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Introduction

HOW TO USE THESE GUIDELINES

Consider this Brand Strategy Outline as your compass for shaping a compelling and uniform
brand identity. Leverage the insights within this document to steer your marketing endeavors
and external communications. For seamless implementation, share this guide with your team
members and contractors. Foster a collaborative approach to guarantee a cohesive brand
portrayal across all marketing channels. Periodically revisit the outline, making adjustments as
needed, to safeguard the integrity of your brand and keep it forefront in your audience’'s mind.

WHY THESE STANDARDS MATTER

Each element within this document plays a crucial role in establishing a cohesive and
memorable brand identity. Consistency across all external communications, visual language,
and marketing strategies fosters a sense of reliability and trust among your target audience.
These standards act as the foundation for effective communication, ensuring that every
interaction reflects your brands core values and unique attributes. By adhering to these
guidelines, you not only differentiate your brand in a crowded market but also build a lasting
connection with your audience, laying the groundwork for sustained success.
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Part 1:
The Audience



Demographics

LOCATION

Your brand serves the area(s) of [City, State/Province, Country].

AGE

Your brand serves people between the ages of [Age Range].

GENDER

Your brand serves mostly a [Gender Specifications].

EDUCATION

Your brand serves an audience who mainly has a [Education Level] education level.

INCOME

Your brand serves an audience who typically earns between [Min. Income] and [Max. Income].



Psychogra

PERSONALITY TYPE

The Innocent archetype embodies simplicity,
purity, and unwavering optimism. Brands that
align with this archetype, such as Coca-Cola
or Dove, radiate a sense of childlike wonder
and untarnished goodness. These brands
strive to evoke a feeling of innocence and joy,
tapping into a universal longing for a simpler,
more optimistic world. The Innocent archetype
seeks to instill trust and convey a genuine,
transparent nature. It thrives on
uncomplicated messages and imagery,
portraying a belief in the inherent goodness of
people. Through this archetype, brands
connect with their audience on an emotional
level, offering a refreshing escape to a world of
positivity and uncomplicated bliss.
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INTERESTS

The Innocent archetype's potential interests revolve
around themes that evoke simplicity, purity, and
optimism. Individuals drawn to this archetype may
find joy in activities that connect them with nature,
such as picnics, walks in the park, or gardening. They
are likely to appreciate uplifting and heartwarming
entertainment, such as family-friendly movies or feel-
good novels. The Innocent archetype is also attracted
to brands and experiences that emphasize genuine
connections, wholesome values, and a positive
outlook on life. Activities that promote community
engagement, charitable endeavors, or creative
expressions of joy are likely to resonate strongly with
those who align with the Innocent archetype.
Ultimately, this group tends to seek out experiences
that reaffirm the goodness and beauty in the world.



Psychographics ..

BEHAVIORS HABITS

The Innocent archetype is characterized by behaviors Individuals embodying the Innocent archetype tend
that reflect a positive and trusting outlook on life. to adopt simple and joyful habits, often preferring
Individuals aligned with this archetype often exhibit a uncomplicated routines and maintaining a clean,
genuine and transparent demeanor, approaching orderly environment to promote a sense of purity in
situations with simplicity and sincerity. their daily lives.

RELATIONSHIP WITH YOUR BRAND

The Innocent archetype fosters a genuine and trusting relationship with your brand. Individuals aligned with this archetype
are drawn to the simplicity, purity, and optimism your brand embodies. They seek brands that resonate with their positive
outlook on life and appreciate transparent and honest communication. Creating a brand narrative that emphasizes the
goodness and sincerity of your products or services will likely forge a deep connection with the Innocent archetype.
Establishing trust through straightforward messaging and maintaining a consistent, uplifting brand image will contribute
to a lasting and meaningful relationship with this audience.



Psychographics ;.

PAIN POINTS

While the Innocent archetype is characterized by its optimistic outlook, it may experience pain points related to disillusionment
or feelings of vulnerability. Instances where trust is broken or authenticity is questioned can be particularly distressing for
individuals aligned with this archetype. The innocence they seek in brands and relationships makes them sensitive to deceit or
negative experiences. Unexpected challenges or disruptions to their positive worldview might be sources of discomfort. It's
crucial to address these pain points by consistently delivering on promises, ensuring transparency, and managing potential
sources of disappointment to maintain the trust and loyalty of the Innocent archetype.

