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O B J E C T I V E S  A N D  G O A L S

W H A T  I S  B R A N D I N G ?

I D E N T I F Y

F I N D

A T T R A C T

K E E P

This section covers what brand is and what it is NOT, both being

vital to understanding an impactful brand.

Now, we turn to identifying who YOU are as well as who you

IDEAL client it. This section brings Clarity to your brand.

Once we have identified our who, we turn to finding them. This

section covers the best places to find your IDEAL client.

We found them, now let's get their attention and bring them to us.

We may not always know our IDEAL client is watching.

Retention is key. Finding and attracting IDEAL clients is difficult

enough, let's not lose them!

Y O U R  B R A N D  I S  W H A T  P E O P L E  S A Y  A B O U T  Y O U  W H E N  Y O U ' R E
N O T  I N  T H E  R O O M  -  J E F F  B E Z O S



T h e  t e r m  b r a n d  r e f e r s  t o  a  b u s i n e s s  a n d  m a r k e t i n g

c o n c e p t  t h a t  h e l p s  p e o p l e  i d e n t i f y  a  p a r t i c u l a r

c o m p a n y ,  p r o d u c t ,  o r  i n d i v i d u a l .  B r a n d s  a r e

i n t a n g i b l e ,  w h i c h  m e a n s  y o u  c a n ' t  a c t u a l l y  t o u c h

o r  s e e  t h e m .  A s  s u c h ,  t h e y  h e l p  s h a p e  p e o p l e ' s

p e r c e p t i o n s  o f  c o m p a n i e s ,  t h e i r  p r o d u c t s ,  o r

i n d i v i d u a l s .

A  u n i q u e  b r a n d  c a n  h a v e  a  h u g e  i m p a c t  o n  y o u r

b o t t o m  l i n e  b y  g i v i n g  y o u  a  c o m p e t i t i v e  a d v a n t a g e

o v e r  y o u r  r i v a l s  a n d  h e l p i n g  y o u  a c q u i r e  a n d  r e t a i n

c u s t o m e r s  a t  a  m u c h  l o w e r  c o s t .  

I n  e C o m m e r c e ,  w h e r e  n e w  c o m p a n i e s  ( a n d

t h e r e f o r e ,  n e w  c o m p e t i t o r s )  a r e  s p r i n g i n g  u p  e v e r y

d a y ,  a n  e s t a b l i s h e d  b r a n d  c a n  b e  a n  i n v a l u a b l e

a s s e t  i n  b r i n g i n g  c u s t o m e r s  a n d  g e n e r a t i n g  p r o f i t .  

R e g a r d l e s s  o f  w h e t h e r  y o u ’ r e  i n v e s t i n g  t i m e  a n d

e f f o r t  i n t o  c r a f t i n g  a  c o m p e l l i n g  b r a n d  o r  p a y i n g

n o  a t t e n t i o n  t o  i t  w h a t s o e v e r ,  y o u r  b u s i n e s s  s t i l l

h a s  a  b r a n d .  H o w e v e r ,  i t  m a y  b e  c o m p l e t e l y

d i f f e r e n t  t o  h o w  y o u  i n t e n d e d  t o  b e  s e e n .

W H A T  I S  B R A N D I N G ?



C O M P A N I E S  T E N D  T O  U S E  D I F F E R E N T  T O O L S  T O

C R E A T E  A N D  S H A P E  A  B R A N D .  F O R  E X A M P L E ,

B R A N D I N G  C A N  B E  A C H I E V E D  T H R O U G H :

B R A N D  D E F I N I T I O N :  P U R P O S E ,  V A L U E S ,  P R O M I S E

B R A N D  P O S I T I O N I N G  S T A T E M E N T

B R A N D  I D E N T I T Y :  N A M E ,  T O N E  O F  V O I C E ,  V I S U A L

I D E N T I T Y  D E S I G N  ( W H I C H  I N C L U D E S  T H E  L O G O

D E S I G N ,  C O L O R  P A L E T T E ,  T Y P O G R A P H I E S … )

