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BRANDING €ESSENTIALS:
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THAT STANDS OUT
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Introduction

If you're making (or planning to make) money from your brand or business, then this
brand guideline is your new best friend. Seriously, don't skip it!

The sooner you put these tips into action, the better. Rebranding later isn't
impossible, but it's definitely trickier once you've built an audience. So, why not get
it right from the start?

This guide is all about nailing your brand identity with no fluff, no marketing
jargon, and no social media hacks. We've got other resources for that. Whether
you're starting fresh or giving your brand a glow-up, this is the perfect place to

begin.

If you need more hands-on help with social media, marketing, or branding, we
offer advice and training tailored to personal brands and small businesses.

| hope this guide helps you create something amazing! If you have any questions or
just want to chat, you can reach out via email or Instagram.

Happy branding!
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The Power of Good Br

Here are a few branding case studies that showcase how branding or rebranding can be the difference between success and
Failure.

Chanel Branding Strategy and Marketing
Case Study | Map & Fire

Analysis of Chanel's brand strategy, identity,
positioning, key messages, tone of voice, brand...

& Map and Fire

Lego Branding Strategy and Marketing
Case Study | Map & Fire

Analysis of Lego's brand strategy, identity,
positioning, key messages, tone of voice, brand...

& Map and Fire

Sway: An Inspiring Case Study of a Regenerative Brand
Sabrina Carpenter Marketing Case Study: Rebranding as with a Powerful and Unique Brand Strategy

a Superstar The best branding lessons from Sway, a forward-thinking sustainable

Sabrina Carpenter's Short n' Sweet rollout is a masterclass in re-branding. brand with a strong brand strategy and identity.
Learn how she used themes of Hollywood, humor, and empowerment to o
define her image.
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https://mapandfire.com/branding-strategies/lego/

Introduction to Branding
What is branding, and why does it matter?
The difference between business branding and personal branding.

Brand Identity €ssentials
Defining your mission, vision, and values.
[dentifuing your target audience and niche.
Crafting your unique selling proposition (USP).

Visual Branding €lements
Logo design and usage guidelines.
Colour palette and its psychological impact.
Tupography choices and consistency.
Imagery and graphics.

Brand Voice and Messaging
Defining your tone of voice
Crafting a compelling brand storu.
Consistency in messaging across platforms.
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Online Presence and Branding
Website branding: Layout, fonts, and user experience.
Social media branding: Profile optimisation, templates, and
engagement stule.
€mail signatures, business cards, and other touchpoints.

Personal Branding Considerations
How personal brands differ from company brands.
Building authenticity and trust.
Managing reputation and thought leadership.

Brand Consistency and Implementation
Creating a brand style gquide.
Training team members on brand guidelines.
Tools and resources for maintaining brand consistency.

Adapting and €volving Your Brand
When and how to rebrand.
Handling brand evolution without losing identity.
Monitoring brand perception and making data-driven adjustments.
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INTRODUCTION TO BRAWNDINAG

What is BRANDING and why does it matter?

Branding the entire perception of your business or personal brand. It encompasses your visual identity, messaging, values, and the
emotional connection Uou create with your audience.

Branding is about how people experience and remember you. It shapes how you stand out in a crowded market, influences trust
and eredibility, and ultimately determines whether customers choose you over a competitor.
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BRANDINAG
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Why Does Branding Matter?

Differentiation
A strong brand helps you stand out from the competition and creates o unique identity.

Trust & Credibility
Consistent branding builds reliability and makes you look professional.

< €motional Connection
People buy from brands theu connect with. Your branding helps shape that emotional bond.

«« Consistency & Recognition
A well-branded business or personal brand is instantly recognisable, making it easier for customers to remember and refer you.

~ Business Growth
A strong brand increases customer loyalty, attracts new audiences, and supports higher pricing_power.

Branding is what makes you memorable, trustworthy, and influential in your industry.
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BRANDINAG
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The Difference Between Business Branding and Personal Branding

While business branding and personal branding share manuy principles, they serve different purposes and are built differently.

