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I find myself reflecting on these critical exercises because they genuinely lead 
to my business and professional success. 

Most exercises were initially sourced from academics in business and 
communication fields or by giants in the industry. I truly admire and appreciate 
these experts’ advice. But, I also had to compile, repackage, and redesign 
these exercises to provide a complete picture of brand development for 
online communities. It's the industry’s prerogative not to combine or iterate on 
helpful frameworks, so you must buy more content from trusted sources—a 
practice frequently inaccessible for new organizations and communities.

This couldn’t be more troubling in the community space, where untrained 
stakeholders without the required foundations could create chaotic groups. 

At DigitalMarketer, the Customer Value Journey voiced my biggest concerns 
about businesses entering into community spaces. While learning from 
Richard at FeverBee, I found the importance of being very deliberate with your 
strategic frameworks. Jono Bacon's The Art of Community and People Powered 
were instrumental in building my approach to community.

Other community specialists have focused on organization success to prepare 
community managers for their daily operations. Still, they have also removed 
crucial virtual worlds research and theories to make programs easier.

So, keenly aware that I stand on the shoulders of giants, I hope to bring these 
experts' wisdom into a cohesive set of workbooks and eCourses that provide 
a full picture of your brand and its relationship with community. 

Through these exercises, I hope you’ll build a closer relationship with me and 
those I look up to. I’m rooting for you! Please lean on the Discord channel if 
you get stuck. I am here if you need help or to hear of your successes!

Please don’t hesitate to reach out.

SAMANTHA ‘VENIA’ LOGAN
Venia@SociallyConstructed.Online
970-694-8339

A NOTE FROM VENIA

https://scms.me/email
https://scms.me/call
https://scms.me/cvj-explained
https://scms.me/feverbee
https://scms.me/art-of-community
https://scms.me/people-powered
https://scms.me/discord
https://scms.me/courses
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You’re building (or re-building) a new business brand with community in mind!

Where should you start?

This Brand Dossier Workbook is all about making you proud of your brand; 
relaxed, confident, prepared, and successful.

I’ve been building businesses' presence from the ground up and preparing 
brands to form communities for over 7 years. In that time, there’s not a single 
campaign where I haven’t at some point felt lost, overwhelmed, or terrified in 
the process. What got me through it all were great models and frameworks.

In this workbook, I have compiled, tweaked, and revised 9 top brand tools and 
exercises to present a concise dossier that builds a Magnetic Brand: a brand 
capable of turning any target audience into a community.

By the time these exercises are complete, you’ll have a concise plan for the 
brand and a good start building the community of your dreams. You'll gain:

– A winning brand dossier that will attract and keep your ideal audience

– A comprehensive understanding of who you want in your community

– A firm product or service proposal and offers capable of selling it

– A ready-to-make brand design for web, social, and stakeholder use

– A perfect blueprint for merging your brand with a community of passion

I’ve made each exercise my own, but each is sourced from the industry's most 
trusted expert marketers, data analysts, academics, and community 
managers. Please follow the original experts in each resource section for 
more information.

WHO IS THIS BOOK FOR?
If you want to bring people together under one banner, this book is for you. If 
you're going to make community the focal point of your company, this book 
will help. If you have a passion to monetize, these exercises will get you there. 
And if you're not sure how to lead the community you've made, you’re exactly 
who this book was made for.

You in? Let’s go!

WELCOME
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First, if you’re doing this dossier alone, don’t. Find someone to work with you.

There is something to be said for being “too close” to your ideas to make 
decisions your audience would understand. Receiving criticism throughout 
the process is critical to ensuring a valid dossier—especially in community.

If you're working in a team, give this book to all chief stakeholders and discuss 
the whole process before starting. It's okay to present stakeholders a first 
draft, but you are guaranteed to be wrong the first time no matter your 
position. Do not do these exercises in a vacuum. Going with the first iteration 
of these exercises will not make a good foundation for your brand community. 

If you find that you're stuck, there are several resources. I have an entire 101 
course on building a magnetic brand that walks through this and other 
workbooks. There's a community Discord where you can ask for advice from 
me and others. You're also free to schedule 1 no-cost consultation with me at 
SociallyConstructed.Online. I'm happy to offer a hand wherever you need it.

This book is #1 in a 4-part workbook series and is composed of 9 exercises.

Each book helps build 1 of these critical brand community assets:
– Brand Dossier: Know who you are, who cares, & your position in the market

– Platform Blueprint: Lay out all the processes needed to run effectively

– Community Charter: Establish the necessary community strategies & tactics

– Metrics Journey: Build a robust feedback system for your community efforts

Each exercise in this book builds on the previous to inform the next one:
1. Establishing the need: Why you're bringing this brand into the world

2. What we're doing: Outline the mission, vision, & values of your brand

3. Who we are: Create a blueprint for building your brand's shared identity

4. Who should care: Get closer to your audience with detailed user profiles

5. Where we live: Find your place in the industry among your competitors

6. What we sell: Based on all of the prior exercises, put together your offer

7. How we talk: Establish the way you speak with the public and your users

8. What we look like: Finally, create a guide to your brand's look, feel, & voice

9. Our user experience: Plot your target user's experience with your brand

10. Testing Next Steps: Put your Dossier to action with the Platform Blueprint

HOW TO USE THIS WORKBOOK

https://scms.me/101-brand-course
https://scms.me/101-brand-course
https://scms.me/discord
https://scms.me/consult
https://scms.me/annotated-dossier
https://scms.me/platform-blueprint
https://scms.me/community-charter
https://scms.me/metrics-journey
https://scms.me/platform-blueprint
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And lastly, each exercise is further divided into 6 sections:
– Why this exercise is helpful & how it will impact your future organization 

– The theory behind the exercise, so you have the context to hit the mark 

– Next steps & resources that put the exercise into practice immediately

– Annotated instructions to walk through the exercise, & tips to modify it

– A fully editable workbook template of each exercise in PDF format

– Clear examples that show both the result & potential modifications

THIS IS AN AUGMENTED WORKBOOK
As an interactive workbook, this book allows you to find other ways of 
interacting with the content such as videos, blogs, and more. All interactive 
sections are only guaranteed to work within the Adobe Acrobat reader. Any 
other PDF viewer has not been tested and is not supported, but I'd be happy 
to look at issues. Simply email me at Venia@SociallyConstructed.Online to let 
me know of any bugs, feedback, or recommendations you may have. 

Below is a complete list of different ways we augment this workbook:
– Special Terms - Every chapter includes definitions. Click the term to quickly 

reference that section if a term confuses you.

– Links - Click to go to a different webpage or asset available online. Some 
assets may require you to have an account to access it. 

–       - Clicking on this leads to a video of supporting content like a walkthrough.

–       - QR codes (print only) enable you to visit linked resources when scanned.

Did you know this workbook is used in a step‐by‐step eCourse 
on building a magnetic brand and platform for community?

SEE IF THE COURSE IS RIGHT FOR YOU

https://scms.me/101-brand-course
https://scms.me/get-adobe-acrobat
https://scms.me/email
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KNOW WHO YOU ARE, WHO CARES, & YOUR POSITION IN THE MARKET

Brand Dossiers are among the oldest aspects of a successful organization.

A Brand Dossier is a foundational document that outlines the purpose and 
identity of your organization for others to read through and quickly align with. 
It includes your mission statement, target market, where you sit among your 
competitors, and why your group matters in the grand scheme. The Dossier 
establishes how your organization presents itself and interacts with the world.

Getting this dossier right is critical to attracting the audience for a Community.

Even if you already have a brand or an audience, don't skip this step! 

Despite a well-established logo or a thriving community, this dossier will 
undoubtedly shine a light on potential problems, and if you’ve not found 
success yet, you've likely missed the mark at some point in this process. 

WHY THIS WORKBOOK IS DIFFERENT
Brand dossiers are critical, but the difference between a brand and a 
magnetic brand is whether your brand identity is clear and accessible 
enough for your target audience to try it on themselves, like a hat. A magnetic 
brand ensures their behaviors are formed around it, and that it attracts others 
like them. Can your audience take on your brand's identity, tangibly connect 
with it, and quickly find meaning under that banner?

This workbook breaks down each step to build a cohesive Community Brand.

Having a well-crafted community brand dossier makes it easy for anyone to 
affiliate with your brand and know how they should communicate about you 
with others. It makes buy-in easier for stakeholders, creates a frictionless 
onboarding process, and allows 
community members to catch on fast. 

Magnetic brands build target audiences 
and forge those audiences in to 
community and brand evangelists.

If you're convinced you want this kind of 
brand, let's proceed to exercise 1...

INTRODUCTION: YOUR MAGNETIC BRAND DOSSIER



DEFINITIONS
– 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 Dossier: A foundational document that outlines the purpose and identity 
of your organization for others to read and quickly align with.

– Brand Identity: The visible elements of a brand, such as color, design, and 
logo, that identify and distinguish the brand in consumers' minds.

– Community: The set of shared attitudes, values, goals, experiences, practices, 
and artifacts that characterize a defined group of people of any specific size. 

– Community Brand: A brand whose followers currently encapsulate and reflect 
all necessary cultural elements to compose a community.

– Evangelism: When a user's or community member's dedication to a brand is 
so strong that they bring others in by promoting it as their own. 

– Magnetic Brand: A brand that is capable of, but has not yet turned any target 
audience into an established community.

– Target Audience: A particular demographic or psychographic group that a 
marketing, public relations, or other campaign is aimed at.
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WHY THIS IS HELPFUL
All organizations sell products or services within an environment or market 
they must set themselves apart in. PeaceFrog Carpet Cleaning sells a 
cleaning service in south-central Austin, Texas, among over 40 competitors. 
Their “need” establishes a strong brand of 'community good' over others. 
Other competitive markets must rely even more on their ‘need’ if they sell a 
non-physical service or are nonprofits raising money for a far-away cause.

