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WHAT:  Create a cohesive and powerful  brand strategy to
strengthen your perceivedvalue ,  web presence,  and brand
touchpoints.

WHY: Ensure you're conveying a strong cohesive vibe that
attracts your dream cl ient.
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Font Name Font Name

S U B M A R K  I C O N

COLOURS

FONTS

MOOD BOARD

Your Logo
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Logos:  Primary logo,  long logo,  submarks,  Favicon

Patterns: (Not always used) These are digital  background
patterns 

Sto c k  P ho t o g r a p h y :  a compilat ion of  sto ck p hotogr aphy that
m at c h e s  you r  b r a n d /vibe /bu siness  needs

Custom Brand Stock:  These are your headshots,  branded
stock,  anything custom for you and your business.

Graphics/Icons:  You may have custom/addit ional  graphics &
icons for your brand.

i n s i d e  y o u r  b r a n d  f o l d e r :
Here's a list of what I have in my brand folder.

Colors:  Know your hex numbers and have them handy

Fonts:  Have any fonts you've purchased easi ly accesible
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T h i r t y  S t e p  B r a n d  C h a l l e n g e
Do this at your own pace! I've designed this plan to help you create/strengthen your
brand throughout all touchpoints. 

1
D e t e r m ine
V ib e / M o od

2
Decide General

Colors

3
Create

Pinterest  
Mood Board

4
Cre ate/Find

Variat ions  of
Logo

5
Def ine Color

Palette

6
C h o o s e  F ina l

L o g o /S u b
L o g o s

7
C r e a te / F in d

B r a n d  Pat t e r n

8
Choose 3  to  4

Fonts

9
Cre ate  Init ia l
Brand Board

10
Check A ga inst

Pinterest  Mood
Board

1 1
C u r at e  S t oc k

C o l le c t i o n

1 2
U p d a t e

W e b site  w it h
N e w  L o go

13
U pd ate

Web site  with
New Fonts

14
U pd ate

Web site  with
New Colors

15
Check Al l

Web site  L inks

1 6
Ch e c k  M o b i le

E x p e r ie n c e

1 7
G e t /Cr e ate

B r a n d  Ph o t o s

18
Set Up Canva

with Your Brand

19
Cre ate  G raphic
Bank in  Canva

20
Def ine  Brand

Voice

2 1
U p d at e

N e w s l e tt e r
B r a n d i n g

2 2
U p d a te  IG / F B

B r an d i n g

23
U pd ate

Pinterest
Brand ing

24
Update

YouTube/
Other

Platforms

25
Evaluate All
Web Touch

Points

2 6
Create Branded

Stationery

2 7
U p d a te  Yo u r

B i o

28
Com pile

Everything for
Easy  A ccess

29
Brand

Evaluat ion for
New Brand

30
Do Some thing 
 to  Celebrate!
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Proposal

	
Follow Up
	

Scheduling 	
Discovery Call

	
Purchase/Service

	Onboarding Em
ail/Form
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Packaging

	
Product Photos/D
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Loyalty Program

	
Referral Program

	
Community

	
Customer Service

	
Billing
	

potential brand touchpoints
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b r a i n s t o r m  s e s s i o n s
Use this space to brainstorm all of your brand touchpoints for each area. 

P r e - P u r c h a s e

P u r c h a s e

P o s t  P u r c h a s e
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SE

my brand touchpoints
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At this point,  you should feel  confident about your branding.  You now
have a logo,  color palette,  imagery,  and graphics -  enough to create a

cohesive & strong brand aesthetic.



You also have done the work to discover al l  of  the touchpoints that a
customer or potential  customer encounters with you.



The f inal  step is  to make a l ist  of  what needs revamping.  Once you have
your l ist ,  priorit ize based on what has the greatest impact for potential

NEW customers & more referrals from past customers.



Schedule and create a few t ime blocks so that you can work your way
through your l ist ,  looking to elevate their  experience at every touchpoint.

w h a t ' s  n e x t
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