EX 3. THE BRAND IDENTITY BLUEPRINT
W HY

IS THIS HELPFUL
A strong ‘brand’ is a strong understanding of who you are in the mind of your
target audience. Your brand identity must be apparent on the product labeling
when they pull it oﬀ the shelf or within seconds of seeing your oﬀer. This
exercise bridges that perceptual gap between asset and brand.
This exercise distills your mission and values into a clearly deﬁned product or
service whose compelling features represent your brand. More importantly, if
community is your end goal, strangers must be able to aﬃliate with and share
your brand with others timelessly. The Brand Identity Blueprint ensures that
your product/service and assets clearly represent your brand over time so
that its essence is felt in all that you do.

H OW

YOU ’ LL USE THE B RAND I DENTITY B LUEPRINT
The blueprint illustrates the step-by-step process of connecting your product/
service features to the brand’s mission so that you can plan out how users
conceive of your organization through its oﬀerings. It will clarify what your
products and services should look like for others to be moved by them.
Note: The Brand Identity Blueprint will need to be done twice, and again if you
change your product packaging or service oﬀer. This ﬁrst time, assume you
know everything. Do this again after you’ve done the next 2 exercises' worth of
research, for each User Proﬁle (exercise 4) in mind to “test" it.

T HE

THEORY BEHIND THE EXERCISE
Making complex and innately abstract feelings clear enough to be recognized
on packaging or in a social post is very diﬃcult. You need a ﬁrm grasp of
audience psychology, symbolism, and how brands aﬀect people over time.
What's the diﬀerence...
Between Campbell's brand and Kroger's
generic chicken noodle soup? Kroger's is
"cheaper" and lower on the shelf. One is
universally loved, while the other is just
kind of there. In truth, both cans have the
same ingredients.
Campbell's has spent money to brand
themselves as dependable, classic,
American, mother-approved, warm, and
heartfelt. This makes up the warm red
label and Campbell's Brand Essence.
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N EXT S TEPS
1. Edit, your Mission, Vision & Values Statement
With your Brand Identity Blueprint made, return to your mission, vision, values
worksheet in exercise 2 and reﬁne the language you have there to reﬂect the
brand essence you've distilled here.
2. Note down your most "emotive" keywords
The Brand Identity Blueprint also includes many feeling words that you can
use in your marketing. When you think of what copy to use or what will
resonate with your audience, use these words to start market research.
3. There's a lot to say for color
This exercise probably gave you a lot of ideas for how your product/service
should look. Just as Campbell's chose a warmer simple red color design to
evoke a classical time. Start thinking about your brand's visual cues.

D EFINITIONS
– Asset: Anything made to promote products, services, or brands.
– Brand: A perceptual concept of who your organization is in the mind of a target
audience member based on interactions with your product/service or identity.
– Brand Essence: The perceived feeling of a brand in the customer's mind
based on the individual feelings evoked as they interact with brand asssets.
– Brand Identity: The visible elements of a brand, such as color, design, and
logo, that identify and distinguish the brand in consumers' minds.
– Product/Service (Oﬀer): 1 or more tangible items or services that a potential
customer or user is purchasing from you for money.
– Value Tensions: 2 seemingly opposing values in which choosing 1 forces you to
sacriﬁce or compromise the other (security vs. freedom).

R ESOURCES
1. [Article] Campbell's Soup is getting a rebrand for the digital age | The Hill
2. [Blog] The ultimate guide to Branding in 2022 | Hubspot
3. [Video] Choice, Happiness, and Spaghetti Sauce | Malcolm Gladwell
4. [Video] Why successful branding is based on color theory | Adobe Artwork
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INSTRUCTIONS
Y OUR B RAND ’ S V ALUES
To begin, copy/paste the previous Brand Values at the beginning and
Essence at the end. This exercise puts your product right in the middle to
make a cohesive brand essence and identity felt in each of your procucts.

P RODUCT / S ERVICES F EATURES & B ENEFITS
This is your ﬁrst jaunt into the mind of your target audience. Begin by
dissecting what features of your product or service might be notable to them
and how that feature beneﬁts their lives. Have strict cause and eﬀect links.
We'll test your assumptions about your audience later. For now, just imagine it.

D ECLARED R EVIEWS & V ISCERAL F EELINGS
Based on the values, features, and beneﬁts, write some mock reviews of what
you would like people to say. Be highly speciﬁc here. Look at past reviews or
competitors' reviews on Google. Then think about what feelings that user
must experience to evoke those reviews. Add those to the feelings column. If
you have a prototype or demo, now is a good time to reach out to someone
within your target market and schedule a feedback session.

C ONVEYED B RAND T ENSIONS
In the last exercise, your main complaints with your industry and your beliefs
were put against each other to make you choose 1 value over another
(accessibility over price). When interacting with your product/service, these
unique value tensions must also be felt by your target user. In a community
mindset, user aﬃliation happens when brand's values align with user values.
List 6-9 central tensions that your product/service faces. Put the value you
side with ﬁrst and its corresponding tension over it (quality vs. cheap product).

C LEAR B RAND D IFFERENCES
Next, list 5 evocative and unique diﬀerences your product/service has from
your competitors that are truly something your audience will feel.

T IMELESS E QUITIES
Now, look at the whole exercise. What aspects of your product/service will
stand the test of time? Are they the same as your brand's timeless equities?
Can you better represent your brand in your product/service? Tweak the
whole exercise until it tells a seamless story from one end to the other.
Nike’s swoosh is all about overcoming adversity and working hard to be the best of the best. This
timeless equity plays well with athletes and will inform their new "cushioned soles" in their newly
released work-shoe.
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