Business Brands Personal Brands
Brand image is separate from management/ownership Brand image is intertwined with representative
Offers a physical or digital product(s) Offers personal presence and a service
Management can change without affecting brand image Management/ownership changes will affect brand image
Branding not associated with an individual Branding associated with an individual/group

Business x Personal Brands

QOuwnership or brand representative is the face of the business
May offer a product/service or both
Management/ownership will affect brand image but maybe not entirely
Branding associated with an individual/group
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BRANDINAG
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Business Branding

Business branding is about creating a distinct ideatity for o company,_product,_or service.

It focuses on:

Company Values & Mission — UJhat the business stands for.

Visual Identity — Logos, colours, fonts, and design elements.

Brand Voice & Messaging — Professional, industry-specific communication.
Customer Perception — How the companuy is viewed by clients and competitors.
Scalability — A business brand can operate independently of any one person.

Sxample: Apple, Nike, and Coca-Cola are strong business brands that stand on their own, regardless of who leads them.
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BRANDINAG
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Personal Branding

Personal branding is about crafting o unique identity for an individual - an entrepreneur,_creator,_or industry expert.

It focuses on:

Authenticity & Personality — UJho you are, your values, and what makes you different.
Your Name as the Brand — Your identity is your business (e.q., "Oprah" or "€lon Musk").
Content & Thought Leadership — Blogs, videos, social media presence.

Relationships & Influence — Building trust with a personal audience.

Flexibility — Personal brands can evolve or merge into business brands over time.

cxample: Gary Vaynerchuk (GaryVee) and Marie Forleo have strong personal brands that drive their businesses.
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BRANDINAG
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Which One Should You Focus On?

IF you're running a company that sells a product or service that is separable from you as an individual, focus on business
branding, but don't ignore personal branding - it can make your leadership more relatable.
IF you're o freelancer, musician, comedian, model, influencer, thought leader etc. personal branding is essential, but it may evolve
iNnto a business brand if needed.

Pro Tip: The strongest brands combine both! Think of Richard Branson (personal brand) fueling Virgin (business brand).
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BRAND IDENTITY E8§ 8§ ENTIALS

Define Your Mission, Vision & Values

Mission:
What do you do, and why do you do it?

Vision:
What impact do you want to make?

Values:
What principles quide your brand?
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€Examples of a Mission, Vision & Values for a sustainable skincare brand

Mission:
€xample: "We create high-quality, eco-friendly skincare products that nourish your skin while protecting the planet—Dbecause
self-care shouldn't come at the cost of sustainability.”

E S S ENTIALS

Vision:
> €xample: "o redefine beauty by making sustainable, cruelty-free skincare the industry standard, empowering consumers to
~ make choices that benefit both their skin and the environment.”
—~
~ Values:
= Examples:
: Self-Care: Skincare is more than a routineg - it's an act of self-love.
—_ Cruelty-Free: No product is ever tested on animals, and we support ethical sourcing.
Community: Ue prioritise giving back by supporting environmental and social causes.
S Sustainability: Cvery product is crafted with ethically sourced, eco-friendly ingredients.
< Transparency: e believe in honest labelling and clear communication about our ingredients and processes.
~
v
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IDENTITY €8 8§ ENTIALS

B RAND

Identify Your Target Audience

Who are you speaking to? Define their needs,_interests,_and behaviours to create messaging that resonates.

Pro Tip: Create a buyer persona’ - A buyer persona is a detailed, semi-fictional representation of your ideal customer based
on real data, research, and insights.
it helps businesses understand their audience’'s needs, behaviours, and motivations so they can create targeted marketing
strategies and personalised brand messaging.
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IDENTITY €8 8§ ENTIALS

B RAND

Sxample of a Buyer Persona for o men's activewear brand:

Name

Tom, The Performance-Driven Athlete

“ Age
50

? Location
Manchester, UK

&2 Occupation
Sales &xecutive

¥ Interests
Dedicated to fitness, trains 5-6 times a week, enjoys high-intensity workouts, follows fitness influencers for tips and trends.
@ Goals
Wants high-quality, stulish activewear that enhances performance and comfort during workouts.

