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GET CLEAR! DEVELOPING YOUR UNIQUE BRAND:

Step 1: Identify who you really are at your core:

1. 
Who do you love serving best and most – groups of people whom you feel most excited and happy to work with? (See “Ideal Client Template” on last page to help you identify your ideal client.)
2. 
Which groups do you have the most knowledge about, or resonate best with?

3. 
Which groups do you have most passion about serving?

4. 
What natural strengths and talents do you bring to your work?

5. 
What aspects of your field/industry do you know the most about?

6.
What life situations and experiences can you identify that connect you to your target market?
7.
On the other hand, what are the traits or characteristics of clients you dislike working with?  What behaviors drain and irritate you?

8.
Finally, what are the top four criteria you’d like to establish that your new clients all must demonstrate in order for you to take them?
Step 2: See Your Services from Your Clients’ Eyes – Why Do They Want to Buy?

1.
What are your clients’ urgent needs and pain points (what are they moving away from)?

2.
What are your clients’ compelling desires (What do they long to move toward)? 

Step 3: The Core Emotional, Physical, Spiritual, Behavioral Benefits of your Work

1.
What are the deep-rooted benefits your services provide?  


(An example of emotional benefits are: sense of financial freedom, the ability to do work that is heart-filled, the ability to not settle for less than integrity, increased confidence, greater health and vitality, feeling of pride and accomplishment, freedom from stress and anxiety, etc.)

List the deep emotional, spiritual, physical, or behavioral benefits your work provides:
Step 4: Refining Your Brand – A strong brand must be:

· Clear

· Consistent

· Authentic

· Memorable

· Meaningful

· Soulful

· Personal

Two key components to a brand:

Part 1: Who for and What for?

1) Specific problems you solve

2) Who you solve them for

3) What the results are

Part 2: Why You Do It

1) Who you are at your core 

- 
What three things make you memorable?


-
What are the special talents you’ve displayed since you were a kid?

-
What do people always compliment you on?

-
What do you like to say about your work that you would never grow tired of talking about
2) Why you do what you do


-
What emotional or spiritual benefits do you get out of doing your work?

-
What’s your ultimate mission and purpose in doing what you do?


-
What is your vision of what you hope to achieve through your work?
3) Why people should work with you

-
What will people get from you that they won’t get from others

-
How will your individual mission and purpose impact the results they get with you

Step 5: You vs. Your Competition

1) Who is your competition and how do they present their work?
· Identify the top 20 competitors in your field who are doing what you want to do

-
Explore their websites, programs, blogs and materials.  Do a full and honest competitive analysis.   Think about and evaluate:

1) What they say, offer and deliver that is similar to how you feel and approach your work

2) What they say, offer and deliver, that is at odds or quite different from what you think, do, and believe

3) How they present themselves (headlines, taglines, photos, copy, free gifts, etc.) that you'd like to emulate
4) Core differences between how you would like to present yourself vs. your competitors’ presentation/brand
Step 6: Putting It Together:

A. Summarize your target market in one sentence

(Example: Career and entrepreneurial women who wish to break through to abundant success)
B. Identify and summarize the three biggest and most critical problems that your target market faces

(Example: My clients struggle to 1) identify work that would make them happy, or 2) make great money doing work that feeds their soul and contributes to the world, or 3) develop the strength, courage and boundaries to do what they want to in life and work)
C. List how you solve these problems and present clients with unique solutions
(Example: I help women achieve breakthrough to success by 1) uncovering where they’re blocked, 2) helping them release those blocks, 3) identify who they really are at their core, and 3) align who they are with what they do for a living, 4) identify what true success is for them, and 5) help them achieve that vision of success.
D. Include the most dramatic results that you or your clients have achieved
(Example: I’ve helped women completely reinvent from miserable corporate executives to fulfilled and successful professionals and entrepreneurs making the money they need and want and gaining confidence, self-mastery and financial freedom to create life as they want it.)
E. List the results and deepest benefits your client receive

(Example: My clients discover who they really are at their core, gain courage and strength to guide their lives authoritatively, achieve new, exciting work, and make great money doing soul-filled work they love.  They feel more alive, joyful, hopeful and healthy. )

YOUR BRAND SUMMARY - PUT IT ALL TOGETHER:
I help ____________ (target market)

Who struggle with __________(key problems they face)

To _________ (the results they achieve)

So they _________ (the emotional, spiritual, financial, behavioral benefits)

Examples:
Kathy’s Longer Version: I help career and entrepreneurial women achieve breakthrough – in their lives and work, relationships, and in their businesses -- to create life and work as they truly want it and create rewarding careers of significance.  The result is greater success, financial prosperity and joy doing work they love. 

Kathy’s Short version: I help career and entrepreneurial women achieve breakthrough to do more of the work they love with greater financial and emotional success, fulfillment, and joy.

Continued…
IDEAL CLIENT PROFILE: SAMPLE CRITERIA
Begin recording all the traits and characteristics of clients you love to work with.  Start with one real-life example, then expand from the specific to the general, to get a sense of the real target audience you wish to attract.
	Criteria
	Real-lifer
	General

	Gender
	
	

	Age
	
	

	Industry
	
	

	Geographical
	
	

	Position in  company
	
	

	Income
	
	

	Has been Motivated to date by what?
	
	

	New motivation
	
	

	Core pain
	
	

	Why choose me
	
	

	Personality Traits
	
	

	Work issues
	
	

	Life Issues
	
	

	Spiritual/health/other issues
	
	

	Services/products I deliver to them
	
	

	What’s important to them 
	
	

	Outcomes they’ve achieved with my help
	
	

	Other:
	
	

	
	
	


Thank you for taking the time to complete this Assessment!  It will move your branding process forward immeasurably, as you will soon see. – Kathy Caprino
____________________________________________________________________________________________________________
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