This exercise helps you establish the need for your service over others–you 
must be more than what you do. What is the problem or the villain in the 
market that you're resolving? Why should others champion you to solve it?

HOW YOU’LL USE THE NEEDS STATEMENT
This needs statement, or finding your why, as Simon Sinek calls it, is why 
people will get on board with your marketing copy, blog posts, and why they 
will represent your brand. It’s your passion. Your brand's voice comes from this.

Why are you putting thousands of hours of effort, blood, sweat, and tears into 
this cause? This need underpins your organization's emotional core, and you 
have to convince your audience and stakeholders your brand is worth it. 

THE THEORY BEHIND THE EXERCISE 
Convincing someone to buy your product or service is a rhetorical act. You 
must make 3 persuasive arguments (Ethos, Pathos, and Logos) for 
establishing why they should care, across 3 fronts; what is the Need, Plan, and 
Practicality? For this exercise, focus on the need. 

Critically, people usually buy things based on emotion or status rather than a 
logical argument (Simon Sinek). Then, they logically back up their feelings. In 
all marketing and sales cases, you are making an argument that takes your 
client from a “before” state—they're uninformed and have a problem, to an 
“after" state—they have that thing and 
are better for it (DigitalMarketer).

Create 3 persuasive arguments that 
establish the need, and move the person 
from the before state (they don’t 
understand why they need you) to the 
after state (they know and support you).

EX 1. ESTABLISHING THE NEED

https://scms.me/peace-frog
https://scms.me/finding-your-why
https://scms.me/finding-your-why
https://scms.me/finding-your-why
https://scms.me/dm-before-after
https://scms.me/ethos-pathos-logos
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NEXT STEPS
1. You just wrote your brand's first blog!

After you’ve finished your exercises and generated your website, take some 
time to dress this up and publish it as your first blog post! Link back to this 
veritable manifesto often, and you’ll immediately build a vital piece of pillar 
content for Search Engine Optimization.

2. This statement just gave you the basis for your copy.
When it comes time to build out the copy for your website, take some time to 
look back at the emotive words, strong statements, and even stronger 
arguments here. These arguments will build your copy.

3. The rest of the dossier forms your “plan” argument.
We did say you need to put together a strong plan and ensure it’s practical for 
your brand to succeed.

DEFINITIONS
– Before / After State: Coined by Ryan Deiss of DigitalMarketer, marketing is 

about convincing people they are better off having something. Before a 
product, they have a problem or need something. After having that product, 
their life has changed, and they're better for it.

– Ethos, Pathos & Logos: A model of persuasive argument. Pathos appeals to 
emotion, Ethos appeals to authority or credibility, and Logos is logic or reason.

– Market: The actual or perceived state of an industry or trade, in a particular 
time or context.

– Need, Plan & Practicality: A format of argumentation adapted to establishing 
your brand in a space. Need shows the issue with the status quo. The plan 
outlines your approach to changing the status quo. Practicality sets forward 
your solution and why people should trust you over competitors in the space.

– Product/Service (Offer): 1 or more tangible items or services that a potential 
customer or user is purchasing from you for money.

– Search Engine Optimization: The process of ensuring that a website or 
location appears high on the list of results returned by any search engine.

RESOURCES
1. [Blog] The Modes of Persuasion | The Daily Ethos 

2. [Video[ Simon Sinek: A Quick Way to Find Your Why | Simon Sinek

3. [Book] Simon Sinek: Finding Your Why | Simon Sinek

4. [Podcast] The “Before & After” Strategy Of Chatbooks | DigitalMarketer

https://scms.me/ethos-pathos-logos
https://scms.me/finding-your-why
https://scms.me/find-your-why-book
https://scms.me/dm-before-after
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This exercise is the best one-page deconstruction of why you exist that you'll 
ever write. This needs statement should be jam-packed with Ethos, Pathos, 
and Logos. It must illustrate the problem and establish the villain.

SUBTITLE:
After you've finished the exercise, name it in 4-6 words. If it helps, I use the 2, 
2, 2 method often used in email subject lines: The first 2 words are the hook. 
The second 2 words qualify the hook, and the last 2 are your topic. For 
instance: "92 leads in 1 week with a Chat Bot?!" or "You'll sleep 8 hours tonight."

QUOTE: 
Write this quote at the end of your multi-page draft. This is going to be the 
most illustrative self-quote you’ve written. It will encapsulate the problem 
perfectly. Start with “I feel like [a well-crafted complaint].” And when I say 
complaint, I mean it. This is the most inarguable condemnation of the status 
quo you'll make, so it should bleed emotion.

300 CHARACTER ESSAY: WHY WE MATTER
The founders and CEO need to write this. Don't give this away! This must be 3 
paragraphs by the end of the exercise, but write more and wittle it down. 

This section often starts with an emotional illustration of the problem that 
defines the reason your brand should exist (Pathos). Then, explain the state of 
your market using robust statistics (Logos), and detail why that status quo 
sucks. Lastly, discuss the primary players' role in the industry to back that up.

Tip: Before putting pen to paper, put your phone on record and talk yourself 
through it to better form your feelings and opinions. Rants are ironically the 
most honest form of prose. They produce the more evocative and visceral 
arguments you need here. Then, put the most robust thoughts to paper. I 
typically write around 3 pages before boiling it down to 3 firm paragraphs.

SO WHAT’S THE PLAN?:
Here's your first stab at telling others what your brand does (#QuickWin)! 

Something sucks, and here’s what you’re going to do about it. This comment 
should be succinct. How will you fight your villain or solve your target 
audience’s problem? Think of this as an elevator pitch you can say in 30 
seconds. It illustrates why people should care, what you're going to do about 
it, and how that will work. End it with a call to action or request of them. 

INSTRUCTIONS
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NEEDS STATEMENT:

QUOTE

SO WHAT'S THE PLAN?

WHY WE MATTER
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“The whole wedding photography industry is set up to make photographers doubt themselves so 

they can’t find confidence in original ideas. Instead, the industry pushes photographers to follow 

someone else’s template.” ~ Maddie Mae

WHY WE MATTER
The U.S wedding industry alone generates over $51 billion dollars a year. Of 
that revenue, over 70% goes to the “big-box” industry. To get a super small 
slice of that pie, wedding photographers must produce work the industry 
wants over what clients want. Photographers are given an industry script to 
success; what the pictures should look like, how couples should be 
photographed, when and where they can shoot, and how much to charge. 
Photographers must itemize a picture-perfect wedding and flawlessly 
reproduce the industry’s monolithic look and feel consistently.

This hurts both the couples’ big day and the photographer’s passions. 
Couples are simply less important than the institutional image of marriage.

Bucking that trend is necessary to find your way as a wedding/elopement 
photographer, but choosing this road also means rejecting a stable income to 
satisfy creativity, and wading through a mountain of logistical struggles. Why?

'Proficient' alt. wedding photographers are sharing their workflows, running 
dubious workshops, and selling untested email templates to other 
photographers, unaware that they kind of suck. Presets and quick-tips are 
being shared, and it’s all too vague or untested to breed any real success.

Honestly, the current alt-market’s canned content leaves photographers 
feeling just as hollow as the wedding industry. Quality learning just isn’t there, 
and creativity and individuality are absent in what content is available.

According to Erin Griffith at Fortune Magazine, 90% of startups failed in 2014. 
The number hasn’t decreased in 7 years. Seven! Creativity is the success 
factor, and we’re not seeing it in an industry defined by its artistic passion.

SO WHAT’S THE PLAN? 
Adventure Instead Academy will produce high-quality, creativity-driven, and 
science-backed education. We'll make real learning resources for elopement 
photographers looking to break the mold, but we'll avoid the ‘template 
problem’ by rooting every lesson in tested community solutions that teach 
processes members can make their own. We will foster innovation born from 
creativity. If you're ready to break the mold, AND succeed, learn from us.

EXAMPLE NEEDS STATEMENT: 
NO SUCCESS IS WITHOUT PASSION

https://scms.me/wedding-industry
https://scms.me/startup-fail-rate
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WHY THIS IS HELPFUL
Organizations are a social construct. They require buy-in before becoming a 
shop on the street or a well-visited website. Your organization, when you start 
it, is just an idea. Your first task as a founder is to convince others that it 
matters enough to make it real. This exercise weaponizes your need.

If you’re building a brand just to sell a product, your north star may be money, 
but ultimately, your customers and your community won’t gather around that 
kind of north star. Making money isn’t good enough. A successful organization 
without a compelling mission or vision will lose itself in the market.

The organization’s leaders must have a crucial north star mission based on 
that visceral need, and it must be evident in absolutely everything you do. The 
Mission, Vision, and Values statement creates constant buy-in.

HOW YOU’LL USE THE MISSION, VISION & VALUES STATEMENT
This page is your brand. This page will be used to hire, fire, attract members, 
grow, get people on board, find investors, and more. This exercise establishes 
the “soul” of your organization. 

THE THEORY BEHIND THE EXERCISE 
Brand buy-in, group affiliation, and even purchases are all based on a person’s 
level of 'affiliation' with a brand. People forge a shared identity with things 
they like by trying it on for themselves and asking if it's something they want to 
affiliate with. This very personal process of trying on what people like, or 
dislike, is what creates loyal followers of a brand. Affiliation is what attracts 
potential community members, like a magnetic pull. 

Well-crafted mission statements forge a sense of shared purpose to align 
people to your brand. Visions make it clear, values make it easier for them to 
stay with the brand, and the brand essence keeps them infusing every 
interaction with that feeling. 

“Do I like Campbell’s soup? Does giving my kids Campbell's mean I’m making healthier choices? 

Do Campbell’s traditional values align with mine? Am I doing the right thing supporting them?

Are other soup brands more worth supporting? Am I going against being a foodie?” 

EX 2. MISSION, VISION & VALUES
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NEXT STEPS
1. Become an organization! 

