
 THE   INNER  BRANDIFESTO 
 By  Laurie Foley 



 

© Laurie Foley 2011 lauriefoley.com 1 

A Better Way to Brand Your Business 
Is your business is new or evolving? Then someone has probably told you 

that you need a strong brand. If you’re like most aspiring solopreneurs, 

your first thought is to immediately get a logo. STOP!  That's not the 

essence of creating your brand because a logo is just one, small element 

that tells the story of your business. 

Before you ever hire a designer or start building a website, your business 

can benefit enormously from defining your brand strategy. At its core, 

branding is communication. It's how you educate people about what you 

have to offer. Would you like to save time and money by having a brand 

strategy that will energize your marketing without draining you? Read on. 

Branding from the Inside Out: 
The 10-Step Process to Reveal Your Natural Brand 

The steps and exercises below are designed to help you 

reliably – and powerfully – discover the attributes of your 

unique brand. It's the inside out way to create a resonant, 

authentic brand for your venture. 

Whether you have considered it or not, you already have 

a brand. But is it intentional and serving the goals of 

your business? Give yourself a bit of time and trust that your strong, 

resonant brand will naturally emerge as you peel back the layers by 

BRANDING FROM THE INSIDE OUT. 

To craft your brand most effectively and with the fewest false starts, follow 

this sequence of activities to save time and money. You're going to want 

that money for celebrations when your business takes off!	  
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1. Claim Your Personal Assets 
A strong business is fundamentally one that lets you work from your 

strengths, thereby energizing you in the process. Your brand resonates 

from that calm center of your personal power. Yet, 

what are those attributes for you?  If you’re not sure, 

then try taking some of the recognized asssessement 

tools to help your discover personal attributes such as 

the Myers-Briggs Type Indicator or the Kolbe Index 

(www.kolbe.com). While these can accelerate this 

process, some honest soul-searching and reflection is essential. Your brand 

will resonate more clearly when you stick to who you are at your core and 

what you do best and most naturally. 

 

What are your core strengths and assets? 
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2. Identify Your Constraints 
You may have a long list of things you want to do, but 

what is it that you do not want your business to be? A 

strategy is even more valuable when it helps you know 

when to say "no." Learning to listen to your body's wisdom 

is key to long-term success in any venture. 

  Values.  Your beliefs and ideals form the values that influence 

your behavior. As such, they are also extremely useful guideposts 

when choices arise. Try describing your essential values in three 

words. Struggling to come up with only three words for your 

values? Try brainstorming an extensive list with no editing. Don't 

think about what you "should" value; let your inner voice tell you 

what you truly do value. After you have a long list, you'll notice 

how topics group together into themes – try naming those themes 

as three words. With this clarity, you can lean on your values 

whenever you are struggling. If a choice doesn't honor your values, 

let it go. How will your business run so that it fits your values? 

  Effort.  Identify what you are willing to do as part of your 

marketing efforts (speaking, blogging, networking, social media, 

etc.), and the effort that will take. Does the activity fit your natural 

style? Start with those activities that feel like fun for you and your 

marketing will happen with far less effort and far more ease and 

grace. 

  Resources.  Time and money are the classic resource 

constraints. There is no shame in having a limited budget or limited 

time for your venture – seems human (and kinda realistic), doesn't 

it? Determine what you will not do because it’s too time-intensive 

or is outside your budget for now. Where can your time and money 
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go to most efficiently build your brand? Let resource constraints 

help you set strong priorities and then work with them as creatively 

as possible.	  

	  

What three words convey your values? 

1. 

2. 

3. 

What marketing ideas energize you? 

 

 

 

 

What are you not willing to do in your marketing? In your business? 

 

 

 

 

What are your resource constraints? 

 

 

 

	  



 

© Laurie Foley 2011 lauriefoley.com 5 

3. Tell Your Own Story 
You started this adventure (and it is an adventure) for a reason. How do 

you take that reason and turn it into your story – the basis for your 

thriving business?  Ask yourself these questions.  

  Who is the person behind the business? 

  What do you plan to share with the world?  

  When did you realize this was your path?  

  Where do you see yourself going? 

  How do you plan to achieve your goals? 

  Why are you doing this?   

Guess what? Answering these questions is a great start toward creating an 

"About" page for your web site. 

 

What is your story? (Yes, please write on the back for this juicy question!) 
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4. Know Your Beloved 
Business involves relationships (as does anything in life). Your Beloved is 

your ideal client. How do you envision this person? If you were to make a 

list of this client’s traits, what would the list contain? What makes you love 

him or her? 