DREAMS & DESIRES

The dreams and desires of individuals embodying the Innocent archetype center around a yearning for a simple, joyful, and
optimistic life. They aspire to experience and contribute to a world that reflects purity, goodness, and unbridled positivity. This
archetype seeks environments and relationships that evoke a sense of childlike wonder and untarnished happiness. Their
dreams often involve a desire for uncomplicated bliss, authentic connections, and a life filled with uplifting moments. Brands
that align with this archetype can resonate by fulfilling these aspirations, offering products or experiences that bring genuine
joy, foster trust, and contribute to a brighter, more optimistic outlook on life.



Part 2:
The Brand



The Hero Story

] r MEET EMMA

In the peaceful town of Tranquilville, Emma, faced a pivotal moment
when rising rent disrupted her content life in her cramped apartment.
Determined to find a new home Emma decided to start he search on
her own, only to become overwhelmed by all the listings on the market.
Instead of continuing on her own she decided to reach out to someone
for help. That's when she discovered Mel Robbins Realty, a local
agency known for simplicity and genuine connections. Guided by the
team'’s expertise, Emma’s home search transformed into a
collaborative and joyful experience. Mel Robbins Realty not only helped
her find a tranquil haven but also redefined her perspective, turning a
daunting experience into d seamless and authentic exploration of a
new beginning in the heart of Tranquilville.




Brand Characteristics

PURPOSE & MISSION

Our brand's purpose is to simplify the real estate
journey, fostering trust and genuine connections in
every transaction. Our mission is to sell homes in
communities that resonate with our client's values,
ensuring a seamless and joyful experience.

PERSONALITY TRAITS

We are committed to simplifying the home-buying process,
offering homes that encapsule a sense of simplicity, purity,
and unwavering optimism. We provide a transparent and
joyful experience, ensuring our clients discover homes that
align with the carefree and genuine lifestyle they seek.

BRAND VOICE

Our brand communicates with a warm, clear, and
friendly voice. Through our brand voice, we aim to
convey d sense of simplicity, reliability, and optimism,
ensuring that every interaction resonates with the
genuine and joyful spirit of our clients.

CORE VALUES

Our core values revolve around transparency, integrity,
and the unwavering commitment to creating a stress-
free home-buying experience. Our dedication to simplicity
and genuine connections underscores every aspect of our
service, reflecting the core values of our clients.



Brand USP

“We help small families, find the perfect home to grow into, in
less than 90 days without any stress or overwhelm.”

Our real estate brand's Unique Selling Proposition (USP) lies in our unwavering commitment to simplifying the
home-buying journey through a blend of transparency, personalized service, and a genuine understanding of
our clients’ needs. Unlike others, we prioritize creating a joyful and stress-free experience, ensuring our clients
not only find a house but a true haven that resonates with the simplicity and authenticity of the Innocent
archetype. Our unique approach fosters trust, reliability, and an unmatched level of satisfaction, making us the
go-to choice for those seeking a genuine and seamless real estate experience.



Part 3:
Visual Language



Logo lypes
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STACKED Mel Robbins Mel Robbins

HORIZONTAL V7" Mel Robbins P~ Mel Robbins




Logo Usage /.

PROPER SPACING
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Mel Robbins V7" Mel Robbins
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When using the logo When using the When using the

mark only be sure to stacked logo horizontal logo, similarly
leave a chimney'’s you'll only need to to the stacked logo, you'll
worth of space leave a lower only need to leave a
around it so as not to case ‘e’ worth of lower case ‘e’ worth of

crowd the branding. space around it. space around it.



Logo Usage ..

PROPER SACALING

The important thing to keep in mind when it
comes to scaling is recognizability. In instances
where the text element of the logo is illegible use
the logo mark only.

V7 M

obbins

When choosing a logo to use make sure you
consider sizing and location in it's application.
Your brands logo should never occupy more than
20% of the creative.
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.. Mel Robbins ..




Logo Usage ;.

USING YOUR LOGO WITH COLORS

Make sure that when placing a logo that there is no color interference or bleed. You can use the full color logos with the dark
accents over top of light background and the full color logo with the light accents belongs over a dark background. In the even
that the background shares a color with the logo you should revert to a solid color light or dark logo in it's place.

v
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Light Background

Dark Background Brand Color Background
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PRIMARY COLORS

The brand color palette perfectly
encapsulates the essence of your
brands ideal audience. The dominant
use of a crisp white sybolizes a blank
canvas in all its simplicity while the soft
red and black embodies energy and
optimism. Complemented the vibrant
red and grey hues evoke a sense of joy
and reliability A deep charcoal adds
contrast and sophistication, creating a
balanced palette that captures the
your brands core values—simplicity,
purity, and a genuine sense of warmth.

lette

Charcoal

#000000
rgb(35,31,32)
cmyk(70,67,64,74)