Did you know that in these first 2 exercises, you’ve collected everything you 
need to start a typical business in the eyes of the government? You can now 
head over to your local county clerk and recorder website, click “start a 
business,” and fill out the application! 

2. Publish for the world to see! 
After the dossier is done, and you've cemented every word of this statement, 
formalize it! Send this sheet to an illustrator. Get posters, cards, and graphics 
made! This paper is the life of your organization, so share it all far and wide!

DEFINITIONS
– Affiliation Level: How much a member of the target audience relates 

themselves to a brand's identity, by investigating, adapting, and expressing 
their connection to a brand's identity. Rising affiliation encourages greater 
community status, belonging, self-disclosure, and trust.

– 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 Values (beliefs): 5-8 core values your organization and community will 
not bend on. Your North Star. Your hill to die on.

– Mission Statement: The mission is the primary thesis statement of your 
organization; or what you are trying to achieve, how and why. 

– Oganization: An organized body of people with a particular purpose; a 
business, society, association, etc.

– Social Construct: An entity, idea, or cultural boundary that has been created 
by, and is universally recognized by the people in a society.

– Stakeholders: Any individual with a vested interest or concern in something, 
especially an organizational entity such as a business.

– Vision Statement: What the world looks like after accomplishing you mission.

RESOURCES
1. [Infographic] How Does Identity Work | RESCQU.NET

2. [Blog] How to Write an Awesome Nonprofit Mission Statement | DonorBox

3. [Video] At DigitalMarketer We Believe... | DigitalMarketer

https://scms.me/how-identity-works
https://scms.me/nonprofit-mission-statements
https://scms.me/dm-we-believe
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WE STARTED IN RESPONSE TO AN INDUSTRY THAT…
This is where you get to complain! Look back at your Needs Statement and 
collect your strongest feelings into 6-8 bullet points. What specific statements 
move you most? Why is something terrible? Get critical of the industry, your 
competitors, your audience's role, and what they receive. What makes your 
organization different?

OUR MISSION
This is the principal thesis statement of your organization. Come back to this 
to revise it frequently throughout the dossier process. If you're not 100% 
confident with this mission by the end of the dossier, something is off.

OUR VISION
If you accomplished your mission in a perfect world and considered yourself 
done, what would the world look like for your audience? A warning to my 
nonprofit advocacy folks; it's easy to overdo this. The result shouldn’t be 
rainbows and unicorns. A vision is an achievable, if lofty, after-state.

OUR BRAND ESSENCE
We know what you do and what you’re looking to accomplish, but how does 
interacting with your organization feel? How does receiving your product or 
service feel? People feel a certain gravitation toward a good leader. A brand is 
no different. What impression are you making in their hearts? For now, just 
take a stab at this. We'll refine it throughout the dossier.

WE BELIEVE...
Now, put everything you've learned in this and the previous exercise into 6-8 
simple statements that Stake your claim and draw lines in the sand. Mirror the 
complaints you wrote in the first portion of this exercise. What must your 
organization believe to accomplish what you’ve set out to do? Be 
unequivocally positive. These are the north stars for your organization. Morally, 
ethically, and practically. These are your hill to die on, and you'll never bend.

WHO ARE THE STAKEHOLDERS…(OPTIONAL)
For larger groups or more structured organizations, you should provide 
information on the key stakeholders so people have a better understanding of 
who they're trusting to accomplish this mission. Provide a short and sweet 
biography for each key member of the brand and why they should be trusted. 

INSTRUCTIONS
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WHO IS 

WE STARTED IN RESPONSE TO AN INDUSTRY THAT...

OUR MISSION

OUR VISION

OUR BRAND ESSENCE

WE BELIEVE
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WHO ARE THE STAKEHOLDERS

PERSON 1: 

PERSON 2: 

PERSON 3: 

PERSON 4: 

PERSON 5:
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EXAMPLE MISSION, VISION, VALUES STATEMENT

THE SOCIAL CURRENCY METRICS SYSTEM WAS MADE IN RESPONSE TO 4 CONCERNING TRENDS:
1. An over-reliance on marketing numbers to the detriment of online communities.

2. An unethical cyber-stalking of audiences with decreasing control over their own data.

3. Diminishing returns on all benefits this stalking provides marketing teams.

4. An unhealthy and constant obsession with technological solutions to these problems that. 
only complicates marketing at best, and harms internet cultures at its worst.

OUR MISSION:
The SCMS's mission is to show that it’s worth asking how your digital presence affects the 
health and wellbeing of the communities you market within. Turn traditionally hard to 
understand qualitative metrics like transparency, utility, consistency, merit, and 
reputation into calculable metrics you can use alongside traditional analytics strategies.

OUR VISION: 
When we are satisfied, businesses will have as much infrastructure dedicated to 
tracking, analyzing, and making decisions based on qualitative user sentiment, as they 
do on quantitative behaviors. Our client’s users will feel more empowered as they 
engage with our clients because safety and security will coexist in healthy virtual spaces.

AT SOCIALLYCONSTRUCTED.ONLINE, WE BELIEVE:
1. Safety, security, anonymity, and the ability to control each is a human right.

2. If businesses are legally people, they also must follow the rules of consent for people.

3. What a person says is tantamount to consent and it overrides measured behaviors.

4. Actions prompted by funnels do not necessarily express consent for an outcome.

5. Businesses have a responsibility to handle the data they use effectively and ethically.

6. Fancy rhetoric with no substance is a poison in the marketing industry.

7. The brand community and the business that started it are symbiotic, but independent.

8. Business operations and outcomes should never negatively impact the community. 

9. Any entity entering a community should better that community by their presence.

10. A singular “cultural fit” is bullshit and multiple cultures co-existing at once is vital.

11. Monetary incentive is only one of a number of driving forces a business should have.

12. In critique, review, and criticism, everyone is equal.  Status and ego are just factors.



25

EXAMPLE STAKEHOLDERS

SAMANTHA 'VENIA' LOGAN
Venia was an executive director for RESCQU.NET, a nonprofit 
organization that catered to the security, anonymity, and safety of 
closeted LGBTQ+ people on the internet. She was also a digital 
marketer whose job was to learn everything about an audience 
that she could, in order to market to them. 

To resolve this dialectical tension; needing to know more about 
an audience who respected anonymity, she created the Social 
Currency Metrics System so she could measure their opinions, 
feelings and thoughts, rather than invasive behavioral trends.

DYLAN MARCY
Dylan started his first business and quickly found that most 
forecast marketing tactics made him uncomfortable, relying on 
mass amounts of customer data for tiny increases in reach and a 
small return on investment. His background in Anthropology left 
him frustrated that those opportunities to use qualitative data 
weren't being utilized to make an ethical and comfortable 
experience for both customers and businesses.

After consulting on the SCMS he happily co-founded 
SociallyConstructed.Online to encourage a win-win relationship 
between company and customer.

THE FOUNDERS:

https://scms.me/home
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WHY 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.

HOW YOU’LL USE THE BRAND IDENTITY BLUEPRINT 
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. 

THE 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.

EX 3. THE BRAND IDENTITY BLUEPRINT
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NEXT STEPS
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.
 

DEFINITIONS
– 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).

RESOURCES
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

https://scms.me/campbells-rebrand
https://scms.me/hubspot-branding
https://scms.me/spaghetti-sauce
https://scms.me/brand-colors
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YOUR BRAND’S VALUES
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.

PRODUCT / SERVICES FEATURES & BENEFITS
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.

DECLARED REVIEWS & VISCERAL FEELINGS
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.

CONVEYED BRAND TENSIONS
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).

CLEAR BRAND DIFFERENCES
Next, list 5 evocative and unique differences your product/service has from 
your competitors that are truly something your audience will feel. 

TIMELESS EQUITIES
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.

INSTRUCTIONS
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WHY THIS IS HELPFUL
From this point on, every exercise is about proving exercise 3's Brand Identity 
Blueprint wrong. You should now have a refined vision of your brand, so it’s 
time to test what you believe your brand to be. This exercise takes your brand 
from something you care about to something everyone cares about. 

It's critical that you have someone help you for this exercise. This is the easiest 
step in branding to get wrong, and if it's wrong, you will build your brand 
around a user who may not actually exist. That spells doom for community.

HOW YOU’LL USE THE USER PROFILE
The User Profile is a 2-page exercise you will do for each target audience you 
want in your community. You'll flesh out an ideal person who would use your 
product/service. Think back to who you imagined throughout prior exercises.

This is also your first exercise where some very real research will be required. 
Once you've outlined a user profile, find them and interview them in real life. 
Let the perfect user for your your product/service experience it. Have them 
comment in real-time. Build focus groups, and do surveys to prove your Brand 
Identity Blueprint wrong—not right—wrong. Be critical of your assumptions.

Don't skip testing these! Virtually everyone skips this, but this step is what 
makes or breaks a community brand’s 'magnetic' properties. To build a brand 
that brings people together, you must show you 'get' them. 

THE THEORY BEHIND THE EXERCISE 
The User Profile combines 3 frameworks. The first is a literary tool used to 
create compelling characters called the Character Diamond. It forces authors 
to flesh out their character's psyche and illustrate what makes them tick. 

The second is a socio-psychological model that breaks down how a person 
places themselves in society; from demographics and social standing, to how 
they feel about their situation, and then 
how these factors affect their behavior.

The third model zooms into a day in the 
target users life before and after they've 
experienced your product/service. Using 
all 3 frameworks together, Marketers and 
Community managers can get very 
specific about who they want.

EX 4. PERFECT USER PROFILE
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NEXT STEPS
1. These are huge for ad-buying. Put them into action!

 For every piece of content you make, email you write, copy you form, or ad 
you spend money on, a User Profile is the basis of successful conversion. 
When Facebook asks who they should serve ads to, tell them precisely what 
you've put on this profile. This is 70% of ad spending—the audience.