A D V E R T I S I N G  A N D  C O M M U N I C A T I O N S :  T V ,  R A D I O ,

M A G A Z I N E S ,  O U T D O O R  A D S ,  W E B S I T E ,  M O B I L E

A P P S …

S P O N S O R I N G  A N D  P A R T N E R S H I P S

P R O D U C T  A N D  P A C K A G I N G  D E S I G N

I N - S T O R E  E X P E R I E N C E

W O R K S P A C E  E X P E R I E N C E  A N D  M A N A G E M E N T  S T Y L E

C U S T O M E R  S E R V I C E

P R I C I N G  S T R A T E G Y

W H A T ' S  T H E  I M P A C T

“ A  B R A N D  I S  A  N A M E ,  T E R M ,  D E S I G N ,
S Y M B O L ,  O R  A N Y  O T H E R  F E A T U R E

T H A T  I D E N T I F I E S  O N E  S E L L E R ’ S
G O O D  O R  S E R V I C E  A S  D I S T I N C T

F R O M  T H O S E  O F  O T H E R  S E L L E R S ”



B R A N D I N G  D O N E  W E L L

S O D A  O R  F A M I L Y ?

C O F F E E  O R  E X P E R I E N C E ?

C L O T H I N G  O R  F I T N E S S ?

T E C H  O R  L I F E S T Y L E ?  



B R A N D I N G  D O N E  N O T  S O  W E L L

T O O T H P A S T E  O R . . . ?

B L O O M I N G D A L E S  E G G N O G . . .  ?



I D E N T I F Y  W H O  Y O U  A R E

List 3 things that make you stand out from the crowd.

List 2 things in your business that make you the happiest and are things

you would never outsource.

List 3 specific skills you’ve developed that make you successful at

what you do.

Write down 2-3 stories that were turning points in your life. Your

“epiphany” moments.



I D E N T I F Y  W H O  Y O U  A R E

List 3 things that make you stand out from the crowd.

List 2 things in your business that make you the happiest and are things

you would never outsource.

List 3 specific skills you’ve developed that make you successful at

what you do.

Write down 2-3 stories that were turning points in your life. Your

“epiphany” moments.

I'm disciplined and driven

I'm passionate in everything I do - "To a fault"

I love and thrive in creating structure

I lead my company based on my own values

I created structure and operations that work

Teaching and coaching learned information

I love interacting and coaching clients 

I love setting up and helping launch new services and offerings

When I realized that hard work doesn’t always equal success

When I have invested in myself with coaching and masterminds

When my I launched my podcast and created this framework



I D E N T I F Y  Y O U R  W H O

COULD

SHOULD

PROBLEMS CONCERNS WANT W A N T  T O
AVOID









M A R K E T I N G  I S  S I M P L Y  A T T R A C T I N G  T H O S E  Y O U

W A N T  A N D  R E P E L L I N G  T H O S E  Y O U  D O N ’ T  W A N T …  

C O M M O N  M I S T A K E …  

I T ’ S  B E T T E R  I F  Y O U  C A S T  A  B I G G E R  N E T …  I T ’ S

N O T .  A  N I C H E  M A R K E T  I S  T H E  K E Y .  

K N O W I N G  T H E  A V A T A R  O F  Y O U R  P E R F E C T  I D E A L

C L I E N T .

 H I R E  A  G U I D E ,  K N O W  W H E N  T H E  F I S H  B I T E ,

W H E R E  T H E Y  L I V E ,  W H A T  K I N G  O F  R E E L S  T O

U S E ,  W H A T  B A I T  T O  U S E ,  E T C .

 ( N I C H E  I T  D O W N  T O  I N C R E A S E  Y O U R  C H A N C E  O F

C A T C H I N G  T H A T  F I S H )

H O W  A W A R E  I S  Y O U R  W H O



F I N D  Y O U R  W H O

Does the type of content change throughout the day? Why or why not?

What age is your WHO? What platform can you find them on?

What kind of content does your ideal client search for?

What time of day is your ideal client searching for that content?



What type of Lead Magnets are common in your industry? What works?

T H E  L A W  O F  A T T R A C T I O N

What type of Lead Magnet should you create and where should it go?

What type of Lead Magnets do you click on? What works on you?



K E E P  Y O U R  W H O



N E E D  H E L P ?

Zack A. Knight

404-503-3576

Zack@ATLVets.org

ATLVets.org

Knightly.Productions