Soft Red
#DC2A25
rgb(220,42,37)
cmyk(8,97,100,1)

Cherry Red
#FFODI7

rgb(255,13,23)
cmyk(0,99,97,0)

Silver Moon
#B9BBBD
rgb(185,187,189)
cmyk(28,21,21,0)



Font
Sizing
Weight
Variations

Typography

PRIMARY TYPEFACE

Georgia Pro HELVETICA NOW Poppins
Headings Regular SUB HEADINGS REGULAR Body Text Regular
Headings Bold SUB HEADINGS BOLD Body Text Bold
H eadings Italic SUB HEADINGS ITALIC Bodly Text Italic

Headings Bold Italic  sus HEeabings BoLD iTALIC Body Text Bold Italic



Photography ...

LIGHTING

The most suitable lighting in the photos you choose should
be soft and diffused. This type of lighting minimizes harsh
shadows and creates a gentle, even illumination that
enhances the sense of simplicity, purity, and warmth
associated with your brands audience.

COMPOSITION

The composition should prioritize simplicity, clarity, and a
straightforward narrative. Consider using clean,
uncluttered backgrounds to convey a sense of purity and
avoid distractions. Framing subjects with a straightforward
and centered approach can convey a straightforward and
optimistic perspective. Embrace natural and candid shots
that capture genuine moments, fostering a connection
with the brand’s audience.
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Photography ...
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PERSPECTIVE

The perspective should
emphasize a warm and
approachable view. Opt for a
slightly elevated or eye-level
perspective to create an inviting
and inclusive atmosphere. This
perspective allows the viewer to
feel connected and engaged,
fostering a sense of transparency
and openness that aligns with
your audiences values.
Additionally, incorporating
elements of the surrounding
environment can enhance the
narrative, placing the subject
within a context that resonates
with simplicity and positivity.



Mockups
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Mel Robbins
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Mel Robbins
5 (403) 555-1234

melrobbins.com
mel@melrobbins. com




Part 4: .
Marketing Analysis




SWOT Analysis

STRENGTHS WEAKNESSES

1.The brand’'s commitment to transparency and authenticity 1.If the brand is limited to specific regions, expanding its
is a significant strength, fostering trust with clients. geographical reach may be a challenge, potentially
2.The warm and positive communication style resonates well limiting market share.
with the brand'’s audience. 2.Economic downturns or fluctuations in the real estate
3.The focus on simplicity and personalized service sets your market could impact your brand's performance, posing
brand apart, providing a stress-free experience for clients. a vulnerability.

OPPORTUNITIES THREATS

1.As consumers increasingly value authenticity, your .Facing competition from larger or more established real
brand’'s genuine approach aligns well with the estate brands could pose a threat, requiring strategic
growing market trend. differentiation.

2.Diversifying into related services or offering 2.Economic uncertainties or recessions may impact the
additional resources for homebuyers can open up real estate market, affecting purchasing power and

new revenue streams and cater to evolving needs. demand.



Brand Positioning

SIGNIFICANCE

Brand positioning is crucial as it
defines where a brand stands in the
minds of its target audience relative to
competitors. It's the distinct space a
brand occupies in the market,
influencing how customers perceive it.
Effective brand positioning establishes
a unique identity, differentiates from
competitors, and communicates the
brand's value proposition. It shapes
consumer perceptions, fostering brand
loyalty, and influences purchasing
decisions. In a competitive real estate
landscape, a well-defined brand
positioning strategy becomes the
foundation for building a strong and
resonant connection with clients.

STRATEGY

Your brand is positioned as the
trusted guide in the home-buying
journey, emphasizing simplicity,
transparency, and a genuine
commitment to client well-being.
Maintain a warm and positive voice in
all communications to convey a
sense of optimism and reliability.
Simplify the complex process of home
buying, offer personalized service,
and create an experience that feels
joyful and stress-free. This strategy is
underlined by your brand's core
values of transparency, integrity, and
a dedication to delivering not just
houses but havens that reflect the
true essence of your audience.

IMPLEMENTATION

To effectively implement the
positioning strategy will involve
consistent communication across
all touchpoints. From marketing
materials to client interactions, your
brand voice must reflect the
warmth, transparency, and
simplicity that resonates with your
audience. Visuadl elements, such as
the color palette and photography
style, reinforce the brand's
personality traits. Marketing
campaigns should focus on
storytelling that highlights genuine
client experiences, emphasizing the
brand's role as a trustworthy guide
in the real estate journey.