2. You're still probably wrong
If you've just filled in this User Profile the first time, or if you're an established 
brand and you "know your audience," but you still haven't tested that profile, 
you're likely wrong. This is the core of audience research, and market trends 
change over time. Regardless, do a few more market interviews or surveys.

3. Classify your current following
Take a quick look at your or a competitor's following. Try to classify your 
audience into 1 of your User Profiles. If real people can’t fit, either adjust an 
existing User Profile, or make a new one for that segment. 

4. Go do the research
Go talk to, interview, and record conversations with real users! The more you 
understand an actual user's mind, the more likely they are to affiliate with you.

5. Place posters around the office
It's critical that your key stakeholders do not forget these profiles. Make a 
poster of each user, and place it on your walls, next to your mission statement. 
There are more posters destined for that wall in this and future workbooks!

DEFINITIONS
– Magnetic Brand: A brand that is capable of, but has not yet turned any target 

audience into an established community.

– Target Audience: A particular demographic or psychographic group that a 
marketing, public relations, or other campaign is aimed at.

– User Profile: Several fictitious but well-tested profiles that are based in reality 
and reflect your brand's most ideal users.

– Value Tensions: 2 seemingly opposing values in which choosing 1 forces you to 
sacrifice or compromise the other (security vs. freedom).

RESOURCES
1. [Article] What is self-concept? Placing ourselves in Society | VeryWell Mind

2. [Blog] Create a Customer Avatar in 5 easy steps | DigitalMarketer

3. [Video] The before and after grid: 20 minutes to boost marketing copy | Drift

4. [Article] How to understand your target Audience | Facebook Blueprint

https://scms.me/self-concept
https://scms.me/dm-customer-avatar
https://scms.me/dm-before-after
https://scms.me/fb-target-audience
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First, you'll notice that there are 2 pages, and the activity is repeated 3 times. 
You should produce a new user profile for each well-defined target audience 
you're selling to. If someone in your community doesn’t fit, or the product/
service requires a different marketing message for them to buy, it's likely a 
new user profile. Resist the urge to serve different users the same message. 

Remember: Exclusivity breeds inclusivity. Don't expand. Diversify.

DEMOGRAPHICS: 
The first 5 boxes will start easy enough. Each box will move you deeper and 
deeper into the mind of the user: 

– Physical: Their physical traits. Height, gender, weight, hair/eye color, location? 

– Societal: What's their social standing? Income, degree-level, marital status?

– Psychological: Where are they mentally? Tech-savvy, republican, workaholic?

– Behavioral: How do they behave online, with friends, at work, or when angry?

– Motivational: What gets them ticking? What pushes them to act or buy things?

A DAY IN MY LIFE… .
You’ve got a person in your head now. What does their average day look like?

“I WANT TO ACHIEVE…” VS. “I’M HAVING TROUBLE WITH…”
What are their goals and what must be overcome to achieve them? What 
problem are they solving, and to what end? Who do they want to impress?

“I STRUGGLE BETWEEN… AND...”
Just like your brand, consumers must make tough choices between 
competing values that are in tension with one another. Ask yourself, what 
conflicting values do they face, that you can solve? What do they value most, 
and over what? Anonymity over convenience? Cheap over quality product?

“I CAN’T BUY BECAUSE…”
Let's say they still can't quite fit your product/service into their lives, or won't 
put money down; why? What's in the way? Is there a gatekeeper or process? 

HOW YOU’LL AFFECT MY LIFE
Now, illustrate their lives before and after your product/service. Answer the 
who, what, when, where, and why in both cases. What are they struggling with 
or stressed by? What problem do they have? How much time is wasted? Who 
is their villain? Conversely, what does their day look like after your product/
service is integrated into their lives? In the bottom 2 boxes, note how they 
discover you, and after finding you, how are they saying to thank you?

INSTRUCTIONS



Physical Motivational

I want to achieve... I'm having trouble with...

THE "PERFECT USER" PROFILE ‐ 1

A day in my life...

Societal Psychological Behavioral

I struggle between... I can't buy because...



HOW YOU'LL AFFECT MY LIFE ‐ 1

Before engaging with you I... After all of your help...

To solve these problems I'd search... If you made me a superfan I'd say...



Physical Motivational

I want to achieve... I'm having trouble with...

THE "PERFECT USER" PROFILE ‐ 2

A day in my life...

Societal Psychological Behavioral

I struggle between... I can't buy because...



HOW YOU'LL AFFECT MY LIFE ‐ 2

Before engaging with you I... After all of your help...

To solve these problems I'd search... If you made me a superfan I'd say...



Physical Motivational

I want to achieve... I'm having trouble with...

THE "PERFECT USER" PROFILE ‐ 3

A day in my life...

Societal Psychological Behavioral

I struggle between... I can't buy because...



HOW YOU'LL AFFECT MY LIFE ‐ 3

Before engaging with you I... After all of your help...

To solve these problems I'd search... If you made me a superfan I'd say...



44



45





47

WHY THIS IS HELPFUL
In the previous exercise, we tested your Brand Identity Blueprint's 
assumptions of your audience. Now we will test your assumptions on where 
you sit in your market. Think of this exercise as your first market competition 
analysis for this brand. We're also making informed choices about your 
product/service's positioning using the value tensions from exercises 3 and 4. 
How much should you charge? Are you really higher quality or cheaper than 
competitors? Is there room for you to compete, and if so, where? 

HOW YOU’LL USE THE BRAND INDUSTRY CONTEXT MAP
This 2-part exercise allows you to nest your brand in a space among your 
competitors to better see where you should plant your flag. I recommend 
adding 8-10 competitors' logos to a PowerPoint slide so you can visually 
move brands around for the second part of this exercise and play around.

You may also want to do these next 2 exercises alongside your user profiles' 
interviews and research. Ask your users where they'd place you in the market. 
What do they feel the industry lacks that you can bring to them? 

THE THEORY BEHIND THE EXERCISE 
People make decisions by first considering their known options. Then how 
they feel about those options, and then most frequently they'll make snap-
judgments about where their money goes, based on feeling. Unfortunately, 
most choices are "devil you know over the angel you don't." This is true in a 
supermarket aisle, on Amazon, and when googling for solutions and services. 

Fortunately, a community brand strategy has a major leg-up here. 

Because your community is creating large bodies of content for search engine 
optimization, happy users are creating solid reviews, and excellent customer 
service is creating brand evangelists. Your natural activities in community are 
intercepting and answering any new user's questions before your competitor. 

By positioning a magnetic brand right 
where competitors can't solve your users' 
biggest problems, you co-opt the space 
where conversation happens. To do that 
however, you must know where the 
market's holes are.

EX 5. BRAND INDUSTRY CONTEXT MAP

https://scms.me/finding-your-why
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NEXT STEPS
1. Do your second Brand Identity Blueprint now. 

Now that you've finished and tested your user profile and context map, you're 
ready to revise your brand identity blueprint, knowing what you know now. 

2. Apply the theory to people too!
This framework sets you up for competition analysis, but part 2's exercises 
also work for mapping community needs via social listening (workbook 3).

3. Keep the list running and add competitors as you find them
Once you've finished this exercise, search engine keyword optimization isn’t 
that much more work. Now that you have a list of competitors and where they 
corner their market, find keywords they are missing or that you can compete 
on those keywords with an SEO tool and content.

4. Share this work with stakeholders to better map out your space! 
If you provide this exercise to the contractors, stakeholders, and employees 
you work with, it will be easy for them to understand where you're positioned 
in the market. This will ease the onboarding and training process.

DEFINITIONS
– 4 Ps of Marketing: A standard brand placement method of defining your brand 

on 4 vectors: Product, Price, Place, and Promotion

– Competition Analysis: Identifying competitors in your industry and researching 
their different marketing strategies.

– Community Brand: A brand whose followers currently encapsulate and reflect 
all necessary cultural elements to compose a community.

– Evangelism: When a user's or community member's dedication to a brand is 
so strong that they bring others in by promoting it as their own. 

– Market: The actual or perceived state of an industry or trade, in a particular 
time or context.

– Search Engine Optimization: The process of ensuring that a website or 
location appears high on the list of results returned by any search engine.

– Value Tensions: 2 seemingly opposing values in which choosing 1 forces you to 
sacrifice or compromise the other (security vs. freedom).

RESOURCES
1.  [Blog]The SEMRush guide to Competitor keyword research | SEMRUSH

2.  [Blog] How to visually map out your competitors in a space | Alexa Blog

3.  [Blog] Coopetition: All's fair in love and open source | Opensource.Com

https://scms.me/competitive-research
https://scms.me/perceptual-mapping
https://scms.me/coopetition
https://scms.me/community-charter
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PLACING YOUR BRAND IN INDUSTRY CONTEXT
This exercise has 2 sections. First is the nesting egg that makes up your 
position in the market. Find 4 big trends for each level of your market: 

– Macro-Trends: What greater public issues affect your industry? 
i.e.: Increased need for virtual privacy or a trend toward non-GMO foods.

– Competitors: How are competitors responding to these macro trends? 
i.e.: Developing eco-friendly coffee-trade routes or increased philanthropy

– Micro-Trends: Within your competitor space, what strategies are being used?
i.e.: Market channels moving to short-form video content or TikTok and podcasts

– Our Business: Using the 4 Ps of marketing, place yourself in this environment.
     Product: energy-conscious, fair-trade, environmentally friendly, more secure 
     Price: cheaper, month-to-month, annual, one-time, increased profit margin
     Place: ubiquitous/accessible, bottom-shelf, exclusive access, low-quality
     Promotion: Facebook ads, billboards, commercials, YouTube Influencers

INDUSTRY MAPPING
Now that you understand the market and your competitor's place in it, visually 
map out where your competitors sit on various value decisions just like you 
have in your Brand Identity Blueprint. Consider doing this in a PowerPoint or in 
Google Slides so you can visually move brands around. I do this in 5 steps:
 

1. Choose 2 sets of opposing value tensions (cheap vs. quality) that you must 
grapple with. Pair them by causal relationship, as in the example below. 

