOT HAPPY!
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Work you way through the 3 
questions on the following 
awareness sheets.

As you work your way through 
the questions, you might like 
to consider setting some time 
aside to actually speak with your 
customers, or people you’d like to 
be your customers!

Ask them what they think! Set up 
some interviews and explore first 
hand what they think

Here’s what you can do...

27

STEP SHEET

STEP

p at h 6

So now we have 
investigated you, your 
business, your offerings, 
your customers and your 
competitors, it’s time to 
input the information 
into the formula to 
identify your unique 
brand essence.

We’ve already identified 
key insights from each 
module. We’re going to 
take these notes now and 
distill them through this 
brand creator filter! 

It’s simple but effective 
way of highlighting your 
brand essence. You simply 
look at what you do 
best, see where that fits 
with what your audience 
wants, compare it with 
a gap in the market and 
you’ve found your unique 
brand essence. Simple 
right?

Exploring My Brand Essence

WHAT I DO BEST

WHAT THEY VALUE

GAP IN THE MARKET

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

Brand
Unique

Essence
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STEP 27 AWARENESS SHEETp at h 6

Take a recap now...
Take the time now to review some of your 
past awareness sheets. That’s where you’ll 
find all the answers. You’ve already done 
all the research, now you just have to put 
your creative hat on and get thinking a little 
deeper....

Consider some of the things that you do well 
in your business across all of your offerings.

They don’t necessarily have to be unique, just 
important elements of you or your business 
offerings. Something you enjoy doing and 
can continue to do easily.

It might be something you’re already doing, 
or it might be something you can add or 
change based on what you’ve discovered in 
your research.

You’ll see examples as you work your way 
through

Get your answers from  
these awareness sheets:
Path 2, Step 9 - Is there something that 
makes you stand out in your field, your 
experience? your story? your strengths? 
You might be a personal trainer and be a 
champion athlete in your region. 

Path 2, Step 11 - Your values are part of who 
you are and what you do. Do they create a 
point of difference in your industry? Are you 
the caring dentist or the fun accountant?

Path 3, Step 14 - Your dominant brand 
personality makes you unique too.  
Are you the loud and proud designer or  
the quiet leader? Are you more empathetic 
and caring? You might offer copy writing  
and be excellent at getting people to open  
up and share their story. Review the 4 
personality traits you defined and select 
one that would appeal most to your ideal 
customer.

Path 5, Step 21 and 22 - Your offerings 
are an important part of what you do. 
What makes your offerings different? Is it 
what’s included? Is it how they’re delivered? 
You might be an artist and specialise in 
photographing wildlife in extreme detail. You 
might own an online shop and have a series 
of special gifts you give away. 

Think about what you’re offering now and 
what you could offer, how you could adjust it 
slightly to make it different, or better - add 
more value to your audience?

Path 6, Step 26 - How do you solve your 
customer’s top 3 problems?

Consider anything that you identified as 
doing differently against your competitors. 
You might be simply better priced, or you 
might offer a free cup of tea with every 
massage! 

Think carefully but creatively... there will be something you are 
doing that makes you better, different, quirky... that makes you 
YOU! Write your observations on the following sheet:

WHAT I DO BEST
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STEP 27 AWARENESS SHEETp at h 6
Write down as many items as you can 
here about what you do in your business 
that you think might be relevant

Don’t forget to ask your 
ideal customer what 

they think! 

Set up some interviews 
and explore first hand 

what they think!

What I do well
or differently 
or better than 

anyone else

My dominant brand 
personality is/are

My signature 
strength is

My values are

WHAT I DO BEST
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STEP 27 AWARENESS SHEETp at h 6

Keep recapping...
Now take a look back at everything you’ve 
learned about your customers.

That’s your IDEAL customers... mainly, 
although sometimes looking at those that  
are NOT your customers give you great 
insights too about who you DON’T want.

Look for everything that is relevant about 
what they want and how it relates to what 
you offer and what you CAN offer.

Don’t try to censor here too much, just 
write down anything you think is relevant. 
Sometimes the simplest observation  
provides the best insights.

Get your answers from  
these awareness sheets:
Path 3, Step 12 - When you looked back at 
your customers, you chose those you enjoyed 
and those you didn’t. What made them 
different? What do you know about these 
people that feels important to you?

Path 3, Step 13 - You asked your customers 
what they thought in the questionnaire / 
survey. 

What did they say? Look for the nuggets of 
information that stand out as being honest. 
Where they go to the heart of what they 
REALLY want. Their deepest pains. Their 
biggest frustrations. Their deepest desires. 

Path 5, Step 23 - Review your ideal 
customers. What do you notice about them 
that stands out as being something ideally 
suited to what you offer.