%= Pain Points
Struggles to find gum wear that is both functional and fashionable. Hates brands that wear out quickly or lose shape after a few
washes.

O Preferred Platforms
Instagrom, Youlube, fitness podcasts, and online fitness forums.

= Buying Behaviour
Prefers brands that offer performance-enhancing features (moisture-wicking, compression supEort).
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IDENTITY €8 8§ ENTIALS
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Craft Your Unique Seclling Proposition (USP)
UWhat makes you different from competitors? A strong USP defines your unique edge.
Here are some examples of Unique Selling Propositions:

Personal Trainer: "Helping busy professionals achieve fitness goals with minimal time commitment and maximum results.”
=== Luxury Skincare Brand: "Clinically proven, all-natural skincare that gives you visible results without harmful ingredients.”
Tech Accessories Brand: "\inimalist, high-performance tech accessories designed to enhance your workflow.”
%~ Sustainable Clothing Line: 'Cco-friendly fashion that doesn't compromise on stule or affordability.”
~ Business Coach: "Helping entreprencurs scale to six figures without burnout.”
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VIS uAl BRANDING ELEMENTS

Logo & Usage Guidelines

Your logo should be clear, scalable, and versatile.
Define usage rules (colours, sizes, placements) to maintain consistency.

IF you're a highly creative individual, like a musician or artist, and your work naturally challenges traditional "corporate”
guidelines, you can embrace safe controversy in your branding. A little rebellion against conventional branding rules can be
refreshing and even endearing. However, it's still essential to build a solid, fuactional brand first - then you can decide where to
break the rules with purpose.
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ELEMENTS

BRANDINAG
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Logo Variations

Primary Logo: The full version used in most branding materials.
Secondary Logo: [ simplified or alternate version (e.q., stacked, icon-only).
Monochrome/Black & White: For minimalistic designs or use on dark/light backgrounds.

Sizing & Scalability

€nsure the logo is leqible at different sizes.
Maintain a minimum size to avoid losing details.
Use vector files (SVG, Al, €PS) for high-quality scalability.

Colour Usage

2% Stick to your brand's official colour palette.
X Do not alter the logo's colours outside of approved variations.
Use the right contrast (e.q., light logo on dark backgrounds and vice versa).
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ELEMENTS

BRANDINAG

VI§uAa4l

Clear Space & Placement

“ Maintain o minimum clear space around the logo to prevent clutter.
X Avoid placing the logo too close to other elements.
Position the logo consistently in headers, footers, and branded materials.

Do's & Don'ts

Do: Use the official logo files provided in the brand Kit.
X Don't: Stretch, distort, or change the proportions of the logo.
X Don't: Add shadows, gradients, or other effects unless specified.
X Don't: Rotate, flip, or modify the logo's structure.
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ELEMENTS

BRANDINAG
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Colour Palette
Colours influence perception. Choose primary and secondary colours that reflect your brand personality.

Pro Tip: Use o colour palette generator like Coolers.co to choose a palette that works well.

<
<
(=]
o
n
o

B497D6
BFACAA
E1E2EF

COOLOrsS
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ELEMENTS

BRANDINAG
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Primary Colours

Your brand's eore colours, used most frequently in your logo, website, and marketing materials. These colours should reflect your
brand's personality and values.

€xample: A luxury brand may use deep navy and gold, while a fitness brand might choose bold red and black.
Secondary Colours

These complementary colours enhance visual variety while maintaining consistency. Theu are used for accents, backgrounds,
and subtle design elements.

€xample: If your primary colour is blue, you might use lighter shades of blue or complementary colours like orange for
contrast.
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BRANDINAG
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Colour Psychology in Branding
cach colour evokes certain emotions and perceptions:

Blue — Trust, professionalism, reliability (Tech, Finance, Healthcare)

® Red - Cnerqu, passion, urgency (Fitness, Food, €ntertainment)
Green — Growth, health, sustainability (Wellness, €co-fFriendly Brands)
Yellow — Optimism, creativity, warmth (Hospitality, Lifestule)

@ Black - Luxury, sophistication, exclusivity (Fashion, High-€nd Brands)

Colour Usage Guidelines
Use the correct HEX, RGB, and CMYHK codes for brand consistencu.

