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I know, because I've been that blah
business, and it's not fun! There are
those who will tell you that you HAVE to
use a professional branding agency to
get it right. Well yes, great if you have a
spare 10k 😂.

I'm here to tell you that even on a
bootstring budget, you have the power
to take your own business from bland to
stand out brand.

You simply have to be willing to learn,
and open to creating a brand that
speaks loudly, stands for something and
on behalf of your customers. Are you
ready? Let's do it! 

Don't forget, if you get stuck during this
process ask in the Facebook Group! I'm
here for you, to support you creating
something truly special. 

  

I'm gunna tell you straight a few
lessons I've learnt about branding
during my 20 year small biz and DIY
marketing career.

First off, your brand is not just your logo.
It incorporates the full experience your
customers go through when they
interact with your business. 

From the colours you choose to the
messaging you use, tone of voice in your
social media comments, photos on your
website- every business has a brand
they're conveying. It's just that some are
doing it better than others! 

People who understand branding are
much more likely to have a strong
brand that attracts their ideal customer.
Everyone else sits on the sidelines
looking a bit... blah.

xx Rach

S H E  O W N S  I T

What is a Brand?



Brand Promise - the foundational value
you commit to delivering to your
customers 
Brand Experience - how the user feels
when interacting with your brand
Brand Messaging - when your Brand
Promise & Brand Experience both come
together to develop your "Sweet Spot"

THE BIGGER PICTURE

Let's start by breaking down the components
of a brand, and how they all tie together to
create your Brand Strategy:

All together, these make up an effective 
 Brand Strategy that converts! The following
workbook is broken down into three sections
(you guessed it...Brand Promise, Brand
Experience, and Brand Messaging). Each
worksheet will help you think through each
component of your Brand Strategy, and at
the end, we'll tie it all together. 

You'll be able to proudly express what you
do, who you do it for, and why you do it
better.

Ready? Let's dive in!

If you've ever wondered why some
businesses stand out from the crowd and
get momentum it's because they're not just
a business- they're a cleverly crafted brand. 

Effective brand foundations set the vision
and vibe for your business, build a
compelling point of difference and create an
emotional connection. 

With well-thought-out foundations, you’ll
see the bigger picture, know how to
communicate your strengths, attract your
ideal customers and give your business the
best opportunities for success. It also means
you have a better understanding of your
customers’ needs, desires and frustrations,
that customers can clearly differentiate your
brand from competitors’ and aren't as quick
to question your price point.

The good news is, you have the power to
take your own business from bland to
remarkable brand- and I'm going to show
you how!

SHE OWNS IT NZ

Overall Brand Strategy

BRAND PROMISE BRAND EXPERIENCE

THE SWEET SPOT
(BRAND MESSAGING)
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Your Brand Roadmap

Each of these topics can only do so much on their own! But when you combine them,
they pack a powerful punch for your business. In this workbook, we cover everything
up to your Key Messages. Your Visual Brand Identity and Conten/  Marketing
Strategies both flow on from here and will be covered in other resources- this simply
shows you how it all ties in together! 

1

YOUR WHY 

The purpose behind
your brand and

business

2

YOUR VISION

The future your want
your brand to
contribute to

3

YOUR MISSION

What you do to work
towards that vision,

and who you do it for 

4

YOUR VALUES

The core principles
that you, your brand,

your stakeholders
uphold 

BRAND PROMISE

Combining all of
these things to

clarify your brands'
special sauce 

7

YOUR DIFFERENCE

How your brand
differs from your

competitors & how it
impacts your

business

6

COMPETITORS

Their strengths,
offers and

characteristics and
how you can

differentiate yourself 

5

IDEAL CUSTOMER

The people who love
what you do, how you

do it and why, who
become your raving

fans. 

1

YOUR VISUALS

The way your brand
looks and the

emotions that it
conveys to your

audience 

2

PERSONALITY

The unique traits
make your business
the obvious choice

for your dream
customeR

3

BRAND VOICE

The promise of value
your dream

customers will be
blown away by 

4

BRAND EMOTIONS

How you want your
audience to feel

when they interact
with your brand

BRAND EXPERIENCE

Combining all of
these things to

clarify your brands'
experience

BRAND MESSAGING

The strategies you
use to share your

unique message &
attract dream

customers 

1

KEY MESSAGES

The strategic topics
that help you create

consistently
engaging content
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Your Brand Promise

Your Why
Your Vision
Your Mission
Your Values

A brand promise statement is vital to have so your brand can
become known for something over time. It speaks to the long
term meaning of a brand - features may change, but the
promise endures.

