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The core of any branding initiative should 
begin with a promise behind the brand. 
Setting the foundation for a stronger 
emotional connection.
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This connection will increase value in 
how your brand is viewed, and how 
it is considered. Leading to customer 
loyalty and advocacy for your 
organization.
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To accomplish this, we begin by establishing  
3 key elements:  

CONNECTIONFOCUS HARMONY
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Identify your audience.  

Use psychological profiling to discover what they think and how they feel. 

Get to know them personally — right down to what motivates them.

FOCUS
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FOCUS
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Hey, we get it. Jumping into a long-term relationship is a scary thing for 
anyone. So, we’re willing to take it slow. Maybe start with letting us do 
your taxes, or help with payroll – you know, nothing too heavy. Then, 
when you’re ready, we can take things to the next level – maybe try 
some financial planning and see how that goes. 

Just imagine it. You bringing over your tax returns as we work 
  ?thgir ,tcefreP .wonk I .oitar tessa latot ot tbed ruoy tuo erugfi ot

Well, now all you have to do is give us a call. We’ll be waiting.

LET’S SEE 
WHERE THIS GOES...

JUST IN CASE YOU WERE LOOKING

FOCUS
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Learn what resonates with your audience. 

Use your most unique qualities to bridge their wants with what you deliver.

CONNECTION
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WHO ARE WE  
TALKING TO?

WHAT DO THEY  
THINK NOW?

WHAT DO WE WANT 
THEM TO THINK?

WHERE DO WE PUT  
THE MESSAGE?

CONNECTION



Page 10 / 27

Create a system of branded touchpoints for circulating  
your message through the right channels.

HARMONY
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HARMONY



Page 12 / 27

THE 5 R’S OF BRANDING
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Understanding your audience is one of the most 
important things to consider when it comes to 
assessing your brand. The 5 R’s will help guide 
you through the process of creating messaging 
that will resonate with your core audience.
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The consumer owns the brand.

1. REALIZE
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To get them to pay attention, you have to change 
the conversation. By changing the conversation, you 
are able to clearly define your promise. In doing 
so, your audience can better understand how your 
service can enhance their lives.
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To stand out in your line of work, you have to not only 

be different, you have to be authentic. 

Consider what mental real estate is yours to own? 

What emotions do you evoke? 

What differences can you authentically claim? 

And why should we care?
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Your Promise is your Brand.

2. RESOLVE
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Develop a relationship with your 
customers and always deliver on your 
difference. In doing so, you provide an 
opportunity for them to join your tribe 
and have an ownership in your success. 
People join tribes to become a part of 
a community, so make sure you are 
providing a reason for them to believe.
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Your customers are IN CONTROL of your brand. 

You can’t buy their attention. 
You have to be where they are. 
You have to speak their language. 

3. REINVENT
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This means engaging your audience through 
social media and non-traditional media outlets. 
You can have the greatest message in the world, 
but if your audience never hears it, then you are 
simply wasting more than just your time.
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Develop a message that resonates. 

4. RELATE
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Truth is, your customers want a brand 
they can believe in and feel connected to. 

Relate to your audience by discovering their 
wants and needs, then delivering on them - 
always creating content focused around the 

characteristics of your ideal customer. 
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Build your tribe and create brand advocates.

Get to know your audience, then give them 
something to belong to.

5. REACT
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Your Brand deserves to be the 
best version of itself. That means 
developing great content, a great 
online presence and a strong 
corporate culture that helps build 
your brand from within. 
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Take ownership of your Brand  

and cultivate something that is truly authentic.  

In doing so, you will discover an audience  

out there waiting to embrace you,  

and call you their own.  
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Q U E S T I O N S ?
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