Cnsure accessibility (e.q., high contrast for readability).
Maintain a balanced colour ratio (e.q., 60% primary, 50% secondary, 107% accent).
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Typography

Fonts play a crucial role in both the readability and toae of your brand. The right tyupography can convey your brand's
personality and make your content more accessible to your audience.

22 Readability:
Choose fonts that are easy to read across all devices and platforms. Sans-serif fonts are often preferred for digital formats,
while serif fonts can add sophistication to print materials.

®: Brand Personality:
Fonts help set the mood of your brand. For a modern, minimalist brand, consider sleek sans-serif fonts. For a more established
or traditional brand, serif fonts often evoke a sense of history and trustworthiness.

Consistency:
Limit your brand to one or two fonts to maintain visual harmony. Use one font for headings and another for boduy text, but ensure
they complement each other and align with your overall brand identity.
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Life Savers

DECALOTYPE LIGHT

Light-hearted

Chewy

LEAGUE SPARTAN

Youthful

Font Pairings and Tone €xamples

ALEO
Montserrat Light

Serious

Nuseo NNloderno

DISTILLERY DISPLAY

Artistic

e
PERANDORY CONDENSED

Luxurious

Zilla Slab
MONTSERRAT

Official
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Imagery & Graphics
€nsure photography, icons, and graphics align with your visual aesthetic.

Visual elements such as photographuy, icons, and graphics should seamlessly align with your brand’s aesthetic to create a
consistent and cohesive experience for your audience.

&3 Photography: Choose or create images that reflect the values and personality of your brand. €nsure that your photos are
high-quality, authentic, and evoke the right emotions.

2 lcons & Graphics: Icons should be simple, clear, and versatile, effectively communicating your message without
overwhelming the viewer. Graphics should complement your brand's tone.

Consistency: /\V\aintain a consistent visual stule across all imagery. This includes the use of similar colour palettes, lighting,
and composition. This helps reinforce your brand identity and ensures a professional appearance.
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BRAND VOICE AND MESSAGINEG

Decfine Your Tone of Voice
Your brand's tone of voice shapes how your audience perceives and interacts with your brand. It should be consistent across all
platforms—from social media to website content, emails, and advertisements.

®: Identify Your Brand Personality

Ask yourselr:
ls your brand formal or casual?
Are you plauful or serious?
Do you want to sound authoritative or approachable?
Should your voice be inspiring, educational, or entertaining?
€xample: A low firm may use a professional and authoritative tone, while a fitness brand could adopt a motivational and
energetic voice.
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Common Brand Tone Styles
Here are some examples of different tone of voice stules:

Professional & Authoritative - Serious, clear, and fact-based. (Legal, Finance, Healthcare)
Friendly & Conversational - Casual, engaging, and relatable. (Lifestule, Retail, Beauty)
Witty & Playful - Humorous, clever, and full of personality. (Entertainment, Food & Beverage, Social Media Brands)
Inspirational & Metivational - chcouraging, aspirational, and uplifting. (Coaching, Fitness, Personal Development)
€ducational & Informative - Helpful, insightful, and knowledge-driven. (Tech, Science, B2B Services)

o

Keep Your Tone Consistent

Use the same tone across all platforms (website, social media, emails).
Adapt the tone slightly for different audiences while keeping your core voice intact.
Avoid mixed messaging - your audience should instantly recognise your brand's voice.
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Craft a Compelling Brand Story

A brand story is more than a history of your business - it's an emeotional connection that helps people relate to your mission,
values, and purpose. A great brand story is authentic, engaging, and memorable.

£ Key €lements of a Strong Brand Story

The Beginning - Uhy You Started
The Journey - Your Challenges & Growth
The Mission - Your Purpose & Impact
The Future - Ulhere You're Headed
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~ Here is a BASIC example brand story template that you can alter and use for your brand:

[Your brand or business name] was born out of a passion for [industry/problem you solve]. It all started when [describe the
origin, pain point, or inspiration behind your brand]. e knew there had to be a better way, so we set out to create [your
unique solution].