2. Graph out your competitors' relationship with each tension. 

3. Once each competitor has a space on the graph, circle any empty "gaps." 

4. For each gap, consider whether a competitor hasn't taken that space for a 
reason, whether your target audience wants it, or if you can step into it.

5. Put a dot or your logo in the gaps you've identified you want to be in, and 
assess what that position means for your brand. If it works, you live there now.

 Where are chocolate bar companies aiming when they must produce a cheap but good quality bar? 

On the x-axis put the tensions of cheap/expensive to buy, and on the y-axis put low-cost/high-cost 

to produce. Use their company logos to place them where you think they've positioned their 

chocolate bar based on its product packaging and quality.

Note: This is a somewhat abstract exercise. If you get stuck, watch our 
Youtube video on the exercise here, talk about it with us on Discord, or set up 
a consult with me to do this exercise with you! 

INSTRUCTIONS

https://scms.me/brand-context-exercise
https://scms.me/brand-context-exercise
https://scms.me/discord
https://scms.me/consult
https://scms.me/consult
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Macro Trends

PLACING MY BRAND IN INDUSTRY CONTEXT

Competitors

Micro‐Trends

Our Business
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PLACING MY BRAND IN INDUSTRY CONTEXT
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Brand Industry Context Map
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WHY THIS IS HELPFUL
You're an absolute trooper for getting here! Now to the fun stuff!

This exercise will use your newly tested brand identity blueprint to write the 
default offer copy; written content intended to market a product/service. 

Before starting this exercise, make sure you've done the research to nail your 
tested brand identity blueprint. Before you put pen to paper here, go back 
and make any changes you need to make in your blueprint because this is 
where we get super creative and start molding a solid brand voice!

Now, after 5 exercises, you should have the necessary language to pitch your 
product/service to your audience in your own voice, and the best possible 
grip on what your target audience will respond to. You now have the makings 
of a great brand, but it's missing the magnetic community parts. This exercise 
builds a Unique Selling Proposition (USP) for each product/service out of that 
research. Then use these USPs as a jumping-off point for a brand voice and 
then community to form.

HOW YOU’LL USE THE PRODUCT / SERVICES STATEMENT
Look back at all of the information you’ve learned from the prior 5 exercises to 
create 1 highly persuasive 1-paragraph elevator pitch for each product/
service, and for each user profile. If you have 3 user profiles and 3 products, 
you will be making 9 unique selling propositions. Each USP will have a need, 
plan, and practicality statement on ethos, pathos, and logos. These strong 
arguments will be the bones of your beautiful brand voice in exercise 7.

THE THEORY BEHIND THE EXERCISE 
Convincing someone to buy a product is difficult. Sales is hard to manage, but 
marketing is not far from it once you’ve got the sales messaging down. 

Marketing is simply trying to sell to as many people as possible, while 
remaining as personally relevant and empathetic to a single person as 
possible. To do this, you need solidly persuasive bones (a USP) and a brand 
that people want to hear from (brand voice). We have worked through all the 
prior exercises so that you know exactly what you want to say, and how. 

EX 6. UNIQUE PRODUCT/SERVICES STATEMENT
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NEXT STEPS
1. You’re not done yet!

The Unique Selling Proposition just gave you the perfect language for a 
landing page for the product, but now you have to build your brand voice and 
visual style that sells that product with charm. The next exercise will create a 
great look and sound for your brand. 

2. Keep these USPs for your User Experience Journey later!
In this worksbook's final exercise and in our second workbook on building an 
online platform, we use these USPs to set your brand up for a whole host of 
funnels, and quickly build a full discovery process for your community.

DEFINITIONS
– Copy (Marketing): Written information that aims to inform, persuade or 

entertain an audience for marketable or sales reasons.

– Brand Voice: The unique sound, word choice, mannerisms, and approach your 
brand uses to present itself as users get closer to the brand. 

– Magnetic Brand: A brand that is capable of, but has not yet turned any target 
audience into an established community.

– Unique Selling Proposition (USP): A unique and provocative sales pitch that 
defines what is different about a product, service, or asset. 

– Sales Pitch: A well crafted and brief speech to a specific user, intended to 
touch on their pain points and get them to buy something. 

RESOURCES
– [Blog] 5 Ways to Develop a Unique Selling Proposition | Convince & Convert

– [Blog] The Psychology of Pitching | InsideSmallBusiness

– [Video] Elevator Pitch Tips to Stand Out | Vannessa Van Edwards

– [Video] Start with why-how great leaders inspire action | TEDx

https://scms.me/cnc-usp-methods
https://scms.me/isb-pitching-psychology
https://scms.me/vve-pitch-tips
https://scms.me/platform-blueprint
https://scms.me/platform-blueprint
https://scms.me/ted-start-with-why
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CRAFTING A STRONG, UNIQUE SELLING PROPOSITION
This exercise is straightforward. Use what you've created throughout your 
brand dossier to craft a personalized sales pitch to each user avatar for each 
product/service you sell. This is, of course, much easier said than done. 

Sales pitches are put together in many different ways, so below I've provided 
a few sales-copy techniques I know work. I recommend trying each of the 
following methods a few times to find what suits you best. 

TECHNIQUE 1: WHY, WHAT, HOW 
Coined by Simon Sinek, this technique goes from brand, to product, to user. 
"At [organization name] we believe [user-specific value], so we provide [user 
specific features] to provide you [value-linked benefit]. [Call to action]?"

At Apple, we believe the products you use shouldn't dictate how you use them, so we use aircraft-

grade aluminum cases to withstand your adventures, Want to buy one? 

TECHNIQUE 2: "BUT WHY," "SO THAT"
If you can convince an overly curious child, you can convince a paying adult. 
Keep asking yourself "but why" and answer with 'so that.. " We [action your 
brand performs] so that [user targeted value] so that [user targeted benefit] 
because we care about [repeat targeted value]."

At Thrival training, we deliver comprehensive environmental policy training for over 40 manufacturing 

roles, so your employees are certified safe annually and you can stop worrying about accidents. We 

also offer continuous career improvement paths for every employee so that you can get back to 

leading your industry—not attending endless safety briefings. 

TECHNIQUE 3: NEED, PLAN, PRACTICALITY
This is the same framework you used for your brand, but for your offer: "[clear 
problem] because [established villain]. That means you [user targeted problem]. 
Introducing [product/service]. With [product/service] you can [planned action] 
without [issue of practicality]. Get [after-state]. [call to action]."

Mowing the lawn is back-breaking, but ride-along lawn mowers are bulky, and landscapers are 

expensive. It just feels like a waste of time, sweatin' in the sun. Introducing the GOAT. This compact, 

automated lawnmower removes the effort. Simply schedule your lawn a weekly pedicure right from 

your phone. The GOAT maps your yard, cuts your grass, and bags it for you at just $999.99, the same 

price of a ride-along without any of the time. Buy now!

INSTRUCTIONS & EXAMPLES

https://scms.me/ted-start-with-why
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TECHNIQUE 4: WHERE WE ARE, WHERE WE'RE GOING, HOW WE'LL GET THERE.
This strategy uses the before/after state to establish the vision and how. Right 
now we have [the need/problem/villain]. We want to [illustrated after-state], so 
we do [practical plan to get there].

Right now, marketing throws strategies at the wall and if more money is in the bank months later, 

they're considered a success. But a savvy business owner wants to know the results as they're 

happening. So we created Supermetrics, a suite of Google Data Studio connectors that take the data 

from the systems you use and builds a report in real-time. Just purchase a license, connect your 

account, and create the perfect report.

TECHNIQUE 5: RESULTS & HOW
This technique is very cut and dry, so it's best for simple products, sales 
videos, and commercials. Picture this: "[desired after state, describing the lack 
of a big hurdle]. [product/service] does [feature that clearly defines how you got 
those results]. [call to action]."

Your family just had the most fantastic dinner while laughing and sharing stories. They migrate to the 

living room, popcorn in hand...and you go with them. The new Maytag Industry-Crest dishwasher. 

Restaurant-caliber cleaning power in your kitchen. No pre-washing needed. Now available at Kohls.
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WHAT WE DO: OUR PRODUCTS/SERVICES

Product 1

User 1

User 2

User 3

Product 2

User 1

User 2

User 3

Product 3

User 1

User 2

User 3
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WHY THIS IS HELPFUL
This is where your Brand becomes truly magnetic; Community-Centric. 

A brand voice cannot be a monolith anymore, but this is always what formal 
organizations do. It's a mistake. Corporations are not people. They are socially 
constructed groups of people. They should sound like their own community.

Community Brands allow open dissent in the ranks but encourage unification 
when times are hard. They're complex but speak simply. A new member 
should be treated more personally as they grow closer. A sense of intimacy 
should follow community, and the brand voice should change with proximity.

HOW YOU'LL USE THE BRAND VOICE GUIDE
This exercise expands on traditional notions of brand identity by giving you 
more than 1 voice. We will create a plan for interacting with your audience as 
they become a community by first making a single brand voice, and then 
modifying the USPs you constructed before to create a multi-dimensional 
voice that is capable of talking to the user in increasingly personal contexts.

Remember: In all copy content is king, but context is queen.

THE THEORY BEHIND THE EXERCISE
When businesses came online, they brought baggage. They only knew how 
to advertise on TV, Radio, or Print and assumed this virtual medium would be 
similar. So the marketing strategies that worked before were the first to be 
tried online. Alas, the strategies translated (poorly), and the internet was 
treated no different because they 'worked' (sort of). Because these strategies 
didn't concern interpersonal relationships, businesses' brands didn't either. 
The industry ignored that online communities are living units of culture.

The critical cultural framework they left out is the socio-ecological model; 
larger units of culture, like governments 
are formed by smaller units of 
interpersonal groups. Those larger units 
then apply inward pressure to inform 
how smaller cultural units change. 

