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Building an 
authentic brand 
that reflects you

Pat h
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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 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...

•  How to 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

•  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

•  Select your Ideal Customer and 
really get to know them

In Path 6
You learned...

•  How to position yourself in a 
clear space that identifies the 
value you deliver

•  How to research your industry

•  How to seek out your 
competitors

•  How to create a promise you 
can deliver on every day

•  How to speak in your brand 
voice

•  How to nail your brand essence 
- the bit that makes you 
different!

You’ve regained consciousness
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Let’s 
recap

next

In Path 7
You learned how to...

•  Value yourself more. To have faith 
in your own ideas and what they’re 
really worth.

•  Self Expression. How to let your 
true self be seen and heard. 

•  Being Creative. How to be creative - 
your way

•  How to stay true to your own ideas 
and eliminate distractions. 

•  How to find joy in the creative 
process

•  How to let go of clutter and make 
space for creativity

In Path 8
You learned how to...

•  How to create a business that feels 
like ‘Your Guilty Pleasure’.

•  Creating ‘Inspired Offerings’ that 
inspire you and your customers.

•  How to choose and create a business 
that works for YOU,  
not trying to please everyone

•  How to create leverage  
through your talents

•  How to create a customer avatar

•  How to eliminate overwhelm and 
chunk it all down into baby steps.

•  How to Capture moments of clarity 
to carry you forward.

•  How to say NO to those things that 
will take you off course

You reclaimed your creativity
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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

•  Creative  
Expression

•  Creativity  
Plan

•  Guilty pleasure  
Cheat Sheet

•  Creative  
Capture plan

•  Brand Essence 
• Brand Platform
• Brand Assets list
•  Brand Team Wish list
• Creative Brief

•  Personal  
Growth Plan

•  New-found  
Confidence 

•  Communication  
Plan

 
•   Growth Plan
 

•  Brand  Touch Points
•  Key Brand Messages 

•  Commitment  
Sheet

•  ‘Get Yourself Out  
There’ plan

•  Abundance Plan

• Elevator Pitch

 
• Brand imagery guide
• Marketing plan outline
• 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

• Fine tune your brand essence statement

• Prepare your brand platform

• Select what Brand Assets you need to create 

•  Build your creative team

• Prepare briefs to guide your creative team

•  Brand Essence Statement

• Brand Platform Template

• Brand Assets list

• Creative Brief Template

In this 
path

You’ll 
get

Pat h

9
BR AND



7

This path is where your business begins to 
take shape visually and it’s like the icing 
on the cake. You’ve developed a really solid 
base with a clear business direction, you’ve 
consciously chosen your products and services 
and hand-picked an audience you want to 
work with, now it’s time to design the visual 
elements that will deliver the messages. 

It’s a very rewarding part of the journey - you 
can now move into deciding what your brand 
is actually going to look like with a very strong 
idea of why. 

The aim of this path is to give you a really solid 
guide on the whole creative process so you can 
navigate your design phase with ease. 

Having worked in the design industry for 
about 30 years, I’ve seen the ins and outs 
of exactly what it takes and know pretty 
much all of the pitfalls and areas of potential 
frustration.

Over the next few ‘Brand’ paths, I’m going to 
walk you through the process so you will be 
confident managing your own design process, 
selecting your own design team and briefing 
and directing creative designs that works for 
you.

The brand creative is usually what most people 
associated as ‘being’ the brand. Of course by 
now you know that the holistic approach to 
branding is a sum of something far greater 
and it’s often a lot more about the substance 
behind the image, than the image itself. But 
of course the visual aspects of a brand are still 
very important.

So knowing the ins and outs of the creative 
process is really going to help you get the 
visual identity that will help you be seen and 
heard. You’ll be developing and designing a 
package of products that you can launch into 
the world that are inspiring and inviting and 
connect with your audience and reflect your 
message. 