It's important that whatever your Brand Promise is, you can
consistently deliver it over time. Don't make your Brand
Promise "the fastest customer service, ever" if you can't live up
to it! 

Components that make up your Brand Promise:

Here are some other examples to consider:

Google- Organize the world’s information and make it
universally accessible and useful.

Nike- To bring inspiration and innovation to every athlete* in
the world.

Starbucks -Inspire and nurture the human spirit—one person,
one cup, and one neighborhood at a time.”

Vans- Designed for the creative pursuit of being you.

Patagonia- We provide for environmentally responsible
adventure.

Earths Best Organic- Producing pure, quality products you
can trust

Your Ideal Customer
Your Competitors
Your Differences

https://about.google/intl/en/
https://about.nike.com/
https://www.starbucks.ca/about-us/company-information/mission-statement
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Your Purpose/Why

Although you may have started your business for personal reasons, every small
business out there also serves the world somehow. When you uncover that purpose,
you start to build the foundations of a brand that truly connects. 

For example, at She Owns It, we want to empower more women to reach their dreams,
so we can play a part in creating an equal and fair world. A life coach might be driven
by helping people live in the moment more, and not get so consumed by the
distractions of day to day life. A homeware store might help people create a home that
sparks joy. 

WHAT BIGGER PURPOSE DOES YOUR BUSINESS SERVE?

Think back to the start of your journey. What made you want to start your business? What
problems did you want to solve. Why do you continue to do what you do? 

Hint: don't think "money"! This is simply a result of what you do. Think along the lines of why
your business exists. Think about why you're passionate about your business. 

WHAT’S YOUR STORY? WHAT DO YOU DO?

Copyright @ She Owns It NZ. All rights reserved.
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Your Vision

The vision you have for your business describes how the world will look if you achieve
your mission. The sky is the limit for this activity, so don't hold back!

WHAT DO YOU HOPE TO ACHIEVE?

It's 2040. Thinking of your bigger purpose, if you had a DREAM result, what does the
world look like? This is your vision, what you want to help create through your
business.

For example: It's 2040 and the world is designed with women in mind now more than
ever before. Education takes into account the unique trajectory of the female life.
Companies support both parents taking equal responsibility for childcare. Men are
thriving with more balence and connection in their lives. Women have never felt more
empowered and confident.They get equal pay and equal access to opportunity. More
women than ever reach financial freedom and determine their own futures. 

WHAT IS  YOUR VISION?

What are some short-term and long-term decisions made by your business that has
paved the way for your vision to become reality? What is your customer's end result
after working with you or purchasing from you? 

WHAT ROLE IN THE WORLD DO YOU WANT YOUR BUSINESS TO PLAY IN YOUR VISION?

Copyright @ She Owns It NZ. All rights reserved.
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Your Mission

There’s a simple formula to follow in crafting your own mission statement and there’s 3
steps:

1. Identify the customer your business exists to help. Specificity is key here, so your
audience knows exactly who you target.
2. Outline your offering. This is your unique selling point.
3. Deliver your promise. What’s the desired outcome of the offering you provide?

WHAT ARE YOU HERE TO DO? WHAT PART DO YOU PLAY IN HELPING TO CREATE THAT
FUTURE? 

I help ______ achieve ________ so that they can _______ .

Replace the word "achieve" with anything that’s reflective of your brand, this is just
meant to be a guide for you to create your own unique Mission statement. 

Let’s look at some examples:

“I help small businesses create a powerful brand so that they can catapult their
growth”.
“I help women over 40 fall in love with movement again so that they can get fit and
stay fit for life”.
“I help millennials to unlock their limiting beliefs so that they can reach their true
potential”.

WHEN CRAFTING YOUR MISSION STATEMENT,  FOLLOW THIS TEMPLATE:

Copyright @ She Owns It NZ. All rights reserved.



Your Values

Your brand values are like your North Star of business and help you set goals and stay
aligned with decision making, messaging, customer experience and how you and your
community conduct yourselves in pursuit of your vision.

What most businesses don't realise is that values also offer an opportunity to build on a
point of difference for their brand and act as a powerful community builder. 