Our journey wasn't easy. [Mention key struggles and breakthroughs]. Sut through dedication, resilience, and an unwavering
belief in [your mission], we've built something that truly makes a difference.

Today, [Brand Name] is more than just [a product/service] - it's a movement dedicated to [impact, values, and future vision].
We believe [core belief], and every day, we strive to help our customers [benefit or transformation you provide].

This is a very general template that is best suited to businesses. It must be adapted to suit your brand voice - Make sure that
You are authentic in your story and don't share false or misleading facts or exaggerate any points. Honesty will foster trust with
your audience.
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Consistency in Messaging
Cnsure your messaging remains uniform across all platforms to reinforce brand identity.
Decfine Your Core Messaging
Your brand should have a clear and unified message that reflects your mission, values, and USP..
Align Messaging Across All Touchpoints
Your brand voice, tone, and messaging should be consistent across your:

Website & Blog

Social Media

€mails & Newsletters

RAdvertising & Marketing Materials
Customer Service & Communication
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Use Branding Guidelines to Maintain Consistency
To ensure your messaging stays uniform as your business grows:
® Create a brand style guide that outlines your tone of voice, keu phrases, and messaging framework.

#® Train your team or partners to use the some language and communication style.
® Reqularly review content to ensure it aligns with your brand identity.
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ONLINE PRESENCE AND BRANDINAG

Website Branding

Your website is the digital home of your brand, and it should immediately communicate who you are, what you offer, and whuy it
matters.

Maintain Visual Consistency

Your website should reflect your brand identity by using:
Consistent Fonts — Stick to 1-2 brand fonts for headings and body text.
Brand Colours — Use your primary and secondary colour palette across all pages.
Layout & Design — Keep your design clean, structured, and aligned with your brand's aesthetic.
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¥% Prioritise €asy Navigation & User €xperience

[ visually appealing website won't be effective if it's difficult to use. €nsure:
Clear Menus & Structure — Users should find keu pages (Home, Rbout, Services, Contact) easily.
Mobile-Friendliness — Your site should be fully responsive on all devices.
Fast Loading Speed — Optimise images and code to reduce page load time.

Communicate Your Brand Story & Call to Action

Your website should immediately tell visitors who you are and what you do.
Homepage Hero Section — A strong headline and tagline that sum up your brand.
About Page — Share your mission, vision, and unique storuy.
Call to Action (CTA) — Guide visitors to take the next step (UWhat do you want visitors to do?).
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Social Media Branding

Your social media presence should be a direct extension of your brand, helping you connect with your audience while
maintaining a consistent and professional image.

~~
-

< Use Branded Templates & Visual Identity

Your social media content should be instantly recognisable. €nsure:
¥ Branded Templates — Create a set of pre-designed templates for posts, stories, and videos that use your brand colours,
fonts, and logo placement. You can use Canva to create templates for graphics and thumbnails.
¥ Consistent Colour Palette — Stick to your brand's primary and secondary colours in backgrounds, overlays, and text.
¥ Cohesive Imagery — Usc high-quality images, custom graphics, and a defined photography stule that aligns with your brand.

Keep Your Bio, Profile Picture & Tone of Voice Consistent

Your audience should instantly recognise your brand across different platforms. €nsure:
Profile Picture — Use the same logo or professional headshot across all social platforms.
Bio & Handle — Keep your username and bio consistent and aligned with your brand’'s messaging.
Tone of Voice — Viaintain your brand personality in captions, replies, and interactions.
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= [ €ngage Authentically with Your Audience

Social media is about building relationships with your audience. Make sure to:
Respond to Comments & Messages — Show your audience you value them.
€ncourage User-Generated Content — Share testimonials, tagged posts, and community content.
Stay Active & Relevant — Post consistently and adapt your strategy based on trends and audience preferences.

(This guideline pertains to branding. Artful Media offers social media training that teaches you social media best practices, filming
and photography basics and how to grow organically on social media. Get in touch to find out more about our social media
training.)
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€mail Signatures & Business Cards
Cvery interaction with clients, customers, or partners is an opportunity to reinforce your brand identity.