Brand Creative - what’s it all about?

next

p at h 9 INTRO Brand
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One of the biggest questions I want to address 
is the idea of hiring a professional designer, 
or designing things yourself. I honestly think 
there is room for both, but it’s wise to know 
when and why each one is a good choice for you.

DIY. There are so many avenues today for DIY. 
With the rise of the internet and accessibility 
to so many low cost, simplified processes, tools 
and software, there are ways of learning to do 
pretty much anything yourself. Of course this 
line of choice does not come without its pitfalls 
and has some serious limitations.

If you’re just starting out and need a really 
simple ‘get started quick’ solution, have a low 
cost product or service and one simple audience, 
you can look at creating your own identity and 
web site and learning as you go. 

But if you want a sustainable, professional 
solution that you can grow into and deliver 
with confidence then you have to take the 
plunge and ‘Go Pro’.

GOING PRO. Having a professionally designed 
visual identity is always going to be my 
recommendation - no matter where you are or 
what you’re offering. 

If you’re on this course and got this far, you’re 
obviously serious about your business and 
making it work. You’re passionate about what 
you do and want to express yourself with 
integrity. Investing time and money with 
professional consultants will help you deliver 
your offerings with the same professional 
approach and care that you deliver with your 
services. 

You can look at the design phase as another 
integral step in the creation and delivery of 
your offerings. If you’re selling products, you’ve 
sourced and purchased the best ingredients of 
elements to produce them. How you package 
and deliver them is just as - if not more critical - 
than what they’re made of. If your products are 
filled with integrity, love, professionalism, skill, 
knowledge  and value - then your packaging 
and design should be too.

Going Pro or DIY?

next

p at h 9 INTRO Brand
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If you’re building a brand, it’s probably worth 
mentioning now, that it’s never ‘finished’.

A brand in a constant state of evolvement – or 
at least it should be. If you can enjoy adapting 
and growing with your brand, you’ll enjoy the 
creative process and have a rewarding business.

Standing still today in business is not possible. 
The world is changing faster than ever, and 
with it are our customer’s expectations. So 
your business and your brand must keep up 
or die. The good news is that it’s not hard, it’s 
just being consistent and listening. But it’s also 
being brave and being creative and being new 
and being fresh. And it’s not being satisfied 
with what you’ve created – but constantly 
adjusting, growing, developing, tweaking. Of 
course that’s not to say you’ll have to change 
every part of your brand design constantly, it’s 
just more about keeping it fresh and keeping 
it relevant and listening to your audience. And 
if you’re not precious about getting it perfect 
and are happy to allow it to evolve, then you’ll 
be more comfortable with making decisions to 
move forward now and updating later.

What stage of brand building are you at?

1.  Just starting out - need a complete brand 
identity design and associated materials.

2.  Going Pro. Created something simply, maybe 
yourself or with the help of a ‘friend’, would 
like to upgrade your design and ‘Go ‘Pro’.

3.  Expanding and growing. Quite happy with 
your brand design in general, but need some 
additional materials.

4.  Refresh and renew. Have things in place but 
need to consider updating to stay current.

4.  Rethinking your direction. You’re changing 
direction with your business and need to 
update to stay relevant.

Wherever you’re at... this path will give you 
the key elements to know to get you moving 
forward.

What stage are you at?

next

p at h 9 INTRO Brand



10

A brand, when carefully crafted and lovingly 
created, will provide you with a platform for 
growth that you can continue to enjoy for 
many years to come. It gives you a framework 
for delivering your message and an organised 
approach to delivering your products and 
services.

The lovely thing about having your brand all 
sorted, is that it makes you feel organised. 
When you know what you’re going to use 
for your templates, your decisions become 
simplified and you can get on with enjoying 
your business, rather than worrying about your 
next design or piece of collateral. 

There’s many different elements that come 
together to build a successful, cohesive brand 
and when done well, it’s highly rewarding and 
satisfying to see it all come together.

You have an organised selection of materials, 
guides and pre-made decisions that you can 
pick and mix from and start delivering your 
message confidently and clearly.