Client Touchpoints

WEBSITE AND COMMUNITY EVENTS PERSONALIZED
ONLINE PLATFORMS & SPONSORSHIPS: INTERACTIONS:

The brand’'s website serves as a Participation in local community events Direct interactions with clients,
central hub for information, and sponsorships fosters a genuine contribute to a strong and authentic
providing a user-friendly interface connection with the target audience, relationship, reinforcing the brand's
for property listings, resources, showcasing the brand's commitment commitment to transparent and
and a blog with helpful tips. to the community’'s well-being. genuine communication.

CLIENT CONTENT
TESTIMONIALS MARKETING:

Sharing authentic client testimonials A blog that provides valuable information
and success stories through online about the real estate market, home-buying
platforms and promotional materials tips, and neighborhood highlights serves as
builds trust and serves as a powerful an educational touchpoint, positioning the

touchpoint for potential clients. brand as an expert and a helpful guide.



Metrics & Measurement

THREE WAYS YOU'LL KEEP TRACK OF YOUR BRAND’S PROGRESS

1.

AWARENESS

Impressions & general reach
Video views

Follower & subscriber count
Media mentions and press
coverage

Other miscellaneous Brand
mentions

2.

ACQUAINTANCE

Social media likes, comments, &
shares

Website page traffic

Bounce rate

Number of leads generated
Cost per lead

Conversion rates on contact
forms

3. ACTION

Conversion rates from leads to
clients

Number of successful
transactions

Revenue generated

Customer lifetime value
Reviews & Ratings
Ambassador actions



Crisis Management ...

BE PREPARED FOR EMERGANCY SITUATIONS

EARLY
DETECTION

PREPARE
YOUR TEAM

Implement monitoring tools to track Define a protocol for handling crises on
online mentions, media coverage, and social media platforms. Keep everyone
customer sentiment. informed and aligned with the strategy.

PRE-APPROVED LEGAL
ACTIONS COUNSEL

Use the pre-approved protocols, If you ever feel overwhelmed, seek legal
statements, and messaging templates for advice when necessary to navigate
common crisis scendarios. potential legal challenges.



Crisis Management ...

EMERGENCY SITUATIONS THAT REQUIRE A PLAN

ECONOMIC
DOWNTURNS

* Proactively communicate with

NEGATIVE LEGAL
PRESS ISSUES

e Designate a spokesperson to e Seek legal counsel immediately to

address media inquiries promptly.
Be transparent about the situation,
share relevant facts, and
communicate steps taken to
resolve the issue.

Ensure consistent messaging
across all communication
channels.

Monitor and respond to social
media discussions, providing
accurate information and

addressing concerns with empathy.

guide communication strategy.
Avoid disclosing sensitive legal
details publicly.

Communicate with affected clients
directly, providing reassurance and
outlining steps being taken.
Release official statements only
after legal approval to prevent
potential legal ramifications.

clients about market conditions
and potential impacts on property
vadlues.

Share strategies the brand is
implementing to adapt to
economic challenges.

Provide educational content to help
clients navigate financial
uncertainties.



Crisis Management ...

EMERGENCY SITUATIONS THAT REQUIRE A PLAN

NATURAL CYBERSECURITY PANDEMIC OR
DISASTERS BREACH HEALTH CRISIS:

e Prioritize communication on safety e Activate a rapid response team to e Clearly communicate safety
measures for clients and address and contain the breach. protocols for property viewings and
employees. e Notify affected clients promptly, client interactions.

e Regularly update clients on the detailing the nature of the breach e Regularly update clients on the
status of affected properties. and steps taken for resolution. impact of the health crisis on the

e Communicate efforts to support e Communicate the implementation real estate market.
affected communities. of a cybersecurity recovery plan to » Share messages of support and

prevent future incidents. understanding for clients facing

health-related challenges.



Crisis Management ...

EMERGENCY SITUATIONS THAT REQUIRE A PLAN

REPUTATION INTERNAL FINANCIAL
DAMAGE ISSUES CHALLENGES

e Continuously monitor online e Transparently communicate with e Communicate openly with
platforms for reputation-related employees about internal issues, stakeholders about financial
discussions. emphasizing a commitment to challenges and strategies for

e Share positive stories, client resolving the matter. stability.
testimonials, and community e Activate an internal crisis response e Offer resources or guidance to
engagement initiatives to team to address employee clients facing financial difficulties.
counteract negative perceptions. concerns. e Clearly communicate steps taken

e Address misinformation promptly e Ensure consistent internal to ensure the brand's financial
and clarify the brand's position. messaging to prevent resilience.

misinformation.