If you’re offering accounting services that are 
bespoke and highly tailored in their home 
and your ideal customer values personal 
service and doesn’t like to waste time on 
driving.

Path 5, Step 24. What does your ideal 
customer want? What are their 3 top of  
mind problems? 

We’re looking for a relevant problems you can solve, or desires you can fulfil. 

How you can add value in a memorable way?

Write your observations on the following sheet:

WHAT THEY VALUE
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STEP 27 AWARENESS SHEETp at h 6
Write down as many items as you can 
here about your ideal customers that you 
think might be relevant

Don’t forget to ask your 
ideal customer what 

they think! 

Set up some interviews 
and explore first hand 

what they think!

What my  
customers 

really value, 
need, desire

My Ideal Customer is... (Write it here)

They are... (5 adjectives)

They want

They need

They enjoy

They value

Their problems

WHAT THEY VALUE
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STEP 27 AWARENESS SHEETp at h 6

One more time...
Now we’re going to recap what you’ve learned 
about the industry and competitors.

What’s missing?

What’s changing?

What are you doing that they’re not?

Where do you fit? 

Get your answers from  
these Paths
Path 6, Step 26 - What have you noticed  
in your industry as being missing?

Where is there an opportunity to  
add more value?

How can you do something differently?

Where’s a gap in t he market ?

Write your observations on the following sheet:

GAP IN THE MARKET
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STEP 27 AWARENESS SHEETp at h 6
Write down as many items as you can here about 
the industry that you think might be relevant Don’t forget to ask your 

ideal customer what 
they think! 

Set up some interviews 
and explore first hand 

what they think!

A gap in the 
market

What’s missing

What’s needed

What’s changing

Where can I stand out?

GAP IN THE MARKET



23

What we’re doing now is 
matching your strengths and 
differences with something your 
customer truly values.

Something you can deliver  
every day, through everything 
you create. It’s like a sweet spot 
that is something that you 
and only you do. That you can 
begin to craft as your unique 
difference.

An essence, an idea, a value that 
your customer can recognise 
that will drive their purchasing 
decision and make them realise 
they are with the right business.

Then we begin to distill it down 
to just a few words that you can 
use to pinpoint that essence and 
drive it through everything you 
do.

This may take time to identify 
and a few goes at experimenting, 
but it’s doable and essential to 
moving forward with your brand 
creation journey!

Here’s what you can do...

28

STEP SHEET

STEP

p at h 6

go t o your awareness she et s

Now you have your key 
insights written down, 
we can start to play with 
them and pinpoint some 
potential creative routes 
for your Brand Essence.  

This is a bit of an art, but 
it’s not a mystery.

With a bit of practice, you 
can begin to see patterns 
emerging that direct you 
towards a unique ‘spark’ 
that you feel you can 
embed in your business as 
part of your unique brand 
essence.

We’ll look at some 
examples as we go along.

Creating My Brand Essence - Finding the sweet spot

THE SWEET SPOT EXTR ACTING 
THE ESSENCE
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STEP 28 AWARENESS SHEETp at h 6

THE SWEET SPOT

A gap in  
the market

My  
customers value

What I do well
or different or better

1 2

1. .......................................................

2. .......................................................

3. .......................................................

4. .......................................................

5. .......................................................

1. .......................................................

2. .......................................................

3. .......................................................

4. .......................................................

5. .......................................................

1. .......................................................

2. .......................................................

3. .......................................................

4. .......................................................

5. .......................................................

3

FINDING THE SWEET SPOT

•  Write your top 5 comments in each of 
the 3 circles. Select them by instinct 
at this stage. Choose the ones that 
feel right, that really speak to you in 
some way.

•  Highlight the comments in circle 1 
- which ones feel like your strongest 
assets, the ones you connect with the 
most, the ones you’re totally happy 
to deliver every day, the one you’d do 
even if you weren’t getting paid for it!

•  Highlight the comments in circle 2 
Which ones ‘FIT” with your chosen 
comment from circle 1. Which one 
would they most value?

•  Find the sweet spot that overlaps, 
something that they value and you 
want to deliver. That is where your 
point of difference should originate 
from. 

•  Now, check it against the circle 3. 
You’re looking for a promise that 
someone else in your field doesn’t 
already ‘own’ . 
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STEP 28 AWARENESS SHEETp at h 6

EXTR ACTING 
THE ESSENCE

DISTILL, SIMPLIFY & DEFINE

•  Once you have some idea of  the 
most insightful connections 
between what you do and what 
they want!, you can begin to 
edit the words down to a simple 
statement that really gets to 
the heart of what your unique 
difference is.