But to get to that point, there’s a few people 
and methods that need to work together, and 
if you’re not careful, you can get confused and 
distracted by all the well wishing professionals 
all selling and telling you something different.

And it gets more confusing every day, with so 
many more facets of branding coming into play 
in the digital world and in the real world.

It takes time to learn and create everything you 
want, so it’s best to start with what you need 
and work from there.

In this path I’ve also given you a big picture 
view of some of the different choices and 
elements that you can use to get your message 
out there. We won’t go into a lot of detail in 
each section, a you can imagine that’s a huge 
amount of information, but I wanted to give 
you enough of a snapshot to allow you to make 
your own choices and not feel pressured into 
‘doing it all’.

The Big Picture - Bringing it all together

next

p at h 9 INTRO Brand
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41STEP

STEP

STEP

STEP

STEP

Building an authentic brand that reflects youPATH GUIDE

Brand

p at h 7

42

43

44

45

BRAND ESSENCE

BIZ+BRAND PLATFORMFine tuning my  
Brand Essence

A concise snapshot  
of my brand

CREATIVE BRIEFS

BRAND ASSETS

BRAND CREATION  
THE BIG PICTURE

Templates to guide  
your team

What will you create?

The Art of Brand Creation
Choosing your creative team
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In Path 6, Step 28, you 
hopefully got to a point of 
identifying some ideas for your 
Brand Essence, now you’re 
going to pinpoint and choose 
a few words that summarise 
your choice and create a Brand 
Essence Statement.

It’s important not to get too 
stuck on this point, it’s not 
always easy to identify exactly 
what it is you do differently, 
sometimes it evolves over time 
and often it takes an external 
expert to help you with that.

So it’s best to make a 
decision and move forward 
and let it evolve naturally.

You really can’t get it wrong... 
it’s best to just make a decision 
and run with it - test it - play 
with it... you’ll see if it’s  
working by using it. Review Path 6, Step 28 - develop a 

simple paragraph or sentence that 
sums up your essence easily and 
simply.

When you have something, it 
should ‘feel right’ and kind of click 
into place.

Because your brand essence is built 
on delivering promises, we want to 
just identify the ways in which you 
plan to deliver your brand essence.

Otherwise known as ‘proof points’ 
they are tangible ways you are 
delivering on your promise.

By doing this exercise, you’ll also 
be testing your brand essence 
to ensure that you’ve chosen 
something that will be easy to 
follow through with.

Brand Essence
Here’s what you can do...

41STEP

go t o your awareness she et s

BR AND ESSENCE DELIVERING MY  
BR AND ESSENCE

STEP SHEETp at h 9



13 BR AND ESSENCE

STEP 41 AWARENESS SHEET
p at h 9

A gap in  
the market -  
someone else 

doesn’t ‘own’ it as  
a point of  
difference

My Brand Essence Statement

What my Ideal  
Brand Audience 

values the  
most

What I do well
or different or 

better than  
anyone else

1

3

2

Review your notes from Path 6, Step 28

Write a few words in each circle that sum up each 
question - don’t think about it too much, jus write down 
what feels right.

Then step back and look at it with fresh eyes

What is the sweet spot in the middle that makes you 
different? What is it that’s at the heart of everything 
you do and you do almost without thinking about it?

What makes you shine? Stand out? Different?

Craft a sentence or a few words that sum up that idea 
and write it in the space below.

This will become your Brand Essence Statement
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STEP 41 AWARENESS SHEET
p at h 9

DELIVERING MY  
BR AND ESSENCE

How am I delivering on this?

My Brand Essence
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Through the last 8 paths, you’ve 
defined and collected a lot of 
valuable information about 
your business and brand. 

Now it’s time to bring it all 
together and create a summary 
called a Brand Platform.

It’s called that because it gives 
you a really solid base to move 
forward with and some simple 
but highly defined decisions to 
use as a base. Having a business 
as you know, requires constant 
and sometimes quick decisions. 
When you have a simple guide 
to refer to, you can remind 
yourself your key decisions and 
use that as a reference point so 
you won’t make decisions that 
might take you off track.

