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BEFORE YOU BEGIN

How to Use This Workbook

Branding is trust, expressed clearly. This workbook walks you through the three anchors that
give a brand something solid to grow on: audience, purpose, and value. Work through them in
order. Each one builds on the last.

Set aside 30 to 45 minutes of uninterrupted time. Read the short worked
example before each worksheet, then write your own answers in your
own words. There is no perfect answer on the first try. By the end, you

will have a one-page Brand Snapshot you can hand to a designer, a
new hire, or use to check whether a piece of marketing still sounds like
you.

What You Will Walk Away With
Audience clarity — who you are actually talking to, in their own words.
A one-sentence purpose — the internal compass behind every decision.

A working UVP — the public promise that guides headlines and calls to action.
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THE FOUNDATION

Branding Is a Lasting First Impression

Branding is the intention to make an unforgettable impression. The goal is to stand out from the
crowd, and that is not easy when everyone else is trying to do the same thing. What matters
most is what someone feels and remembers when they notice your business. First impressions
may be the only chance you get, so the real question is not only whether people remember you,
but what they remember you for.

Logos are important, but they are not everything. A logo is a visual cue that recalls a feeling and
a message. The mark points to the meaning behind it, not the other way around.

How do you want someone to feel when they encounter your brand?

Feeling is at the heart of branding — and it is the question every
worksheet in this book is really asking.

The Three Anchors of a Strong Brand

Keep three anchors in view at all times: audience, purpose, and value. When these are clear, the
feeling you want people to have becomes easy to express in words and visuals. Trust grows
faster, decisions get easier, and every page works harder.

Audience Speak their language.
Purpose Strength in simplicity.
Value Your unique value proposition.
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ANCHOR ONE

Know Your Audience: Speak Their Language

Your voice and messaging become clear when you know who you are talking to and what they
care about. Meet them where they are. Use their words, answer their questions, and guide them
to the solution you provide.

Why this matters. Vague audience thinking produces vague marketing. Copy that tries to
speak to everyone usually connects with no one. The more specific you get here, the easier
every headline, FAQ, and CTA becomes later.

WORKED EXAMPLE — Riverside Veterinary Clinic

Who they are Local pet owners within a 15-mile radius. Families with young pets, and
longtime owners with older animals.

What they care Feeling heard, low-stress visits for their pet, and honest pricing with no
about most surprise fees.

Top questions they “Do you handle emergencies?” and “What happens at a first visit?”
ask

Main objections or Cost anxiety, and a past rushed or impersonal experience at another
worries clinic.

Where they look Google search, the town Facebook group, and word of mouth from

for answers other pet owners.

Your Turn: Audience Worksheet
Who they are

What they care about most
Top questions they ask
Main objections or worries

Where they look for answers
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ANCHOR TWO

Know Your Purpose: Strength in Simplicity

A clear purpose builds confidence. Focusing on your core intention filters out noise and keeps
choices consistent. It is an internal compass that points to true north within your business. Your
methods and messaging grow naturally from a purpose-driven foundation.

Why this matters. Most businesses can describe what they do. Fewer can say why in one
clean sentence. A fuzzy purpose shows up later as inconsistent messaging, indecisive
hiring, and a team that cannot agree on what matters most. This is worth three drafts to

get right.

Draft attempt1 “We want to help pets live longer, healthier lives.”

Draft attempt 2 “We want every pet owner to feel confident in the care choices they
make.”

Draft attempt 3 “We want appointments that never feel rushed.”

Final purpose “We exist so no pet owner has to choose between good care and being

treated with respect.”

Your Turn: Purpose Worksheet
Draft purpose attempt 1 (one sentence)
Draft purpose attempt 2 (one sentence)

Draft purpose attempt 3 (one sentence)

Your final purpose, refined
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ANCHOR THREE

Know Your Value: Unique Value Proposition

State what sets your business apart from others in your field. Keep it short, specific, and easy to
understand. This becomes the public-facing pillar statement that guides headlines, taglines,
straplines, and calls to action.

Relevance Show how your product or service meets a specific need or solves a
real problem for your audience.

Benefits Name the concrete advantages a customer gains. Include
practical outcomes and, when helpful, the emotional payoff.

Differentiation Explain what makes your offer distinct froom common alternatives
so the choice is clear.

Simple template: “For [audience], [brand] delivers [result] through [approach], unlike
[common alternative].”

WORKED EXAMPLE — Riverside Veterinary Clinic

Audience Busy pet owners in [town]

Result Peace of mind and healthier pets

Approach Unhurried appointments and transparent pricing

Alternative Rushed, corporate-feeling clinics

Combined UVP “For busy pet owners in [town], Riverside Veterinary Clinic delivers

peace of mind and healthier pets through unhurried appointments and
transparent pricing, unlike rushed, corporate-feeling clinics.”

Your Turn: UVP Worksheet
Audience (who it is for)

Result (what they get)

Approach (how you do it)

Alternative (what you are different from)

Combine into your one-sentence UVP

Kim Design Oregon — web -« seo * branding Page 5



BRING IT TOGETHER

Your Brand Snapshot

This is the page that makes the rest of this workbook useful. Fill it in using what you wrote on the
previous pages, keep it somewhere visible, and use it to check whether new marketing still
sounds like you.

PURPOSE (INTERNAL COMPASS)

UVP (PUBLIC PROMISE)

HEADLINES & CTAS (STARTER BANK)

COLORS & TYPE TOKENS

IMAGE STYLE NOTES
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From Workbook to Website

Audience, purpose, and value are the foundation. The next step is putting them to
work on a site built to earn trust and convert visitors into clients.

Schedule a Free Consultation

kimdesignoregon.com/contact | 541-337-4340
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