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Branding With Feel



Well, hello!
How are you feeling about your brand right now? Is it fi lling you 
with pride, or does it make you cringe?

Your brand has a simple job to do: it needs to show your business 
off  in the best possible light, and make your customers’ decision to 
buy from you an easy one.

What many business owners tend to forget is that to win sales, we 
need to connect with other people. People with the freedom to 
spend their money with whoever the heck they like. And in a world 
where we’re faced with overwhelming choice, we need to position 
ourselves as the obvious choice if we want to win that sale.

The workbook is designed to help you refocus on the message 
that your brand needs to communicate, and gain clarity on how 
to ramp up the power of your branding to help you stand out, look 
incredible and win more business.

You’ll no doubt know that at Ditto, we specialise in creating 
awesome, authentic brand identities. What you might not know 
is that before we even think about starting the creative work, 
we spend a good chunk of time talking to our clients about their 
businesses: their customers, their values, their goals for the future. 
What makes our branding process so powerful is that we focus on 
feel.

www.ditto.uk.com



HOW DESIRABLE YOUR BRAND IS = HOW 
MUCH YOUR CUSTOMER IS WILLING TO 
PAY FOR A PIECE OF THE ACTION

Branding is more than a professionally designed logo. It’s the art 
of strategically creating an array of visual assets (shapes, colours, 
patterns, typography, images, and textures) to package up the 
essence of your business and communicate a feel that’ll hook 
people in and create a feel.

You’ll be familiar with the way that high end brands exude a sense 
of luxury and exclusivity whilst brands that want to be perceived as 
wholesome and organic have an altogether diff erent visual style? 
Your brand has the power to communicate whatever perception 
you want it to, but fi rst we need to understand what it is you want 
to be known for, and what makes your business so unique.

Let’s get started, shall we?
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Building your brand story
The best brand identities know exactly who they are. They have 

a clear mission, culture and philosophy – they know precisely 
what value they deliver to their clients. The purpose of this 

workbook is to defi ne your intention as a brand: what you’re 
here to do, who you’re out to serve and how we want customers 

to feel about your brand. By the end of this process, my hope 
is that you’ll have a really clear idea of precisely what your new 

brand identity needs to do, and feel inspired to take action!
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WHAT DO YOU SPECIALISE IN?

If you could fi ll your days with only one type of work, what would it 
be? What is it that you do better than everyone else?

WHAT DO YOU DO?

What products and services do you off er? Which sell really well – 
and which aren’t so popular? Which would you love to sell more of? 
And are there any additional things that you want to sell, but aren’t 
doing so yet?
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COMPETITORS

Who else is out there? Which brands are your customer likely to 
consider when they’re looking for your product or services? How 
do they compare to you? If we think about the proposition your 
competitors are trading on, how does that diff er to yours? Take 
into account any knowledge you’ve gleaned from social media, 
research, secret shopping, customer feedback and so on.



www.ditto.uk.com BRAND PLANNING WORKBOOK

Dare to be different
To be heard, to stand out, to become known, you have to be 

diff erent. That takes balls, my friend – but it’s totally worth it. And 
the great thing about being a smaller business is that we’re nimble 

enough to really embrace what makes us diff erent – and doing 
things diff erently, in a way which is authentic to you, makes it 

oh-so easy to attract the people who really value your work. More 
than that, being diff erent gives you a discernible brand personality 
which is the best way to humanize a brand. Using real language, 

creating quirks and eccentricities in your brand, is the best way to 
create a culture which welcomes kindred spirits into your world.

If you’ve been watering down your message to appear 
more safe (read: generic) and to appeal to as many people 

as possible, stop right now. Start being a bit more you.
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MISSION STATEMENT

As a business, what do you aspire to do? What are the most 
important things that your customer needs to know?

GOALS AND ASPIRATIONS

How would you love your business to look in terms of size, set up, 
number of locations, type of people you sell to and the work you 
focus on? What are your plans for the future?

What are the most important things that your customer needs to 
know?
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WHAT MAKES YOUR BUSINESS SPECIAL?

What is it that truly separates you from your competitors? Look 
beyond opening hours, services and product ranges – all of that 
matters, but pinpointing a certain spark, way of doing things 
or guiding philosophy will set your brand aside in a much more 
meaningful way. Your competitors can open more stores, add more 
product lines, off er more services in a heartbeat but they can’t 
replicate spirit.