The great thing about having a 
Brand Platform is that it gives 
you a simple, concise view of 
the core elements in a simple 
format that you can refer to 
regularly. 

There’s a lot of elements that 
come together to make a brand 
work and it’s hard to keep 
everything in your mind at 
one time. So having a simple 
snapshot to refer to really helps 
bring you back on track and 
refocus your brand regularly.

Once it’s complete, you can 
print it and put it on your  
to see it every day.

I’ve given you a template that you 
can use, taking all the answers from 
previous paths and awareness sheets.

Throughout Paths 1-8. you’ve gathered 
and collated pretty much all of the 
answers to go into this Summary. 

And if you’re finding it challenging 
to summarise everything on to a few 
sheets, that’s the idea... once you can 
do that, you will have the simplicity 
that helps you focus every day on the 
absolute essential actions and you have 
the clarity to introduce your brand 
easily and clearly. Just keep editing 
until you have only the absolute 
essentials.

Brand Platform
Here’s what you can do...

42STEP

go t o your awareness she et s

BR AND PLATFORM

STEP SHEETp at h 9
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STEP 42 AWARENESS SHEET
p at h 9

Download the template from  
the link above, or from

bigvisionbabysteps.com/
brandbackpack/

This three page template will walk 
you through the essential elements 
of your business and brand. 

As you fill out each section, refer 
to the various Paths to source your 
answers.

BUSINESS/LIFESTYLE GOALS 1 YEAR

5 YEAR

10 YEAR

WHO WE ARE, 

WHAT WE DO

BUSINESS VISION

BUSINESS MISSION

DATE: 

USP’s. What I do better than anyone else

About the BizBRAND
PLATFORM

MY IDEAL BRAND 

CUSTOMER IS... 

WHAT MY CUSTOMERS REALLY VALUE, NEED, DESIRE.  WHAT IS THE LIFESTYLE THEY ARE LOOKING FOR?

KEY BRAND MESSAGES

MY IDEAL CUSTOMER AVATARS ARE

Avatar 1 - 
Avatar 2 - 

Avatar 3 - 

Product 1

Product 2

Product 3

Product 4

Product 5

Avatar 1 - 
Avatar 2 - 

Avatar 3 - 

BRAND
PLATFORM About the Customers

BRAND PERSONALITY
BRAND VOICE

BRAND VALUES

BRAND PROMISE

BRAND ESSENCE

BRAND
PLATFORM About the Brand

DOWNLOAD 
TEMPLATE 
ONLINE AT

backpackbrand
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Now you’ve created your Brand 
Platform, you can really get 
stuck into some solid creative. 
But to do that, you need to 
work out exactly what you 
need.

There’s a lot of elements 
that make up a brand and 
depending where you are at in 
your business, you can start 
simply and grow from there.

The best place to start is to 
look objectively where you 
are at now and review your 
alternatives. That’s what this 
path is all about. 

In Path 3, you started a Brand 
Audit. You gathered all of your 
branded materials and decided 
how well they are all working 
and what you might need to 
change or add to. 

You’re going to complete  
that process here by selecting 
which items need creating  
or re-creating.

The thing to remember here is 
that a brand is never done, so 
take it steadily and chunk your 
to do list so it’s not too much  
in one go!

Your brand assets are all the 
different elements that come 
together to bring your brand to life 
visually. If you’re just starting out, 
the list on page 1 ‘Brand Basics’  is 
a great place to start. If you have 
these elements, you can begin to 
deliver your brand confidently and 
work from there.

Tick off the ones you have and 
analyse how well they are working.

Now you can look at some other 
pieces that you might want to 
consider as part of your brand 
package. On the next page - ‘Wish 
List’ you’ll find a prompt sheet 
with a good selection of all of 
the items you may want to also 
consider creating for your brand.

Choose carefully and add more as 
you feel comfortable.

We’ll look at creating these soon, 
but for now just choose what 
you think you need, rather than 
everything you want!