This is how communities develop, but 
since the marketing industry missed this 
memo, our social networks are broken 
and your brand has to do it yourself.

EX. 7 BUILD A COMMUNITY‐CENTRIC BRAND VOICE

https://scms.me/101-brand-course
https://scms.me/th-brand-voice
https://scms.me/th-brand-voice
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NEXT STEPS
1. Give your brand several faces! 

You should consider that a member of your executive team or a dedicated 
community manager will need to represent the organization as a whole. You 
will need a brand spokesperson. Their mannerisms and tone should reflect 
the brand to some extent, but should not do so entirely. A careful balance 
must be met, or you could cause PR problems. Consider how Wyrmwood 
uses their behind-the-scenes documentary channel WyrmLife on Youtube.

2. Send this to all of your copy editors and creatives! 
The Brand Voice is the single most critical tool for onboarding new people to 
speak on behalf of your brand. Especially for people writing professionally for 
you, nailing the voice and style of your brand is a requirement. Tis exercise will 
go a long way toward making sure they onboard quickly.

DEFINITIONS
– Brand Identity: The visible elements of a brand, such as color, design, and 

logo, that identify and distinguish the brand in consumers' minds.

– Brand Voice: The unique sound, word choice, mannerisms, and approach your 
brand uses to present itself as users get closer to the brand. 

– Community: The set of shared attitudes, values, goals, experiences, practices, 
and artifacts that characterize a defined group of people of any specific size. 

– Community Brand: A brand whose followers currently encapsulate and reflect 
all necessary cultural elements to compose a community.

– Culture: The integrated pattern of human knowledge, belief, and behavior that 
encourages learning and transmitting knowledge among social groups.

– Socio-Ecological Model: A sociological model that holds society is stratified 
into identifiable layers. For change to take effect, it must affect all layers.

– User Vs. Member: Members are a subset of users in which those members 
strongly identify with and describe themselves as a part of the community.

RESOURCES
1.  [Course] What are Brand Archtypes | Astute.co

2.  [Video] What makes a superhero? | Stan Lee

3.  [Blog] Audiences vs. Community: 7 Differences | Tribe.Co

4. [Video] Is Wyrm Life too inappropriate? S2 E16 (NSFW) | WyrmLife 

https://scms.me/brand-archetypes
https://scms.me/sl-branding-superhero
https://scms.me/tribe-audience-community
https://scms.me/wyrmlife
https://scms.me/wyrmlife
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For this exercise, work through all of the steps concurrently. If you're unsure 
about one section, fill out others and come back to it. Work back and forth.

IN 3 WORDS, WE ARE...
Do this at the end of the first page. These are the 3 keywords you would use 
to define your brand. For example, Panera Bread is warm, organic, and cozy.

TOTAL BRAND IDENTITY
You did this for a person on your user profiles (ex 4). Build your brand identity 
the same way—from surface-level representation to deeper layers.

– Persona: How does the brand present itself? Loud and strong? Classy? Big?

– Language: Do you use jargon, big words, contractions, or an oxford comma? 

– Personality: How does the brand change for different audience contexts? 

– Emotions: Does your brand wear its heart on its sleeve, or stay composed?

– Tone: Does your overall language sound stiff, young, crass, old, or educated?

OUR STORY, OUR PHILOSOPHY, AND WHO WE ARE NOT
Tell how the brand got started, a philosophy the brand lives by, and who the 
brand is not in less than a single tweet (240 characters). Exemplify the brand's 
target voice on social media. Then dissect it in the next section.

BRAND VOICE GUIDELINES: WHAT WE DO AND DO NOT USE IN OUR LANGUAGE
Distinguish the identity into clear rules, grammar, and words that capture what 
you do and don't do. Do you use abbreviations? Elipses (...) or em dashes (—)? 
Specific terms like "stoked" or "Excelsior," or "ban," "kowabunga," or "umm..?"

OUR BRAND SOUNDS LIKE...
Just as with any User Profile, it may help to compare yourself to a popular 
public figure. If you were to encapsulate your brand into a person, who are 
they most like? Does your brand sound more like Ryan Reynolds or Betty 
White? Does your brand act more like a presidential candidate or a comedian?

SOCIO‐ECOLOGICAL STRAFITICATION
In the first part of the exercise, you built a cohesive brand identity and brand 
voice. Now it's time to diversify that voice to bend the rules when users get 
closer. Your brand must change depending on the level of engagement with a 
user. Don't talk to your community like you do the public. Select a Unique 
Selling Proposition from the previous exercise, and rephrase it based on how 
close that user may be to your brand. When they get behind your 'walls,' do 
you use contractions or get less professional? 

INSTRUCTIONS

https://scms.me/panera-bread
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BUILD A COMMUNITY‐CENTRIC BRAND VOICE

Persona ToneLanguage Personality Emotions

Our PhilosophyOur Story Who we are NOT

Words we use

In 3 words we are:

Brand Voice Guidelines Words we Don't

Our brand sounds like:
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BUILD A COMMUNITY‐CENTRIC BRAND VOICE

General Public: Press Releases, Website Copy, Profile Descriptions

Wider Community: Advertising, Books, Landing Page Copy

Inner Community: Email Marketing, Conferences, Messaging

Interpersonal: Customer Service, Private Messages & Email

Inner Circle: Employee, Personal Events, Dinners
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WHY THIS IS HELPFUL
Finally, the exercise you’ve wanted to skip to. The one most do skip to.

We are now 89% of the way through the dossier, and we just reached the part 
that people think of when they hear the word “brand.” 

And hopefully, you understand why skipping straight here is a mistake. 
Without all you've been through, this would be difficult and hardly scientific. 
But if you've gone through the dossier, it'll be a cakewalk. 

HOW YOU’LL USE THE SOCIAL PRESENCE STYLE GUIDE
I 100% support going to a qualified designer with this exercise. They'll read 
what you have so far and easily find the font that SCREAMS your brand and 
the colors that convey your essence, like Campbell's Soup. With this dossier, 
they could draft 10 logos as iconic as the Nike Swoosh for your pickin'.

I am pretty confident in my own design skills, but I always reach out to at least 
4 3rd party designers to review any dossier I make. I am simply too close to 
the brand to make all the right choices. Regardless, this exercise picks your 
brand's style; its font, colors, and the overall look and feel of the brand.

THE THEORY BEHIND THE EXERCISE 
The exercises in this dossier have given you all you need to fill out this sheet 
conceptually. Still, visual design requires you to be relatively confident with 
the elements and principles of design, color theory, and symbolism. 

Colors impact people's lizard brains in unexpected ways. A specific hue of red 
can make someone hungry or come off as sexy. Yellow can energize your 
brand or make it feel sick, and Baker-Miller pink is used to calm people in jail. 
Likewise, the symbolism you use and how you use it impacts people's 
impressions. Font can bleed emotion or emphasize critical importance. Even 
how close a logos' letters are to one 
another could convey a different feeling.

Remember: In all copy content is king, but 
context is queen.

So, to that end, follow these instructions 
both carefully AND loosely. Know the 
rules, and your audience, before you 
break the rules and defy expectations. 

EX. 8 BRAND SOCIAL PRESENCE STYLE GUIDE

https://scms.me/venia-design
https://scms.me/fast-food-color
https://scms.me/fast-food-color
https://scms.me/bbc-color-theory
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NEXT STEPS
1. Design this style guide! 

The final 1-pager you produced here combines all of your work into 1 cohesive 
print-out. Combine this exercise with your mission statement to quickly bring 
any designer or contractor up to speed. Or go a step further and design this 
dossier to look the way you want your brand to look. Print it and provide it to 
anyone you work with to scale and improve your creative outcomes.

2. Create mock-ups!
Now that you have the style guide, create mockups of different ways you 
would like letterhead, Facebook banners, or promotional ads to look. DO NOT 
just stop at 1! We call these “thumbnail brands” because they are like an 
artist's thumbnail playing around with ideas before deciding on a final image. 

DEFINITIONS
– 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.

– Brand Style: A concrete set of contextual guidelines determines how a brand 
should be communicated visually.

– Color theory: The study and model of how hues, shades, and combinations of 
color interact with one another and impact human perception.

– Elements & Principles of design: the 7 core components of visual design 
(elements) and the core tenets describing how they interact (principles).

– Symbolism: The distillation and representation of an abstract concept as an 
image, character, item, or physical object.

– Thumbnail Brands: Small mock-images and examples of the brand in action 
on different kinds of creative like letterheads and Facebook ads. 

RESOURCES
– [Video] Why so Many Fast Food Logos are One Color | Tech Insider

– [Video] This is not BLUE (a lesson in color theory) | Echo Gillette

– [Book] Steal Like an Artist | Austin Kleon

– [Article] Do Colors Really Warp our Behavior? | BBC Future

https://scms.me/echo-color-theory
https://scms.me/steal-like-artist
https://scms.me/bbc-color-theory
https://scms.me/fast-food-color
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BRAND VOICE & EXAMPLE SOCIAL POST: 
First, the easy win: Copy/paste the composite brand voice and an example 
social post into the relevant sections. This will give designers the necessary 
jump-start on the visuals. 

TITLE AND LOGO
You may not have your brand's final logo, but you should have a name. Add 
the name now, and when the graphic designer uses this style guide to make a 
logo, you can click on the logo here upload it yourself! 

FONTS
In this section, you are setting the "style guide" for all font choices to occur for 
your brand. It's critical to ensure that whatever font choice you make now 
sticks with your brand on ALL digital and print assets you ever make, unless 
the new asset requires a different brand. There is a hierarchy to your font 
choices as well. Represent that hierarchy in this style guide and the dossier. 

COLORS
Like the font choices, the set of colors you choose here will need to be 
reflected in ALL your brand's creative choices. I recommend selecting 
primary, secondary, and "modified" colors. This color palate should represent 
the brand identity as you mentioned in the brand voice. All marketing creative 
and copy will be limited to this palate when making decisions. 