Branded €mail Signatures
Your Name & Role — Clearly state who you are and your position.
Company Name & Logo — Heep branding consistent with your official business logo.
Brand Colours & Fonts — Vlatch your brand's stule for a polished look.
Contact Information — Include your email, phone number, and website.
Social Media Links — cncourage engagement by linking to your active social profiles.

€xample:
Chloe Geraghty
Founder | Artful Media Ltd

® Manchester, UK | &g +44 1234 567 890
@ www.ortfulmedia.co.uk | »4 jane@artfulmedia.co.uk

[LinkedIn] | [Instagram] | [Twitter]

Pro Tip: You can use email signature generators |ike HubSpot, WiseStamp, or Canva to design a professional signature.
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http://www.artfulmedia.co.uk/

BRAND CONSISTENCY AND IMPLEMENTATION

Create a Brand Style Guide

Your brand stule guide is for you or anyone involved in graphics creation and branding elements to refer to to ensure consistency
and professionalism. Your Brand quideline can consist of the following:

Introduction
Logo Usage
Colour Palette
Typography
Imagery and Photography
Messaging and Tone of Voice
Iconography and Graphics
Social Media Guidelines
Print and Digital Design Guidelines
Application €Examples
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® Here is an example of a successful brand's Brand Guideline:

Case Study: Duolingo

Train Your Team

t's important that all members of your team have access to your brand quidelines and that they understand the content of the
quide so that they can use it correctly.

BRAND CONSISTENCY AND IMPLEMENTATION
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https://design.duolingo.com/writing/brand-narrative#principles

Brand Tools
Here are some tools that you and your team can use to ensure brand consistency:
« Canva: |deal for quick, simple, and consistent designs, especially for social media and marketing materials.

« Adobe Svite: Best for high-quality, detailed design work with advanced editing and creative control.
« Figma: Perfect for collaborative work, prototuping, and ensuring consistency in web and digital designs.

'\ 3
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ADAPTING AND EVOLVINAG Y 0 u R B R A N D

When and How to Rebrand

Rebranding is a significant decision that should be made thoughtfully, especially when your business is growing, pivoting, or your
audience is shifting. A well-executed rebrand can reiavigorate your business and create stronger connections with your audience.
Here's a comprehensive quide on when and how to rebrand, ensuring the change aligns with your long-term vision.

There are several signs that indicate a rebrand may be necessary. Consider rebranding when:

= Your business is expanding

= Your service or product offering is expanding

= Your target audience changes

= Your customer needs change

= Market trends change

= You need to differentiate yourself from competitors
= Your branding becomes outdated

= You need to address a brand crisis
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Here is a rebranding_chedklist you can use to ensure you don't miss anuthing when rebranding:

Revisit Your Mission & Vision
Understand Your Audience
cvaluate Your Current Brand
Competitor Analysis

Define Your Rebrand Strategu
Develop a Rebrand Rollout Plan
Communicate with Your Audience
Update Rl Touchpoints

Monitor and Adjust

Track Feedback

Adapt as Needed

ADAPTING AND EVOLVING Y0UR BRAND
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ADAPTING AND EVOLVING Y0UR BRAND

Monitoring Brand Perception
Use analytics and audience feedback (o measure how your brand is received and make data-driven improvements.

Set Clear Brand Perception Goals
Before diving into monitoring, it's important to define what you want to achieve.
Set measurable objectives for your brand's perception.
Brand Awareness
Are people aware of your brand?
What percentage of your target audience recognizes your brand?
Brand Associations
What values or characteristics do people associate with your brand?
Are you seen as innovative, professional, trustworthy, or approachable?
Brand Sentiment
How do people feel about your brand? Are they positive, neutral, or negative about your brand?
Customer Loyalty and Advocacy
Are your customers loual to your brand?
Are they recommending your services to others?
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There is a lot more to branding than is outlined in this guide but this should give you an idea of all of the considerations you need
to make when branding or rebranding.

| hope this quide was of use to you and | wish you the very best on your business or personal branding!
IF you have any feedback on this branding quideline or need help refining your brand, please get in touch.

chloe@artfulmedia.co.uk
www.artfulmedia.co.uk
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