What are you going to create?
Here’s what you can do...

43STEP

go t o your awareness she et s

BR AND ASSETS
THE BASICS

BR AND ASSETS
EXPANDING

STEP SHEETp at h 9
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STEP 43 AWARENESS SHEET
p at h 9

BR AND ASSETS

AWARENESS SHEET
p at h 9

Download the template from  
the link above, or  from  
bigvisionbabysteps.com/
brandbackpack/

This two page template gives you a 
concise checklist of a wide variety 
of assets you may need to consider 
creating for your business. Starting 
with the Basics, it moves into a more 
detailed and comprehensive list for a 
more mature business.

Page One will help you ascertain if 
your current material is reflecting 
your business well enough.

Page Two will help you define a more 
thorough list of what you’re going 
to need to create for your business 

moving forward. 

VISUAL IDENTITY

Logo

Typefaces

Colour theme

Identity Style Board

Guidelines

Does it reflect  

my BRAND 

PERSONALITY?

Does it reflect my  

BRAND VALUES?
Does it deliver  

a CLEAR MESSAGE?
Does it speak to my 

ideal AUDIENCE?
Is it PROFESSIONAL? 

Reflect the standard  

of my business?

Tick off the elements 

you have set up for 

your brand

STATIONERY

Business Card

Letterhead - printed

Letterhead - digital

With Comps

Envelopes

ONLINE

Web Site

Email

Social Media Profiles

Newsletter Template

PROMOTIONAL

Flyer/Brochure

The Basics

√

Then mark each box with a Y or N and 

write any notes that support your thinking
Y N

BRAND
ASSETS

LIST

PACKAGING

Boxes/Bags

Tags

Merchandising

Stickers/Tags

TEAMS

Handbooks

Uniforms

Brand Books

SIGNAGE

Outdoor

Indoor

Tradeshows/Events

DIGITAL CONTENT

E-Books

Infographics

Blog Headers

Header Templates

Program Delivery

MemesONLINE

Landing Page/s

Banners

Partners

Web Graphics

Membership Sites

Digital Templates

Sales Funnels

List Building Funnels

Online Shop

ADVERTISING

Online

Offline

Posters

MARKETING COLLATERAL

Brochure

Posters

Books

PROMOTIONAL

Products

Look-Book

PRESENTATIONS

Powerpoint

Slideshow

Workshop Materials

Tick the elements 

you have

Mark the ones you  

think you need

√

X

Wish ListBRAND
ASSETS

LIST

DOWNLOAD 
TEMPLATE 
ONLINE AT

backpackbrand
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By now in this path 9,  
you should have:

•  A Brand Essence 
Statement.

•  A Completed Brand 
Platform

•  A Brand Assets list 
outlining what you’d  
like to create

Now it’s time to get into 
creating real and tangible 
assets for your business.

Before you do that, I think it’s 
worth taking a step back and 
looking at the complete process 
of creating a brand. 

You’ve come a long way over 
the last 9 modules and you’ve 
defined a LOT of things about 
your business and your brand. 
Far more than most people will 
ever take the time to do. 

Now as you move into the 
creative phase, you’ll see how 
all the different elements start 
to work together.  It’s good 
to understand how each step 
grows from the one before  
and where you are at in  
the big picture!

I’ve created a diagram to help you  
see the various steps it takes to build 
your brand.

You’ll see that you’ve moved through 
the clarity and strategy phase and are 
now into the creative phase. 

You’ll next be tasked with actually 
creating each element - and that’s 
where you’re going to need some help 
from external consultants. 

One of the most frustrating parts 
of bringing a brand to life, is 
selecting and working with a team of 
professionals to help and guide you in 
the various different aspects.

The same diagram also gives you an 
idea of the different people you might 
choose to engage to assist you with 
your brand.

Use the guide to familiarise yourself 
with who you might already have and 
who you might need to source. Write 
their names and contact details here.

In path 12, I’ll give you more assistance 
in actually selecting and working with 
your team.