Note: It's generally frowned upon for artists to change these colors, so make 
their lives easier by selecting 2-3 variants of your primary and secondary color 
for them to use as backups already.

Once the colors are decided, you'll notice there are 2 columns for the hex 
code and the RGBA code of the color. These are used in graphic design to 
pinpoint that color exactly. If you're unsure what the hex code or RGBA of your 
color is, simply google the name of the color, followed by RGB, and it should 
give you both of them. 

– Hex Code: #ffffff - A 6 or 8 character code for computers to identify color.

– RGBA: (25, 25, 25, 100) - an expanded color code for graphic design.

– Represents: Tell the artist what this color is meant to evoke for the viewer  

– Example: Deep Red: #b03034 (176, 48, 52, 100) Professional Business Growth. 

INSTRUCTIONS:

https://scms.me/fast-food-color
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BRAND STYLE GUIDE ‐ 

Hex Code

Example
Social Post

RGBA RepresentsColors

Fonts Brand Voice

TITLE
SUBTITLE

HEADER 1

HEADER 2

Header 3

Body Normal

Emphasis Head

Emphasis text
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WHY THIS IS HELPFUL
Congratulations! You have a brand! Why aren't we done yet?

You have the look, the feel, the voice, the market, the audience, and the 
product. What's left? You don't yet have a content funnel, a website, a 
platform for community, or the necessary underpinnings to build a culture.

Now that you have a magnetic brand on paper, we need to turn it on. You 
need to build assets on a virtual platform to sell your offer and build your 
target audience up to a community. While we can't quite promise you a 
thriving platform by the end of this workbook, we can certainly get you the 
most concrete map to achieve it. After this, if you're confident implementing 
your new brand, you only need to build it! If you're not, you may want to move 
to our 2nd, "6-Exercise Platform Blueprint," workbook and purchase the full 
eCourse on preparing your organization for community to help you do this.

HOW YOU’LL USE THE USER EXPERIENCE JOURNEY
This exercise is that "practicality' stage in the need, plan, practicality model. 

The User Experience Journey simply plots out the long-term relationship 
you'll have with each target user. It puts you in their shoes and walks you 
through their experience; the assets they'll need to see and the choices they'll 
make, how you'll segment and retarget them, introduce them to the 
community, what will engage them, how they'll change over time, and more. 

Fun fact, my version of this exercise literally builds every marketing system 
you need on top of this map. You could print this completed map and have 
your whole organization on a poster (I recommend it in workbook 2).

THE THEORY BEHIND THE EXERCISE 
When Ryan Deiss conceived of the Customer Value Journey, he viewed 
business relationships no differently than a long-term marriage. This view still 
holds up in academic frameworks for the community, so it serves as a great 
base. However, it fails to predict how users will interact with each other. Jono 
Bacon's community participation framework does this very well, but it doesn't 
do well at a relationship that waxes and wanes. The Orbit model makes that 
relationship dynamic, but is harder to measure. So I've put them together and 
modified the steps to combine them. With this model, you can plan 3 different 
user journeys: the member journey, assets you must build, and a data journey. 

If you'd like to put this map into action, workbook 2, "The Platform Blueprint," 
builds this map into a tangible, working blueprint of your brand engine.

EX 9. THE USER EXPERIENCE JOURNEY

https://scms.me/dm-cvj
https://scms.me/jb-participation-framework
https://scms.me/orbit-model
https://scms.me/platform-blueprint
https://scms.me/101-brand-course
https://scms.me/101-brand-course
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NEXT STEPS
1. Plan big, progress small: 

Look at the whole journey here. After completing this exercise, you're looking 
at a complete set of the funnels and content you need to produce for your 
site. Follow just 1 of those funnels and build that as a simple journey to get 
started. When it's all built, you’ll have yourself a cohesive user experience!

2. Build it so they can come:
If you've been in community long, you've probably heard that communities 
are not a "build it, and they will come" kind of thing. But if you haven't built it, 
there is nowhere for people to congregate. You need a web platform, an 
onboarding pathway, rules of engagement, and a reason for them to be there. 
You need to build it to match your target audience.

3. Plan it out visually! 
This user journey will be the bedrock of workbook 2's exercises; the site web, 
tag/flag system, automation map, and data flow.

DEFINITIONS
– Asset: Anything made to promote products, services, or brands.

– Culture: The integrated pattern of human knowledge, belief, and behavior that 
encourages learning and transmitting knowledge among social groups.

– Magnetic Brand: A brand that is capable of, but has not yet turned any target 
audience into an established community.

– Need, Plan & Practicality:A format of argumentation adapted to establishing 
your brand in a space. Need shows the issue with the status quo. The plan 
outlines your approach to changing the status quo. Practicality sets forward 
your solution and why people should trust you over competitors in the space.

RESOURCES
– [Blog] The Customer Value Journey in 800 words or less | Digital Marketer

– [Blog] Community Participation Framework for Fuel Cycle | Jono Bacon

– [eCourse] What is the Orbit Model? | Orbit.Love

https://scms.me/dm-cvj
https://scms.me/jb-participation-framework
https://scms.me/orbit-model
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You will do this exercise once for each user profile (exercise 4).

In the column on the left, there are 9 steps in the user journey, separated into 
Jono's 3 sections. Along the top row are the different funnels, or "flows," you 
must create for a community platform; the funnel steps, assets required, 
where those live, what information you need from the user, and what 
community touchpoints you'll have. Plot out each flow for each user. 

ROWS: 
– Funnel / Assets: What steps will they take to know your brand?

– Asset Location: What assets will they interact with? Blogs, downloads, etc.

– Data Requested: What information will they give you? Why do you need it?

– Touchpoints: Are they speaking to you? Customer service? Community?

COLUMNS:
– Attract & Engage: How are you attracting the target audience?

– Aware: What platforms or virtual ecosystems are they seeing your brand on?

– Engage: How are you starting a conversation? How are they learning more?

– Subscribe: What are you asking them to do to see you regularly? Email?

– Onboard & Incentivize: How are you bringing them to a platform you control?

– Convert: What is your small ask to get them to join you? How easy is it?

– Excite: How will you reward them with a quick win for doing it?

– Product: How will you sell them on the primary product/service?

– Keep & Enrich: How are you measuring and maintaining user lifetime value?

– Ascend: What is their next step after the product? Do they start over?

– Advocate: Are they avid users and community members? Are they happy?

– Promote: How will you activate them as community evangelists to find others?

BUT WHAT IF THEY DON'T WANNA? 
User Journeys have 1 big flaw: people don't act as planned. Look at each step 
and ask, "what if the user says no?" Add a "bounce-back" or "down-sell" arrow 
that connects them to a prior process via the red arrow on the right. This 
should place them somewhere they can pool together—like a community!

Once done, build the funnel assets into a site and get the data you need for 
your community touchpoints! If you're unsure how to do this, well workbook 2 
is "The 6-exercise Platform Blueprint: Build an engine that powers your brand."

INSTRUCTIONS: 

https://scms.me/dm-cvj
https://scms.me/jb-participation-framework
https://scms.me/platform-blueprint
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Brand dossiers are a huge undertaking. As an expert, this takes me a month.

If you're coming to this book with a community already formed on accident or 
organically, it may feel like all of this is overwelming. If you're a brand new 
business owner or are doing a complete rebrand, rethinking all of this can feel 
demoralizing. Afterall, how could this much planning possibly be worth it as 
your community changes and as your organization grows?

I can promise you, on the other side of that journey though, this is worth it.

In this dossier each stakeholder you plan with and interview, represents 100's 
of other voiceless community members who couldn't be part of this process. 

Your brand dossier says to them, "Here's where I think we are and should go," 
and allows for them to respond, "We think your organization should go this 
way to improve our community experience." 

     Remember: Plan Big, Progress Small. 

The most important thing you could do as a business owner, influencer, or 
community manager is to make mistakes, and let those mistakes forge a 
stronger plan. Have a north star and a plan. Know where you're going so when 
you make a wrong move, you can pivot now rather than later. 

Frequently come back to this dossier when your community changes or you're 
looking to expand. Come back to it 6 months or a year from now and revisit 
these exercises based on what you learned. Familiarize yourself with the user 
profiles after you see your audience in a new light. What can you improve on?

This dossier is a map for your organization. 

I hope you find it helpful. I loved this adventure we shared, and all I can do 
now is thank you for sticking with me as long as you have. Be sure to post your 
dossiers and wonderful success stories in our community Discord soon!
I'll see you for workbook 2 to build what you've designed here.

CONCLUSION: BUILD, TEST, AND REVISIT

PURCHASE WORKBOOK 2: 20% OFF!

https://scms.me/101-brand-course
https://scms.me/discord
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THE COMPLETE 9‐EXERCISE BRAND DOSSIER

In the next 20 pages is a complete, brand dossier as I build them for clients.

Having a well-crafted community brand dossier makes it easy for anyone to 
affiliate with your brand and know how they should communicate about you 
with others. It makes buy-in easier for stakeholders, creates a frictionless 
onboarding process, and allows community members to catch on fast. 

Magnetic brands build target audiences and then forge those audiences into 
community and brand evangelists.

By the time these exercises are complete, you’ll have a concise plan for your 
brand and a good start building the community of your dreams. 

YOU'LL GAIN:
– A winning brand dossier that will attract and keep your ideal audience

– A comprehensive understanding of who you want in your community

– A firm product or service proposal and offers capable of selling it

– A ready-to-make brand design for web, social, and stakeholder use

– A perfect blueprint for merging your brand with a community of passion

I’ve made each exercise my own, but each is sourced from the industry's most 
trusted expert marketers, academics, and community managers.