By knowing your ideal client, and desiring to know them as your Beloved, 

you can tailor your messaging, offer solutions to the problems being 

faced, and help this client grow – just as you would in any other 

relationship.	  

 
 
Describe your Beloved: 
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5. Def ine Your Value Proposition 
A strong value proposition speaks directly to your Beloved and it tells 

them exactly why they should use your service or buy your product. You 

can define your value proposition with these questions.  

  Problem.  What is the problem that you solve?  By showing that 

you understand the problem someone faces, you create a bond 

that develops your relationship. Never underestimate the power of 

such a bond. People like to work with others they know, like and 

trust – especially when it comes to sharing a problem.  

  Solution.  How can you solve the problem?  All problems have 

solutions – and you need to show (and emphasize) that you can 

provide exactly what your Beloved needs to obtain an answer. The 

solution draws upon your own experience, wisdom, insight, and 

knowledge – elements you have because you selected a business 

that utilizes your strengths.  

  Choice.  Why is your solution valuable?  Stand on the stage and 

tell everyone why you are the best person to help identify the 

problem and implement the solution for your Beloved. Make 

yourself the problem-solver of choice.	  	  

 

What is your value proposition? 
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6. Imagine a Rich Experience 
Picture yourself as your own client. Turning the tables is a very valuable 

way to discover important elements of your brand. 

  Desire.  What is your client's deepest desire? Is it a feeling of 

contentment, energy to tackle the impossible, or the thrill of 

achieving a goal? 

  Feeling.  What is the feeling that you want people to have as they 

work with you? People are very motivated by emotion – which 

factors heavily into purchase decisions. 

  Process.  What is the process that a client will experience with 

you? Every step of the engagement builds your brand. Do you have 

any gaps in your process that need special attention to create a 

clear brand. 

  Takeaway.  What will a client notice and remember about the 

experience of working with you? Then make a promise to deliver this 

experience. 

 

What is the rich experience you want to promise your customers? 
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7. Create Strong Offers 
The best brands reliably and consistently deliver on their promises. In 

other words, your brand is only as strong as your offers and your ability to 

follow through. 

  Products.  As you consider developing products, 

think about the multi-dimensional needs of your 

customers, e.g. how they like to learn or how different 

price points can serve their needs. Chances are that 

you can create many products that bolster your brand 

and serve the broad needs of your Beloved. The key is to stay 

focused on your business' strength so that potential clients can 

recognize you as a trusted source.  

  Services.  Unlike a product that is tangible, a service is 

something you deliver, e.g., coaching, training, mentoring, etc. 

When describing your services, focus on the results people can 

expect, not the methods. Results motivate people to hire you, and 

failing to describe results is sure to drive clients to other providers. 

Whenever you have a happy client (and strongly branded 

businesses do!), ask for a personal testimonial and permission to 

include it in your marketing materials. People are often delighted to 

provide that and might even appreciate the exposure, too. 

  Development.  What and/or who do you need to help you 

build these products and services if you can't imagine, design, 

create, implement and deliver on your own? Only do what you do 

best and get help to fill in the gaps from service providers like 

graphic artists, copywriters, and website developers. When you 

invest in your own products and services, it sends a strong message 

that you are a professional who offers professional results. 



 

© Laurie Foley 2011 lauriefoley.com 10 

What are your strong offers? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Who will you ask for testimonials? 

 

 

 

What professional support do you need for development? 
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8. Articulate Your Key Language 
"If you talk to a man in a language he understands, that goes to 

his head. If you talk to him in his language, that goes to his heart. 

– Nelson Mandela 

Go back through your answers so far and look for the phrases and words 

that are the language of your Beloved. From your strengths and values to 

your offers and results, you are looking at the language chromosomes of 

your brand's DNA. How can you apply what you have revealed so far to 

articulate key elements of your brand? 

  Business Name and URL.  Just as a sign identifies a brick-and-

mortar business, your name and web site URL become your identity 

on the web. Keep it short, simple, and to the point.  

  Tag Line and Keywords.  Google looks for the 

keywords that describe what you do and makes it 

easier for your Beloved to find you.  Come up with 

a list of 3-5 words that define you, and use them in 

your tag line, scattered throughout your page 

content, and even in your business name and URL.  

  Identity.  If you were stopped by someone on the street who 

asked, “What do you do?” what would you say?  Have a 3-word 

phrase or short string of words (no more than 5 words) that 

conveys the essence of your business. 

 

What is the key language of your brand? 
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9. Design Your Visual Language 
Now you’re ready to dive into the colors, images, and graphics: the 

elements that will unify your message and help you tell your story at an 

unconscious level.  

  Symbols.  Identify symbols that represent the 

essence of your strengths and the benefits of 

working with you. If you are struggling with 

knowing what is visually iconic for your brand, 

stick with simple typography until you have more 

experience to inspire you.  