Brand Creation - The Big Picture
Here’s what you can do...

44STEP

go t o your awareness she et s

STEP SHEETp at h 9

BR AND CREATION BR AND TEAM
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STEP 44 AWARENESS SHEETp at h 9

 

.

 

 

1. BRAND CLARITY  
You’re clear about your business direction, goals, vision and 
mission. You know what you’re good at and have crafted a 
business model that works for you and your lifestyle.

 
2. BRAND STRATEGY:  
You’ve identified your audiences and discovered what they 
want and what they need. 

You’ve developed your Brand Essence, defined your Brand 
Personality and Values, crafted a Brand Promise and defined 
your Brand Voice. Everything is collated and summarised in 
your Brand Platform - it becomes the foundation from which 
key decisions are made for your business. 

 
3. BRAND CREATIVE:  
You bring your brand to life visually and verbally. What you 
say, how you say it, how you look all translated into tangible 
tools to communicate your core messages to your defined 
audience.  Your visual identity outlines your image to the 
world and you create a set of guidelines to follow to ensure 
that you keep in consistent across all media.

 
4. BRAND DELIVERY;  
At this phase, you are moving forward creating a suit of 
materials that delivers your brand with consistent material 
to your selected audience.  You need a team that understands 
your brand and that can deliver what you want, affordably 
and easily.  You will find that some people can offer similar 
services and likely do more than one thing.

THE BASICS

CREATING MORE
IDENTITY

WEB SITE

BRAND TEAM

GRAPHIC

DESIGNER
PHOTOGRAPHER

VIDEOGRAPHER
SOCIAL MEDIA 

STRATEGIST 

CONTENT 
CREATOR

WEB   / ONLINE 

CONTENT

MANAGEMENT

WEB 
DEVELOPER

WEB DESIGNER PRINTER COPY WRITER

CONTENT 
PLANNING

3. About the Brand2. About the Customer1. About the Biz
WHO WE ARE, WHAT WE DO

BUSINESS/LIFESTYLE GOALS

BUSINESS VISION

BUSINESS MISSION

USP’s - WHAT WE DO BEST

MY IDEAL BRAND CUSTOMER

MY IDEAL CUSTOMER AVATARS

MY CUSTOMERS VALUE

KEY BRAND MESSAGES

BRAND PERSONALITY
BRAND VOICE
BRAND VALUES
BRAND PROMISE
BRAND ESSENCE

BRAND
PLATFORM

BRAND
ASSETS

CREATIVE
BRIEFS
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STEP 44 AWARENESS SHEET
p at h 9

GRAPHIC 
DESIGNER

Design your visual identity 
and maybe your web site and 

other visual material

Getting videos online - a 
very popular way of getting 

your message out there. 
Often this is done by 

creating your own in-home 
set up with a simple camera 
or recording device (phone) 

and editing software.

A dedicated web designer 
is often the best solution 
to design your web site

Often different to a web 
developer, with more 

technical than design bases 
skills to actually build your 
web site and other online 
requirements such as list-

building and sales funnels, 
membership portals etc

Printing business 
cards, stationery and 

other collateral

A very time consuming 
and never ending task, 

often best given to a VA or 
internal admin person when 

possible

Will polish your writing and 
deliver your message more 

professionally and objectively.

Someone to actually create 
content that you can 

deliver online. E-Books, 
memes and other forms of 

delivery

Headshots / images for web 
site, printed material. Hire a 

photographer and/or use  
stock imagery

A plan for your Social 
Media content delivery 

and creation. It’s wise to 
spend time here planning 

your approach.

PHOTOGRAPHY

VIDEOGRAPHY

SOCIAL 
MEDIA STRATEGY 

CONTENT PLANNING

ONLINE 
UPDATES & 

MANAGEMENT
WEB 

DEVELOPER

WEB  
DESIGNER PRINTER COPY WRITER

CONTENT 
CREATOR

BR AND TEAM

Write the names and contact details of anyone you have to assist you with these tasks. 
You might do some of these tasks yourself and outsource later.
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If you’ve selected a team to 
work with, it’s time to get them 
working.