SHE OWNS IT  NZ

Keeping in mind your vision and mission, your own values and personality and your
ideal customer, write out a list of ALL of the things you feel your brand stands for.
Don't hold back! Let the creativity flow, and don't restrict yourself. This is just the start
and it's better to have more than enough here!

STEP 1:  VALUES BRAINSTORM 

Copyright @ She Owns It NZ. All rights reserved.



Understanding Pillar Values

Once you start to think about values that align with your brand it can feel like there
are a lot! But if you have too many values, it's hard to use them practically in your
business. People just can't remember them- it's all just too much!

I recommend having no more than THREE Pillar Values for your brand. It can be
challenging to narrow it down! But the good news is, there's often crossover
between values that will help you get to a place you're really happy with.

For example, with She Owns It, one of our values could be 'belonging.' But I wanted
to make my values more succinct and useable, and I realised that Belonging actually
sits quite nicely under one of our other values 'Lift Each Other,' so I narrowed it
down. Lift Each Other becomes the Pillar Value, with a number of others sitting
underneath. 

See the example below:

SHE OWNS IT  NZ

P I L L A R  V A L U E W H Y  T H I S  V A L U E ?

STEP 2.NARROW IT DOWN

LIFT EACH OTHER
Together, we facilitate a space of empathy, belonging,
integrity, respect & aroha. For the good of the whole we
purposefully prioritise & promote our under represented
wāhine & those facilitating movements that matter in
Aotearoa.

This is a community building value
which helps people feel connected to
each other, working positively
towards a common end goal. 

BIZ WITH BALANCE
We prioritise people & planet over profit. We support
small, we support local. We support sustainable, ethical
business. We celebrate slow, manageable growth- business
that supports a life, not the other way around.

This is an ethical value that aligns
with our dream customers beliefs and
core desires.

OWN IT
We acknowledge that big or small our businesses matter.
With courage & support from each other we step into our
own light to share our messages far and wide. We stand for
our customers and our communities & we drive change for
good.

This is a confidence building value
which empowers our customers to
grow in confidence and reach for
their dreams

Copyright @ She Owns It NZ. All rights reserved.



Your Pillar Values

SHE OWNS IT  NZ

Y O U R  P I L L A R  V A L U E Y O U R  W H Y

Copyright @ She Owns It NZ. All rights reserved.



Plan Your Values Touchpoints

SHE OWNS IT  NZ

Share your values on your website home or about pages
Use them on your email signatures
Share them with employees and customers as you intro them to your biz
Turn your values into hashtags that your audience come to associate with your
content and brand. Eg for She Owns It I'll often post and add #LiftEachOther,
#BizWithBalance or #OwnIt to the post
Use your Pillar Values when you craft your Content Pillars. Your Content Pillars are
a guide to what content & topics you share with your audience, when. 

Now you know your brand values, don't just let them sit there forgotten! Clever
brands communicate their values to their audience and use them to build
community and trust. 

Here's how you can do it: 

Y O U R  P I L L A R  V A L U E C H E C K L I S T

Share on your website home or about page

Use on your email signatures

Share them with employees & customers

Turn your values into hashtags 

Use to craft your Content Pillars 

Share on your website home or about page

Use on your email signatures

Share them with employees & customers

Turn your values into hashtags 

Use to craft your Content Pillars 

Share on your website home or about page

Use on your email signatures

Share them with employees & customers

Turn your values into hashtags 

Use to craft your Content Pillars 

STEP 3. PLAN YOUR TOUCHPOINTS

Copyright @ She Owns It NZ. All rights reserved.
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Your Ideal Customer

Knowing who your ideal or dream customer is can help you establish a point of

difference and refine your message- so you can speak directly to them with a

compelling voice.

It makes knowing what to say so much easier and reduces spend as you take

advantage of powerful word of mouth marketing. 

Let's assume your ideal customer is already at decision making point and ready to

purchase. It's simply a matter of them coming across YOUR business, feeling an

immediate click with the brand and knowing how to make that leap with YOU. Who is

that person?

D E M O G R A P H I C S  &  V A L U E S

Age Range:

Gender:

Marital Status:

Values - what do they care about? 

Education:

to

L I F E S T Y L E  &  H A B I T S

Other:

Copyright @ She Owns It NZ. All rights reserved.
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Your Ideal Customer

WHAT PLATFORMS DO HE/SHE VISIT:

RANK HIS/HER PRIORITIES & PREFERENCES:

TRUSTED MARKETING CHANNELS:
When they make buying decisions, what sources do they trust - influencers, google, niche blogs etc.