PRICE POINT

Price points have a massive diff erence on how you’re perceived. 
And your visual brand identity can make it signifi cantly easier for 
you to achieve the pricing level that you’re aiming for. To begin 
with, we need to know where you sit within your marketplace, and 
whether this is a place you’re happy with or not. Are you high/
middle/low? How will you communicate this? If you charge high end 
prices, do you feel like a high end brand?
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Your Customer
The customer is at the heart of every brand. When we know 

what motivates our customer to buy, we can mould your entire 
identity around them to ensure that we’re as well positioned 
as possible to appeal to the audience that represents your 

best commercial opportunity. And we need to think beyond 
demographics – just because someone lives in your locality 

doesn’t mean they’ll become a customer. We need to think about 
the fears and desires which you’re able to satisfy. What are their 

aims for life? What matters to them? How do we fi t into the 
picture? Where else do they shop? Which brands do they love?
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YOUR CUSTOMER

Just as creating a fi ctional character to embody your brand, it’s 
hugely helpful to create a character which represents your golden 
customer. That way you can ensure every part of the experience 
that they have with you is as compelling as possible to ensure you 
capture their attention, get that sale and retain them as a loyal 
brand advocate. What’s your customer like? Be as specifi c as 
possible.
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WHAT DO YOUR CUSTOMERS VALUE 
MOST ABOUT WHAT YOU DO?

From experience, I can tell you that you probably won’t be able to 
answer this one yourself. When we re-branded Ditto in Spring 2015, 
we thought we knew the answer to this: surely what our clients 
value most is our design work, no? It turns out that what our clients 
really love is our collaborative approach, and the confi dence that 
our work gives them to drive their business forwards. I strongly 
recommend you phone some of your favourite clients and put this 
question to them – their answers might surprise you.

PERSONALITY

If we think of your business as a person, what would they be 
like? Funny or serious? Colloquial or formal? Warm or aloof? 
Contemporary or traditional? List out as many attributes as you 
can until you can’t think of any more.
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BRAND TOUCH POINTS

Intrinsic to delivering the brand experience are the key touch points 
– the ‘moments of truth’ when your customer interacts with your 
brand. This covers everything from visiting a website or social 
media platform to speaking with a member of your team, making a 
purchase or after-sales.

How can we make sure that each touch point is distinctive, 
memorable and enhances the customer experience?

CREATING AN EXPERIENCE

We know who your customer is (or at least, we have a strong idea 
forming…). We know what matters to them. Let’s think about the 
buying experience that you deliver. How would you describe the 
experience you set out to create? Talk me through each interaction, 
from the moment I fi rst visit your website to the moment that I 
make a purchase. How am I feeling when I arrive? How would you 
like me to feel when I leave?
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PERCEPTION

When someone mentions your brand, what sort of words and 
phrases would you like them to think of? What would you want to 
hear someone say about your business if you weren’t in the room?

If you had to sum it up in a couple of sentences, what perception 
do you want to create for your brand? How should your people feel 
when they come into contact with your business?



What next?
HOW ARE YOU FEELING ABOUT YOUR BUSINESS 
NOW? EXCITED? INSPIRED? OVERWHELMED?!

We can help with that. We work with businesses who have fi re in 
their belly and are ready to invest in their venture. 

Whether you’re an ambitious start-up looking to create a knock-out 
identity from day one, or an existing business which has changed 
direction or run out of steam, we’ve got this. We can help you 
make a splash with your brand – to stand out, be distinctive and 
attract your dream clients. By having us create a brand identity 
which radiates the best bits of your business, you’ll win work more 
easily, be able to charge what you’re worth and reduce the need 
to compete on price.

SOUND GOOD?

To book a consultation, or fi nd out more about how we can help 
you to create a business-building brand, please get in touch. 

studio@ditto.uk.com

01732 456944
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About Ditto
Ditto are a branding and design studio based in Kent, who specialise 
in working with ambitious businesses to create brand identities that 
help them authentically capture their story, and enable them to 
grow.

We’ve been working with ambitious business owners for the last 
eleven years, helping them see the best in their business and create 
identities that has clients beating a path to their door.

Between us, our team have consulted to international brands, run 
seminars, given talks to business groups and written on our subject 
for press. We love what we do, and we’re damn good at it.

We’ll help you to identify new opportunities to improve and grow, 
and help you to change the way your business is perceived. We 
have a knack for capturing the essence and personality of a brand 
and communicating that authentically through a set of seamless 
visual assets.

IF THIS SOUNDS LIKE AN APPROACH YOU CAN 
GET ON BOARD WITH, THEN LET’S TALK!
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