It all starts with a clear brief.

A designer is only as good as 
the brief you give them, they’re 
not mind readers, so you’ll  
need to make sure that you  
give them a clear brief to get 
started and not waste  
anyone’s time!

The more you can identify and 
outline what’s in your mind, 
the easier it will be when you 
do come to brief them.

The brief templates in this 
step are for you to articulate 
and plan exactly what you 
want your consultants to do 
and supply key information 
they’ll need to get the 
job done efficiently and 
smoothly and enjoyably.

Very often, you have great ideas 
about what you like, but find 
it difficult to articulate exactly 
what you like. And sometimes 
we mistakenly think that it’s 
the consultant’s job to extract 
everything they need.

Without a clear brief, there’s a 
danger that things will get lost 
in translation. It’s easy to get 
impatient or skip this phase, but 
having worked in this industry for 
3 decades, I can tell you there’s a 
few areas where people go wrong 
and not giving a clear brief is one 
of the biggest that can lead to all 
sorts of painful experiences for 
both you and your consultant.

Now you have a Brand Platform, 
you should always include that 
in your brief as this will give the 
consultant valuable background 
information - your job will be half 
done!

A clear brief (amongst many other 
things) should:

1.  Give clear expectations on time, 
budget and desired outcomes

2.  Give clear instructions on the 
full scope of work

3.  Allow the consultant to fully 
understand the big picture and 
the finer details of the project in 
one document

4.  Save time (and money) by 
delivering your brief on paper, 
rather than trying to make it up 
as you go along in a long-winded 
series of meetings

5.  You’ll look more organised and 
give your consultant confidence 
that you know what you want, 
so you’ll likely get a more cost 
effective price!

Briefing your Brand Team
Here’s what you can do...

45STEP

go t o your awareness she et s

CREATIVE BRIEFS

STEP SHEETp at h 9
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STEP 43 AWARENESS SHEET
p at h 9

CREATIVE BRIEFS

AWARENESS SHEET
p at h 9

Download the template from the  
link above, or from

bigvisionbabysteps.com/
brandbackpack/

You’ll find a simple template to get you 
started with your Brand Visual Identity  
design. You’ll find more templates for 
briefing other Brand Assets such as 
Web Sites and Photography

CREATIVE
BRIEF

This Creative Brief is a concise 

overview to guide the creation of 

the new branding requirements for 

(insert business/brand name)

The attached ‘Brand Platform’ outlines key elements of the brand direction and should be read before delivering any concepts or quotes.

what it’s all about

what you hope to get out of it at the end

exactly what you want them to do

1. BACKGROUND / INTRODUCTION

2. DESIRED OBJECTIVES

SCOPE OF WORK 

TIMING

BUDGET IF KNOWN

DOWNLOAD 
TEMPLATE 
ONLINE AT

backpackbrand
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CLARITY SHEET

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

What I noticed in Path 9

Do I have a Brand Essence Statement?

Do I have a complete Brand Platform?

Do I have a Brand Assets list?

STEP

STEP

STEP

STEP

STEP

p at h 9
Brand

41

42

43

44

45
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Use this simple checklist to 
make sure you don’t miss any 
important steps in your journey!

CHECKLISTp at h 9
Brand

STEP

STEP 41 STEP 42

STEP 43

44

STEP 45
BRAND ESSENCE

BRAND 
PLATFORM

Fine tuning my  
Brand Essence

A concise snapshot  
of my brand

CREATIVE BRIEFS

BRAND ASSETS

BRAND CREATION  
THE BIG PICTURE

Templates to guide  
your team

What will you create?

The Art of Brand Creation
Choosing your creative team



26
created by

Your tenth path,  
Personal - Confident
will be available one week 
after you received Path 9

1

Dveloping the 
confidence to  

be yourself

Pat h

10

Personal

Pat h

10