Price

Quality

Service

Cash

PayPal

Credit Card

Youtube

Instagram

Facebook

What do they long for (relating to your product)? 

If they were to become your next raving fan, what
would need to happen for them?

T H I E R  D E S I R E S

W H A T ' S  T H E I R  D R E A M  R E S U L T ? H O W  C A N  Y O U  D E L I V E R  T H A T ?

T H E I R  B I G G E S T  B L O C K

What's stopping them get what they want? 

Copyright @ She Owns It NZ. All rights reserved.



COMPETITOR

PRICE OF
PRODUCT

TARGET
CUSTOMER

(get as specific 
as possible)

BENEFITS

VISION FOR THE 
FUTURE

(what impact/
change do they
want to make?)

WHAT THEY 
DO & WHY THEY DO

IT

Competitor Analysis

SHE OWNS IT  NZ

NAME

FEATURES

Use the form below to consider your three closest competitors and what they do.
Some things will be the same but consider at each point how your offer or experience
is (or could) be different to theirs, so you can differentiate yourself.

COMPETITOR COMPETITOR OPPORTUNITY

Copyright @ She Owns It NZ. All rights reserved.



COMPETITOR COMPETITOR COMPETITOR OPPORTUNITY

What is the
transformation
they promise to
their customer?

COMMUNITY 
AND VALUES

What do  they
care about? Do
people want to
be a part of it?

Why? 

ONLINE
PRESENCE

How do they come
across online?

Professional? DIY?
Trail blazing? 

PERSONALITY 
What's the vibe?
Modern? Cool?
Trustworthy?

Edgy? 

REPUTATION 
How would

people describe
them? 

EMOTIONS 
How do they make
the customer feel
as they deliver it ?

Is it personal?
Friendly?

Welcoming?  

Competitor Analysis

SHE OWNS IT  NZ
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COMPETITOR COMPETITOR COMPETITOR OPPORTUNITY

How do they
surprise and
delight their
customers? 

Is there
something they

deliver that is
hard for others

to copy?  

Do they make it
easy for their
customers to

sign up? Do they
have a clear

sales funnel and
calls to action? 

UNIQUE DELIVERY
METHODS

 OR SYSTEMS 
(Do they have an

amazing free
postage offer? Do
they have a well
known referral
program? etc.)

What do they do
WELL?

Copyright @ She Owns It NZ. All rights reserved.



Points Of Difference

SHE OWNS IT  NZ

For some businesses it's easy. They've patented a unique technology or offer a
completely new system of delivery that's never been seen before. Their point of
difference is obvious. 

But if you're offering something similar to others that's not a new invention or
groundbreaking new technology/ system, it can be so hard to know what makes you
different!

UNCOVER YOUR POINT OF DIFFERENCE USING COMPETITOR ANALYSIS

By considering your competitors and your offer at every stage of the customer
journey, you'll see there are LOTS of opportunties to differentiate yourself and create
an industry leading brand. 

Considering the information above, jot down ALL of the existing (or potential) points
of difference that are THE MOST IMPACTFUL FOR YOUR BUSINESS.

THE GOOD NEWS IS  YOU DON'T  HAVE TO HAVE TO BE AN INVENTOR TO
STAND OUT FROM THE CROWD.

Copyright @ She Owns It NZ. All rights reserved.



Key Points of Difference

SHE OWNS IT  NZ

Next, highlight the top 3-5 that will help you stand out from your competitors: 

1

2

3

4

5

Copyright @ She Owns It NZ. All rights reserved.
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Your Brand Promise

01. List all the reasons customers choose your business and the attributes they count on only
your company to deliver. Remember to take into consider all of the information you've
recorded so far (your mission, your vision, you values, your ideal customer, and your points of
different). All of those components make up the foundation of your Brand Promise. 

02. Using the list you made above, circle all the attributes you’re confident that you can
deliver consistently and upon which you’re willing to stake your reputation.

03. Then, put a checkmark next to those attributes that are compelling to customers and to
your team — the ones you can proudly rally around.

04. Take the checked items and make a shortlist of business attributes that are most assured,
most compelling, most believable, and most consistent with the character of your company:

MY BRAND PROMISE

Using your final list, draft a complete Brand Message paragraph below. 