Part 5: .
Rules of Marketing



Marketing Requirements

INFORMATION REQUIRED IN MARKETING

In Mmaintaining a cohesive and impactful brand identity, it is imperative to
adhere to the established guidelines for brand messaging, colors, fonts, and
logos. In addition to the guidelines already established, this section outlines the
permissible alterations and those not permitted to ensure consistency across
all marketing materials. The marketing team is responsible for ensuring all
materials adhere to these guidelines. Periodic reviews will be conducted to
assess compliance, and corrective action will be taken as necessary.



Permitted Changes

BRAND MESSAGING:

While adapting the tone to suit specific communication contexts is encouraged, core brand messages must remain consistent.
Tailoring messaging for different platforms or audiences is allowed, ensuring it aligns with the overall brand narrative.

COLORS:

Utilize the approved color palette in its entirety or select colors that harmonize with the brand's primary and secondary colors.
Adjustments to saturation or brightness for online or print media are permitted, provided they maintain the brand's
recognizable color scheme.

FONTS:

Select from the approved typefaces for various marketing materials, ensuring readability and alignment with brand aesthetics.
Adjustments to font size are allowed to accommodate design needs, but the chosen typefaces must remain consistent.

LOGOS:

Use the approved logos as specified in the brand guidelines.
Proportional resizing of logos is permitted to suit specific layouts, ensuring clarity and legibility.



Non-Permitted Changes

BRAND MESSAGING:

Any alteration that misrepresents the brand's values, purpose, or mission is strictly prohibited.
Changing core brand messages to convey conflicting information is not allowed.

COLORS:

Deviating from the approved color palette is not permitted to maintain brand recognition.
Manipulating color combinations that compromise visibility or brand aesthetics is strictly prohibited.

FONTS:

Using unauthorized typefaces that deviate from the approved font selection is not allowed.
Distorting or modifying approved fonts in a way that compromises readability or brand consistency is prohibited.

LOGOS:

Altering the approved logos in any way, including resizing disproportionately or modifying design elements, is strictly prohibited.
Using outdated or unauthorized versions of the logos is not allowed.



Copywriting Guidelines

WRITING STYLE

1. Maintain a consistent writing
style across all
communication channels.

2. Familiarize yourself with the
brand's tone and voice
through the provided
guidelines.

3. Prioritize clarity in
communication, avoiding
unnecessary complexity.

4. Convey messages ina
concise manner to capture
and retain the audience's
attention.

GRAMMAR

1. Ensure impeccable grammairr,
punctuation, and spelling to
convey professionalism.

2. Adhere to language rules and
industry standards to uphold
the brand's credibility.

3. Conduct thorough
proofreading before
publishing any written
content.

4. Consistently review and
revise to eliminate errors and
enhance overall quality.

TONE

1. Maintain a tone that aligns
with the brand personality
and values.

2. Adjust the voice
appropriately for different
contexts, ensuring
authenticity.

3. Be mindful of the audience
and adjust tone and voice to
resonate with their
preferences.

4. Tailor messaging to suit
various platforms while
retaining the brand's
distinctive voice.



Use of the Brand Marks

FOR EXERNAL REFERENCE

1. Logo Usage:
a. Clear Space:
i. Maintain a clear space around the logo to ensure visibility and prevent crowding.
ii. The minimum clear space should be equivalent to the height of the logo's letterforms.
b. Proportional Scaling:
. Resize the logo proportionally to preserve its visual integrity.
ii. Avoid any form of distortion or stretching that may compromise the brand mark's recognizability.
c. Color Variations:
i. Utilize the approved color variations as outlined in the brand's color palette.
ii. Ensure legibility by using the appropriate color version based on the background.



2. Tagline Usage:
a.Consistent Placement:
i.Place the tagline consistently beneath or adjacent to the logo, maintaining a unified visual presentation.
ii.Ensure legibility and visibility, avoiding cluttered or obscured taglines.
b.Font and Size:
i.Use the approved font for taglines, maintaining consistency with the brand's typography guidelines.
ii. Adjust the size proportionally to the logo, ensuring harmonious visual balance.

3. Acceptable Contexts:
a.Print Materials:
i.Include the logo prominently on all printed materials, such as business cards, brochures, and feature sheets.
ii.Ensure high-resolution printing to maintain visual clarity.
b.Digital Platforms:
i.Display the logo consistently on digital platforms, including welbsites, social media profiles, and email signatures.
ii.Optimize for digital resolutions to ensure crisp and clear representation.

4. Prohibited Usage:
a.Distortion:
i.Strictly prohibit any distortion, stretching, or skewing of the logo or tagline.
ii. Maintain the original proportions to preserve brand integrity.
b.Unapproved Colors:
i. Avoid using colors not specified in the brand's color palette for logo and tagline representation.
ii. Any deviations should be approved by the branding team.