•  And then you can play with your 
unique brand essence - distill your 
idea into a few simple words that 
reflect your idea. This will become 
your brand essence. A gap in  

the market

My  
customers value

What I do well
or different or better

1

3

2
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Need more help?

next

You don’t have to go it alone. Find 
out about a bespoke
Brand Creation Workshop
tailor made for your business.

or a collective
Brand Spark Workshop

sandy@tempolifestyles.com
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Here’s what you can do...

29

STEP SHEET

STEP

p at h 6

go t o your awareness she et s

Your brand ‘speaks’ 
to your audience 
every day. 
Think about your 
favourite brands. Are 
they soft and homely? 
or courageous and 
adventurous? Are they 
forthright and clear or 
are they more gentle and 
encouraging?

Chances are you feel 
connected to the brands 
that speak in a tone that 
you are comfortable 
with, using language you 
understand.

Often, without thinking, 
we end up speaking to our 
audience using technical 
terms, or in a manner 
that might confuse or 
alienate them.

Finding a tone of voice 
that you can use across 
all of your material and 
communication helps 
standardise and create 
a brand that is familiar, 
safe and appreciated.

It will also assist when 
other people begin to 
create material for you - 
giving them a guide as to 
how your brand speaks, 
rather than leaving it up 
to chance.

Finding a few key terms is a great way 
to begin building your brand’s tone of 
voice.

I’ve created a scale that you can use 
to develop relevant levels for you and 
your brand.

Brand Voice

MY BR AND VOICE
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we’re not loud, but we’re not soft either. We need to be heard but we don’t need to shove it at them!loud soft

STEP 29 AWARENESS SHEETp at h 6

MY BR AND VOICE

How do you want 
your brand to ‘speak’? 
Select words from your 
personality page and 
create a sliding scale of 
how your brand delivers 
itself.

Mark your ideal brand 
voice on the sliding scale 
with an x.

EXAMPLE...
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Here’s what you can do...

30

STEP SHEET

STEP

p at h 6

go t o your awareness she et s

A brand is built 
on delivering on 
promises...
Slowly, over time we 
build trust and develop 
relationships with our 
customers by what we 
deliver and also how we 
deliver it.

Think about your 
favourite brands - what do 
they reliably deliver?

Safety? Fun? Taste? 
Learning? Joy? 

Sure, we’ll forgive them 
once, maybe twice if 
we have enough brand 
loyalty, but after that 

- we’re on to the next 
person offering more. And 
that brand loyalty takes 
time to build.

Try to think wider than 
just delivering a product 
or a service - you need to 
focus on delivering an 
experience... 

A feeling, a need

Harley makes you feel 
young and part of a tribe.

Chanel makes you feel 
sophisticated

Mercedes makes you feel 
elite and that ‘you’ve 
arrived’

Your brand promise is an extension 
of your brand essence and it’s really 
important to make sure you create a 
brand essence that’s easy to deliver 
on. 

If your brand essence is all about 
‘playing fair’  - your brand promise 
will show how you deliver on that.

Create a Statement
A statement that will help you focus 
on what you need to deliver each and 
every time, so no matter what your 
product or service is, you can follow 
through and deliver your promise.

Brand Promise. What can your brand deliver every day?

MY BR AND PROMISE
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STEP 30 AWARENESS SHEETp at h 6

MY BR AND PROMISE

What can you deliver on consistently?

What do you do easily and effectively?

Why do people come back?

What would you NEVER do?

What would you ALWAYS do?

How will your customers ALWAYS feel 
after they’ve done business with you?

What is the end benefit that your 
customer will enjoy as a result of 
interacting with your brand?

What service or function does your 
business provide that they perceive no 
one else does?

Combine this into a simple paragraph 
or sentence that conveys to you and 
your audience what your brand promise 
is.
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CLARITY SHEET

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

What I noticed in Path 6

Do I have a Brand Promise?

Have I created my Brand Essence?

Have I defined my brand voice?26

27

28

29

30

STEP

STEP

STEP

STEP

STEP

p at h 6
Brand
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EXPLORING 
MY BRAND ESSENCE

CREATING MY 
BRAND ESSENCE

FINDING MY PLACE

MY BRAND VOICE

BRAND PROMISE

What I do best

What they really want

A gap in the market

The sweet spot

Extracting the essence

My Industry

My Competitors

My Position

Speaking in my voice

26STEP

STEP

STEP

STEP

STEP

27

28

29

30
My Brand Promise

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

CHECKLISTp at h 6
Brand
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Your seventh path,  
Personal Creativity
will be available one week 
after you received Path 6.

1

Finding and 
enjoying your 

complete,  
creative self

Pat h

7

Personal

Pat h

7