Copyright @ She Owns It NZ. All rights reserved.
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Your Brand Experience

 brand visuals
your own personality strengths and traits, 
your brand voice
the emotions you want your audience to feel
what appeals to your dream customers

Hopefully you're now starting to see how by doing the
foundational work you can uncover the points of difference
that will emotionally engage and compel your dream
customers.

Another great way to build on your brands 'special sauce' is to
consciously create a 'vibe' as I like to call it, which is how your
audience will feel as they are interacting and enagaging with
your brand. 

To do this you can draw on:

A strong brand vibe allows you to position yourself confidently
in the market in a unique and bold way. 

It also means as a solopreneur you can craft a brand
personality that fits naturally with your own. 

When you combine that with the work you've done
uncovering your special sauce, you'll be able to market your
business with so much confidence!

Let's dive in!
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Brand Visuals

Hex:

P R I M A R Y  L O G O

C O L O R  P A L E T T E

Hex: Hex: Hex:# # # #

S E C O N D A R Y  L O G O

E L E M E N T S

O t h e r  g r a p h i c s  a n d  i c o n s  u s e d  o n
t h e  w e b s i t e :

Y o u r  b u t t o n s  a n d / o r  b a r s :

F O N T S

H E A D E R  F O N T

N a m e :

S i z e :

S U B - H E A D  F O N T

N a m e :

S i z e :

B O D Y  F O N T

N a m e :

S i z e :
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Your Personality

Having a strong brand personality evokes emotion and helps your customers decide if
your product or service is for them or not.

Consider this. On your street, there are two yoga classes on offer. One of them is
visually colourful, bright and punchy. They use lots of images of young people living
full, fun lives then unwinding and recentring using yoga. 

The other one is visually organic, natural looking. They use lots of images of parents
living busy, overwhelmed lives, then finding peace and calm with yoga.  

Two very different vibes that'll attract completely different customers! Consider your
own brand personality. Using the words below, circle or highlight 4-5 brand personality
traits for your brand. Remember that you want your brand personality to: 

- reflect you and the heart of your business 
-  evokes emotions that appeal to your ideal customer
-  stands you out from your competitors

adaptable,  adorable,
agreeable,  a lert ,  a l lur ing,
ambit ious,  amusing,
boundless,  brave,  br ight ,
calm, capable,  charming,
cheerful ,  coherent ,
conf ident ,  cooperat ive,
courageous,  credible,
cultured,  dashing,
dazzl ing,  debonair ,
decis ive,  decorous,
del ightful ,  determined,
di l igent ,  discreet ,
dynamic,  eager,  ef f ic ient ,
enchanting,  encouraging,
enduring,  energet ic ,
entertaining,
enthusiast ic ,  excel lent ,
excitable,  exuberant ,  

fabulous,  fa ir ,  fa i thful ,
fantast ic ,  fear less,  frank,
fr iendly ,  funny,  generous,
gent le ,  good,  happy,
harmonious,  helpful ,
h i lar ious,  honorable,
impart ia l ,  industr ious,
inst inct ive,  jo l ly ,  joyous,
k ind,  k ind-hearted,
knowledgeable,  l ikable,
l ively ,  lovely ,  lov ing,  lucky,
mature,  modern,  nice,
obedient ,  painstaking,
peaceful ,  perfect ,  p lacid,
plausible ,  pleasant ,
plucky,  product ive,
protect ive,  proud,
punctual ,  quiet ,
receptive,  ref lect ive,

rel ieved,  resolute,
responsible ,  r ighteous,
romantic ,  sedate,
select ive,  sel f -assured,
sensit ive,  shrewd, s i l ly ,
s incere,  sk i l l fu l ,  splendid,
steadfast ,  st imulat ing,
ta lented,  thoughtful ,
thr i f ty ,  tough,
trustworthy,  unbiased,
unusual ,  upbeat ,
v igorous,  v ivacious,  warm,
wi l l ing,  wise,  witty ,
wonderful ,  zany,  zealous.
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Your Personality

MY BRAND PERSONALITY CHARACTISTICS:

1

2

3

4

5
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Once you determine your key personality characteristics, let’s establish what your
content should sound like when your audience reads it. For example, do you want to
be professional and educational, or more relaxed and friendly?