  Color Palette.  Choose colors that convey the business 

impression you want to give your potential clients. This is not the 

same as choosing colors for your living room! Two or three colors is 

a good basis. Disciplined use of an intentional color palette is 

another way of showing that you have a tightly focused brand.  

  Vendors.  Seek providers who specialize, e.g. web designer, 

photographer, logo designer, etc. Share your results from this 

workbook to guide creative talent and hire the best you can afford 

after you are clear about your holistic brand strategy. 

 

What is the visual language of your brand? 
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10. Scope Your Online Presence 
Taking your presence online is more than just creating a few web pages 

with a bio and a list of services. It's more than an entire web site – it's all 

the ways that you engage with people online: social media, blogging, 

article writing, search engine marketing, etc. The goal is to telegraph your 

brand and to make it easy for people to quickly learn what you do and 

why your solution is compelling. Whatever channels you choose, they 

should be integrated to present a consistent impression. 

Don't let all of this overwhelm you. Break it down into baby steps and 

wade into online marketing at whatever pace feels comfortable. 

Since you are likely to want a web site as one of your early steps, here are 

things to consider as your scope your web site: 

  Site Architecture. Just as an architect designs 

the drawings for a home, your web site must also 

have a plan. What information do you want it to 

contain (e.g., Products, Services, Rates, About, 

etc.)?  What things do you want people to 

remember from your site? What actions do you want visitors to 

take? Your web site is the map: you are the tour guide. 

  Lead Generation & Conversion. The people who visit your site 

are all potential clients. Thus, you will want to capture their name 

and email address so you can contact them in the future. Don't get 

too aggressive in what you ask site visitors to provide. Research 

shows that the more you ask for, the more likely the visitor is leave 

the site and not provide anything. Consider offering something of 

value to encourage visitors to opt-in to your contacts. How will you 

be collecting and maintaining these leads? Services like Aweber 

(www.aweber.com) and MailChimp (www.mailchimp.com) are 
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great for entry-level businesses and provide email marketing tools 

for you to stay in touch with your leads. 

  Content.  Does your mind know what you want to say, but do 

those thoughts and ideas never make it to the page? If you are 

struggling, a web copywriter can take your concepts and turn them 

into words: words that get the reader’s attention; words that 

compel the reader to ask, “What more can you offer me?” 

  Budget.  You can dream as big as you 

want about how your web site should look. 

However, the grander it is, the more money it 

costs. Determine an investment amount for 

this project, and be flexible since that amount 

could go up…or down. Include maintenance in your budget plans. 

If you plan to keep your site for two to three years (and three years 

is geriatric in web terms!), then plan to spend 20% on 

development and 80% on maintenance. If you don’t plan for the 

cost of maintenance, then your site could easily end up looking like 

an old car on blocks in the front yard before you know it.  

  Web Developer.  Unless you have more-than-basic web skills, 

you will likely need to hire a web developer. Find a developer who 

makes you feel beloved. Don't settle for someone who is 

condescending or who won't answer your questions respectfully 

and in a timely way. Whomever you consider, be sure to ask for 

references and ask them questions like these: Did the developer 

perform on-time? Was the developer responsive on maintenance 

requests? Did the developer perform within the budget? 
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What online channels will you use? 

 

 

 

 

 

 

 

What content is essential for your web site? 

 

 

 

 

 

 

 

What will you offer to encourage people to give their contact info? 
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Announcing You and Your Business 
Congratulations! You’ve completed the BRANDING 

FROM THE INSIDE OUT process. By applying each step, 

you now have a clearer brand than most 

entrepreneurs can ever imagine, and your marketing 

will proceed with confidence and resonance.  

WHAT’S YOUR NEXT CHALLENGE? To deliver steady, 

consistent conveyance of your message and your strong offers. If you ever 

veer off the path you’ve created, simply start this process over again, 

revisiting your strengths, values and priorities. They can and do help you 

focus and energize your brand every time.  

 

What are your next steps to create and sustain a strong brand? 

 

 

	  

THE INNER BRANDIFESTO was inspired by the thrill of helping entrepreneurs 

reveal their authentic, natural brands, particularly in the dynamic 

landscape of online and social marketing. If discovering your brand feels 

out of reach on your own, I'd love to help. Seeing you rise above the fray 

and succeed on your own terms is delicious indeed. 

If you found THE INNER BRANDIFESTO helpful or have a suggestion, I'd 

love to hear from you: laurie@lauriefoley.com. 

Here's to your natural brand! 

 
Laurie Foley 

lauriefoley.com	  


