THE BRAND STRATEGY PLAYBOOK
FROM CHAQOS TO CLARITY

A Founder’s introduction
to building a high-performance brand.
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INTRODUCTION

The blueprint
before the build

Many founders think brandingis just a coat of paint - alogo
and some colors to make the business look professional.
But if the structure underneathis weak, the paint won’t stop
it from crumbling. Brand strategy is the architecture. It’s the
deep work you do before you ever touch a pixel, ensuring
your businessisn’tjust visible, but actually valuable to the
people who matter most.

This playbookiis your guide to the Brand Strategy Sprint.
I've stripped away the agency jargon to give you a clear,
actionable framework for defining your core, positioning
your business, and finding a voice that cuts through the
noise. Whetheryou’'re a startup finding your feet oran SME
looking to scale, thisis how you move past the guesswork
and start building a brand that performs.

Building a brand shouldn’t feel like a shot in
the dark. It’s about clarity, confidence, and creating
a human connection in a digital-first world.

Let’s get to work.

pattendesign.co.uk +447799 883 442 bob@pattendesign.co.uk




PATTEN @ DESIGN

PHASE 1: BRAND CORE

The foundation.
If you don’'t know why you're here,
nobody else will.

1. BRAND PURPOSE

Most businesses know what they do. Successful brands know why. Your purpose is the North Star that
keeps your team aligned and your customers connected.

The What: Your products, services, and the
day-to-day jobs you perform.

The How: Your “secret sauce”—the values and
principles that make your execution different.

The Why: Your belief. Why do you get out of
bed? (Hint: It’s not just for the money).

Contribution: What is the specific contribution
you make to the lives of others?

It starts with an action verb.

Impact: What's the impact? What’s the result
of that contribution? Impactis what you allow
otherstodo ortobe?

Purpose Statement: Combine your primary contribution and impact to draft the purpose statement

2. BRAND VISION

Where are you steering the ship? Without a long-term outlook, you’re just reacting to the market.

The Timeline: Map your journey from Now (Current state) to 5 years (Growth), 10 years (Market share), and

15+ years (Industry impact).

The Vision Statement: Combine your Aspiration (How you’ll change the category) with your
Ideal (The final destination). Think big—"The world’s best” starts here.

3. BRAND VALUES

These aren’t just words for a lobby wall. They are non-negotiable filters. If a decision doesn’t pass your
values test, the answeris “no.” When evaluating your vaules, cosider the following:

Negative Experience: Describe negative
experiences you had with brands in similar
category. Orfigure out what could go wrong.
Negative Feelings: Focus on feelings that this
negative experience left you with. How did that
bad experience make you feel?

:What’d be the opposite,
the desir-able experience that you wish you
had? Turn negative into positive.

: How would that positive
experience make you feelinternally? What'd be
the desirable positive feeling?

Your Values create a culture that stand for something and guide your decisions.
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PHASE 2: BRAND POSITIONING

The strategy.
Finding the gap in the market
and owning it.

A. TARGET AUDIENCE

You can’t sell to everyone. You need to know your “Label”’—the specific person you serve.

Problems & Fears: What keeps them up :Whatis their “best-case
at night? How does this problem impact scenario”?
them emotionally?

The Profile: Give them aname. Define theirage, job, and location. Speak to them, not a demographic.

9. MARKET RESEARCH & DIFFERENTIATION

Don’tjustbe “better’—be different.

e Find the Gap: Look for the “Blue Ocean.” Are you high-end or accessible?

e Pick an Extreme: You can’t be everything to everyone. Choose a side that people actually care about.
e The Benefit: What is the emotional, intangible win your customer gets?

e Know the Field: Plot your top 5-10 competitors. What are they not doing?

6. AWARENESS GOALS

How will they find you? Brainstorm your 12-month roadmap.

e Strategic Initiatives: List the marketing moves that will put you on the map.
e The Impact Matrix: Rank ideas by Difficulty vs. Impact. Focus on the high-impact moves first

1. THE POSITIONING STATEMENT

The “Elevator Pitch” foryour brand strategy.

Your Statement: We help [Customer] who [Problem] to experience [Benefit]. Unlike [Competitive

Alternative], our solutions [Difference]
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PHASE 3: BRAND PERSONA

T'he personality.

Giving your business a human face.

8. BRAND PERSONALITY & ARCHETYPES

People build relationships with people, not corporations. Pick an Archetype (The Hero, The Rebel, The
Sage) that resonates with your audience and gives your brand a human soul.

TYPE #1: THE LOVER

To create intimate relationships with
audiences by providing premium,
elevated experiences — based
strongly onintimate connection.

TYPE #4: THE JESTER

To bring joy and entertainment to
the world through fun and light-
hearted laughter.

TYPE #7: THE CAREGIVER

To care for, protect and help others.

TYPE #10: THE HERO

Radically improve the world or
concepts, inaway thatis
awe-inspiring.

9. BRAND VOICE

TYPE #2: THE EXPLORER

To discover and experience new,
exciting adventures with the objective
of achieving maximum self-fulfillment.

TYPE #5: THE RULER

To exude intense success and
power (as aleader) that attracts a
cult following.

TYPE #8: THE INNOCENT

To spread optimism, freedom,
happiness, simplicity and purity.

TYPE #11: THE CREATOR

To create value — innovating and
inspiring through unique vision,
artistic expression and individuality.

How do you sound in an email, a tweet, or a pitch?

TYPE #3: THE SAGE

To forever absorb immense knowledge
and teach others onthe journey as a
mentor, nurturing them to also
become wise.

TYPE #6: THE MAGICIAN

Understand and transform the universe
through innovation, making special
dreams come true for everybody — on
apersonal level.

TYPE #9: THE EVERYMAN

To befriend and be accepted by
everybody. Mostimportantly —
to berelatable.

TYPE #12: THE OUTLAW

To break rules and tradition —
feel liberated while opposing authority
and ‘the norm’.

e The Spectrum: Are you Funny or Serious? Casual or Formal? Sassy or Respectful?
e The Filter: “We are [X], but we are not [Y].” (e.g., We are expert, but we are not arrogant.)

Messaging Pillars: Pick 3-4 themes you will talk about constantly. Building repetition required for trust.

10. BRAND TAGLINE

Your entire story, distilled into a few words.

IMPERATIVE

Command action

DESCRIPTIVE:

(Just Do lt).

(The World’s
Online Store).

pattendesign.co.uk

State the promise

SUPERLATIVE:

Be the best
(The Ultimate Driving
Machine).

+447799 883442

PROVOCATIVE:

Ask a question
(Got Milk?).

SPECIFIC:

Name the category
(The Cloud
Company).
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THE RESULT

Clarity is your
competitive advantage

Strategyisn’t aluxury;it’s a survival tool. By the time you
reach the end of this process, you’'llhave more thanjust a
set of values—you’llhave aroadmap. You’ll know exactly
who you are, who you’re for, and why the market should
care. That clarity is what turns a “Frankenstein brand” into a
powerhouse that scales without losing its soul. When your
strategyislockedin, every design choice, every social post,
and every sales pitch becomes easier because you’re finally
speaking the same language as your customers.

READY TO STOP GUESSING
AND START GROWING?

Reading the playbookis the first step, but executingitis

where the magic happens. If you're tired of blending in and
ready to see what a high-performance brand strategy can
do foryourbusiness, let’s talk.

BOOK A BRAND DISCOVERY CALL
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