To figure this our you can take your Brand Personality characteristics  and expand on
them. Let’s create an example using these three characteristics:

Passionate
Quirky
Authentic

Let's define each one further - How do these characteristics show up in how you
communicate with your audience? How do they come across in the kind of content
you’re creating? Let’s continue the example:

Passionate – expressive, enthusiastic, heartfelt, action-oriented
Quirky – irreverent, unexpected, contrarian
Authentic – genuine, trustworthy, engaging, direct

Dig deeper into your brand characteristics an uncover your voice and tone using the
worksheet below! 

SHE OWNS IT  NZ

Your Voice & Tone

CHARACTERISTIC DESCRIPTION DO DON'T

EG.Passionate We're passionate
about changing

the way the
world works

Use strong verbs.
Be champions

for the industry.
Be cheerleaders. 

Be lukewarm or
wishy washy. Use
a passive voice.

Copyright @ She Owns It NZ. All rights reserved.
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Your Brand Voice Chart

CHARACTERISTIC DESCRIPTION DO DON'T

Copyright @ She Owns It NZ. All rights reserved.



• Logo design
• Website design
• Professional-looking marketing
materials

• Confidence spreading the word
about your 
business
• Excited to “put yourself out
there”
• Proud of their business

Let’s dive deeper into the emotional benefits of working with you. This is the
sweet spot in your brand experience because this where you really grab the
attention of your dream customers. Here are some examples of the 'what' verse
true benefits.

Y O U R  P R O D U C T /  S E R V I C E

SERVICES

Y O U R  B E N E F I T S

BENEFITS

GRAPHIC DESIGNER

SHE OWNS IT  NZ

Emotional Benefits 

• Sweet smelling candles
• Infused oils

• Welcoming home your visitors
love 
• Calm, soothing bathroom for
deep relaxation and healing

PRODUCTS

BENEFITS

CANDLE SELLER

Copyright @ She Owns It NZ. All rights reserved.



With your emotional benefits in mind, think about how you want customers to
feel when they engage with your brand? Every time you create content, speak
with a customer, or send them information, what emotions do you want to
evoke? 

PILLAR EMOTIONS YOU WANT TO EVOKE WITH YOUR BRANDING:

SHE OWNS IT  NZ

Pillar Brand Emotions 

PILLAR ONE PILLAR TWO PILLAR THREE

PILLAR FOUR PILLAR FIVE PILLAR SIX

Copyright @ She Owns It NZ. All rights reserved.
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The Sweet Spot

We've just reviewed all of the components
that make up our Brand Promise and our
Brand Experience. But, how do we
outwardly express these components to
our audience in the most strategic way
possible?

Referencing back to the venn diagram we
showed earlier in the workbook, you'll
remember that our "sweet spot", is when
our brand promise and experience come
together to create our Brand Messaging. 

This is where we combine all of the
information we've collected thus far and
draft messages that we can share with our
audience. 

These messages appeal to our audience
members, are effective, consistent, and
communicates clearly who we are, what
we do, why we do it, and how we do it the
best. 

Complete the following worksheets to tie it
all together, and be sure to utilize these
brand messages throughout your business
from now on. Take note of the different
responses that you get!
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Key Messages

Pulling ALL of your new knowledge together, it's time to coin 4-5 key brand messages
that you want to share. When you craft these remember they should:

- evoke emotion
- appeal to your dream customer
- show your personality 
- highlight your points of different  

BRAND MESSAGE:

Evokes emotion

Appeals to my dream customer

Shows my personality

Highlights my points of difference

This message:

BRAND MESSAGE:

Evokes emotion

Appeals to my dream customer

Shows my personality

Highlights my points of difference

This message:

BRAND MESSAGE:

Evokes emotion

Appeals to my dream customer

Shows my personality

Highlights my points of difference

This message:
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Your Brand Foundations Guide

MAIN VALUE PROPOSITON:

COMPANY MISSION:

BRAND PROMISE:

TARGET AUDIENCE: COMPANY PERSONALITY:

KEY BENEFITS:

MAIN MESSAGE:

DIFFERENTIATING MESSAGE:

A brand message you can use to describe how you’re different from competition and how you solve a
customers need.

How you’re different in 1-2 sentences

KEY EMOTIONS YOUR CUSTOMERS FEEL WHEN THEY ENGAGE WITH YOUR BRAND:

1 2 3 4

Copyright @ She Owns It NZ. All rights reserved.
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