Each exercise in this book builds on the previous to inform the next one:
1. Establishing the need: Why you're bringing this brand into the world

2. What we're doing: Outline the mission, vision, & values of your brand

3. Who we are: Create a blueprint for building your brand's shared identity

4. Who should care: Get closer to your audience with detailed user profiles

5. Where we live: Find your place in the industry among your competitors

6. What we sell: Based on all of the prior exercises, put together your offer

7. How we talk: Establish the way you speak with the public and your users

8. What we look like: Finally, create a guide to your brand's look, feel, & voice

9. Our user experience: Plot your target user's experience with your brand

10. Testing Next Steps: Put your Dossier to action with the Platform Blueprint

https://scms.me/platform-blueprint


85

NEEDS STATEMENT:

QUOTE

SO WHAT'S THE PLAN?

WHY WE MATTER
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WHO IS 

WE STARTED IN RESPONSE TO AN INDUSTRY THAT...

OUR MISSION

OUR VISION

OUR BRAND ESSENCE

WE BELIEVE
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WHO ARE THE STAKEHOLDERS

PERSON 1: 

PERSON 2: 

PERSON 3: 

PERSON 4: 

PERSON 5:
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Physical Motivational

I want to achieve... I'm having trouble with...

THE "PERFECT USER" PROFILE ‐ 1

A day in my life...

Societal Psychological Behavioral

I struggle between... I can't buy because...



HOW YOU'LL AFFECT MY LIFE ‐ 1

Before engaging with you I... After all of your help...

To solve these problems I'd search... If you made me a superfan I'd say...



Physical Motivational

I want to achieve... I'm having trouble with...

THE "PERFECT USER" PROFILE ‐ 2

A day in my life...

Societal Psychological Behavioral

I struggle between... I can't buy because...



HOW YOU'LL AFFECT MY LIFE ‐ 2

Before engaging with you I... After all of your help...

To solve these problems I'd search... If you made me a superfan I'd say...



Physical Motivational

I want to achieve... I'm having trouble with...

THE "PERFECT USER" PROFILE ‐ 3

A day in my life...

Societal Psychological Behavioral

I struggle between... I can't buy because...



HOW YOU'LL AFFECT MY LIFE ‐ 3

Before engaging with you I... After all of your help...

To solve these problems I'd search... If you made me a superfan I'd say...
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Macro Trends

PLACING MY BRAND IN INDUSTRY CONTEXT

Competitors

Micro‐Trends

Our Business
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PLACING MY BRAND IN INDUSTRY CONTEXT
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BUILD A COMMUNITY‐CENTRIC BRAND VOICE

Persona ToneLanguage Personality Emotions

Our PhilosophyOur Story Who we are NOT

Words we use

In 3 words we are:

Brand Voice Guidelines Words we Don't

Our brand sounds like:
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BUILD A COMMUNITY‐CENTRIC BRAND VOICE

General Public: Press Releases, Website Copy, Profile Descriptions

Wider Community: Advertising, Books, Landing Page Copy

Inner Community: Email Marketing, Conferences, Messaging

Interpersonal: Customer Service, Private Messages & Email

Inner Circle: Employee, Personal Events, Dinners
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BRAND STYLE GUIDE ‐ 

Hex Code

Example
Social Post

RGBA RepresentsColors

Fonts Brand Voice

TITLE
SUBTITLE

HEADER 1

HEADER 2

Header 3

Body Normal

Emphasis Head

Emphasis text
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WHAT WE DO: OUR PRODUCTS/SERVICES

Product 1

User 1

User 2

User 3

Product 2

User 1

User 2

User 3

Product 3

User 1

User 2

User 3
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– 4 Ps of Marketing: A standard brand placement method of defining your brand 
on 4 vectors: Product, Price, Place, and Promotion

– Affiliation Level: How much a member of the target audience relates 
themselves to a brand's identity, by investigating, adapting, and expressing 
their connection to a brand's identity. Rising affiliation encourages greater 
community status, belonging, self-disclosure, and trust.

– Asset: Anything made to promote products, services, or brands.

– Before / After State: Coined by Ryan Deiss of DigitalMarketer, marketing is 
about convincing people they are better off having something. Before a 
product, they have a problem or need something. After having that product, 
their life has changed, and they're better for it.

– 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 Dossier: A foundational document that outlines the purpose and identity 
of your organization for others to read and quickly align with.

– 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.

– Brand Style: A concrete set of contextual guidelines determines how a brand 
should be communicated visually.

– Brand Values (beliefs): 5-8 core values your organization and community will 
not bend on. Your North Star. Your hill to die on.

– Brand Voice: The unique sound, word choice, mannerisms, and approach your 
brand uses to present itself as users get closer to the brand. 

– Color theory: The study and model of how hues, shades, and combinations of 
color interact with one another and impact human perception.

– Community: The set of shared attitudes, values, goals, experiences, practices, 
and artifacts that characterize a defined group of people of any specific size. 

– Community Brand: A brand whose followers currently encapsulate and reflect 
all necessary cultural elements to compose a community.

– Competition Analysis: Identifying competitors in your industry and researching 
their different marketing strategies.

– Copy (Marketing): Written information that aims to inform, persuade or 
entertain an audience for marketable or sales reasons.

– Culture: The integrated pattern of human knowledge, belief, and behavior that 
encourages learning and transmitting knowledge among social groups.

GLOSSARY
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– Elements & Principles of design: the 7 core components of visual design 
(elements) and the core tenets describing how they interact (principles).

– Ethos, Pathos & Logos: A model of persuasive argument. Pathos appeals to 
emotion, Ethos appeals to authority or credibility, and Logos is logic or reason.

– Evangelism: When a user's or community member's dedication to a brand is 
so strong that they bring others in by promoting it as their own. 

– Magnetic Brand: A brand this is capable of but has not yet turned any target 
audience into an established community.

– Market: The actual or perceived state of an industry or trade, in a particular 
time or context.

– Mission Statement: The mission is the principle thesis statement of your 
organization, or what you are trying to achieve, how and why. 

– Need, Plan & Practicality: A format of argumentation adapted to establishing 
your brand in a space. Need establishes the issue with the status quo. Plan 
outlines your approach to changing the status quo. Practicality sets forward 
your solution and why people should trust you over competitors in the space.

– Oganization: An organized body of people with a particular purpose, 
especially a business, society, association, etc.

– Product/Service (Offer): 1 or more tangible items or services that a potential 
customer or user is purchasing from you for money.

– Sales Pitch: A Well crafted and brief speech to a specific user, intended to 
touch on their pain points and get them to buy something. 

– Search Engine Optimization: The process of ensuring that a website or 
location appears high on the list of results returned by any search engine.

– Social Construct: An entity, idea, or boundary that has been created and is 
universally recognized by the people in a society.

– Socio-Ecological Model: A sociological model that holds society is stratified 
into identifiable layers. For change to take effect, it must affect all layers.

– Stakeholders: Any individual with a vested interest or concern in something, 
especially an organizational entity such as a business.

– Symbolism: The distillation and representation of an abstract concept as an 
image, character, item, or physical object.

– Target Audience: A particular demographic or psychographic group a 
marketing, public relations, or other campaign is aimed at.

–  Thumbnail Brands: Small mock-images and examples of the brand in action 
on different kinds of creative like letterheads and Facebook ads. 
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– Unique Selling Proposition (USP): A unique and provocative sales pitch that 
defines what is different about a product, service, or asset from competitors. 

– User Profile: Several fictitious but well-tested profiles that are based in reality 
and reflect your brand's most ideal users.

– User Vs. Member: Members are a subset of users in which those members 
strongly identify with and describe themselves as a part of the community.

– Value Tensions: 2 seemingly opposing values in which choosing 1 forces you to 
sacrifice or compromise the other. (security vs. freedom).

– Vision Statement: The Vision is what you want the world to look like when you 
have achieved your goal. 
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READY TO START ON WORKBOOK 2?
WORKBOOK 2 TAKES WHAT YOU'VE LEARNED IN THIS WORKBOOK AND IMPLEMENTS A WEBSITE AND 
SOCIAL PRESENCE, BEFORE BUILDING FOR YOU A WELL AUTOMATED ENGINE FOR COMMUNITY.

PROVIDE US YOUR FEEDBACK!

I hated it It was great!I disliked it Not helpful I can use this!

WAS THIS WORKBOOK HELPFUL?
PLEASE LET US KNOW WHAT WE COULD HAVE DONE BETTER...AND WHAT WE KNOCKED OUT OF THE PARK! 

PURCHASE WORKBOOK 2: 20% OFF!

BUILD AN ENGINE 
TO POWER YOUR BRAND
6‐EXERCISE BLUEPRINT WORKBOOK TO ARCHITECT 
A SEAMLESS & COMPELLING ONLINE PLATFORM  

– User Experience Journey: Plot your 
user profiles' virtual experiences

– Site Web: Turn the user experience 
map into a concise visual web layout

– Behavior Map: Architect the expected 
behavioral triggers of on-site users 

– Measurement Map: Build a cohesive 
tag/flag system for retargeting

– Required Data Flow: Build a map of 
data through supporting systems 

– Executive Proposal: Find the perfect 
technology to run the above maps.

https://scms.me/nps-general
https://scms.me/platform-blueprint
https://scms.me/nps-1
https://scms.me/nps-2
https://scms.me/nps-3
https://scms.me/nps-4
https://scms.me/nps-5






WORKBOOK 1 OF 4

LAUNCH YOUR COMMUNITY BRAND
SET YOURSELF UP FOR A 
THRIVING COMMUNITY THAT SUPPORTS YOUR MISSION

In this workbook, I have compiled, tweaked, and revised 9 top brand tools and exercises 
to present a concise dossier that builds a Magnetic Brand: a brand capable of 
turning any target audience into a community.

– Craft a winning brand that attracts and keeps your ideal audience

– Build a shared understanding of who belongs in your community

– Create a compelling offer for your product, service or community

– Design a brand blueprint for your website and social presence

– Map out the perfect user journey for ideal community members
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