
BRAND



B.A.B.E. Framework 

Business 
Audience 
Brand 
Everything Digital 



OUR OBJECTIVE

YOU WILL LEARN:  

• What brands are made of - The 5 Cs of a brand 
• How to position yourself as a brand authority 
• How to determine your brand voice  
• How to target your brand to your ideal client you 

chose in Module 3 
• How to integrate your features/benefits from 

Module 1 into your brand story 



What is a brand? 

Your brand is defined by a customer’s overall perception 
of your business. 

The only way to create a brand that is powerful and 
authentic is to stop lying about who you are and make 
true connection with those you are seeking to serve. 



What is a brand? 
1. CLARITY: Mission statement  

2. COMPETENCE: Brand authority  

3. CONNECTION: Happens via Your Brand VOICE. Your voice should 
make sense and resonate with your target audience.  If you are 
using the correct voice, you have the strongest chance of 
CONNECTING with consumers. 

4. CONVERSION: What is your brand message?  
Incorporate the features and benefits that enable you to provide 
value. When you can clearly demonstrate how you solve their 
problem, they convert.  

5. COMPELLING: Your logo and visuals of your brand will appear on 
everything that relates to your business. It will become your identity, 
calling card, and the visual recognition of your promise.  



What is a brand? 

1. CLARITY: Mission statement  

2. COMPETENCE: Brand authority  

3. CONNECTION: Happens via Your Brand VOICE. Your voice should 
make sense and resonate with your target audience.  If you are 
using the correct voice, you have the strongest chance of 
CONNECTING with consumers. 

4. CONVERSION: What key qualities and benefits make your 
company branding unique or how are you doing it differently? 
Features vs. benefits. How you provide value. 

5. COMPELLING: Your logo and visuals of your brand will appear on 
everything that relates to your business. It will become your identity, 
calling card, and the visual recognition of your promise.  

Brand authority bio + Brag Bank 

Write your mission statement 

Determine your 
brand voice 

Benefits + 
Outcomes from 

Module 1 

Logo + 
Aesthetic 



CLARITY: Your mission statement 

• Craft a clear and concise expression of what your 
company is most passionate about.  

• The mission statement should define a purpose for 
existing.
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Where does customer loyalty come from? 

Think about those brands that you purchase from over and 
over, even when there are cheaper options out there.  

Do you usually fly on a particular airline?  
Do you buy your coffee from the same place every morning?  
Do you recommend a specific restaurant whenever out-of-
towners ask for suggestions? 



• Life is Good: "To spread the power of optimism" 

• sweetgreen: "To inspire healthier communities by connecting people to 

real food." 

• Patagonia: "Build the best product, cause no unnecessary harm, use 

business to inspire and implement solutions to the environmental crisis." 

• American Express: "We work hard every day to make American Express 

the world's most respected service brand." 

• Warby Parker: "To offer designer eyewear at a revolutionary price, while 

leading the way for socially-conscious businesses." 

• STARBUCKS: “To inspire and nurture the human spirit – one person, one 

cup and one neighborhood at a time.” 

• Honest Tea: " ... to create and promote great-tasting, healthy, organic 

beverages." 

•



COMPETENCE: BRAND AUTHORITY 

• Get clear and confident on what you have to offer
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Write your “Brand Authority Bio” 



YOUR EXPERIENCE =  
YOUR AUTHORITY

Be your own success story and create your own 
step-by-step methodology 

A customer will pay more for something from 
someone  they see as a “Brand Authority”  

They will not gladly pay more from someone they 
see as a “me too” 



YOUR EXPERIENCE =  
YOUR AUTHORITY

You must sit down with yourself and list your 
accomplishments that are related to what you sell or 
do.  

List any personal stories or anecdotes you have and 
USE THEM IN YOUR MARKETING



YOUR EXPERIENCE =  
YOUR AUTHORITY

When your marketing contains your own unique 
narrative, personal wins, success stories and 
methodology - you instantly differentiate yourself 
from everyone else on the market.  

This is differentiation. And this is what makes it 
inconceivable to compare your business to a 
competitor and “price shop” 



FEATURE YOUR AUTHORITY

“I teach you how to start a business” 

vs. 

“Learn everything you need to start a business 
with clarity, confidence and little free time 

using the BABE Framework to launch what you 
love in 60 Days. ” 

Learn the exact tools I have used to start and grow 
(and then sell one of them!) 



FEATURE YOUR AUTHORITY

“Learn how to build a business” 

vs. 

“Learn exactly how I started, launched and 
grew my businesses to a 6-figure income while 

working from home as a mom of two.”  

Everything you need to start a business with clarity 
and confidence and launch what you love in 60 

Days. 



FEATURE YOUR AUTHORITY

“I edit and improve your resume” 

vs. 

“Learn how I craft compelling and highly-
customized resumes so you get hired more 

quickly by the right company” 
Using the exact method I have used exclusively with 
my one-on-one clients - and I’m sharing it with YOU 

live on the class.  



CREATE YOUR BRAG BANK

WINS: Make a list of moments you’re proud of that 
relate to what you’ll do for your clients or how you 
serve them - moments that show your unique 
expertise 

SKILLS: List any accomplishments & special skills you 
have related to what you’re doing 

THINK OF YOUR BRAG BANK LIKE A MASTER 
RESUME  



MY BIO

WINS: Make a list of moments you’re proud of that 
relate to what you’ll do for your clients or how you 
serve them - moments that show your unique 
expertise 

SKILLS: List any accomplishments & special skills you 
have related to what you’re doing 

THINK OF YOUR BRAG BANK LIKE A MASTER 
RESUME  



I make a living 
doing what I love, 
and teach others 
to do the same! 



I make a living 
doing what I love, 
and teach others 
to do the same! I make a living that 

enables me to stay 
home with my kids 

while doing 
something I 

absolutely love, and 
I can teach you to 

do the same!



MY BIO

Specific 

Measureable 

Authority 

Not Me-too  



CREATE YOUR BRAG BANK

Make a list of moments you’re proud of that relate to 
how you serve your clients and customers - 
moments that showcase your expertise 

List any accomplishments or special skills you have 
related to your business 

THINK MASTER RESUME 
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CONNECTION: BRAND VOICE

Happens via Your Brand VOICE. Your voice should 
make sense and resonate with your target audience.  
If you are using the correct voice, you have the 
strongest chance of CONNECTING with consumers. 



CONNECTION: BRAND VOICE

1. Take your ideal client profile 
2. Give them a name and persona 
3. What does a conversation with that person sound 

like and how do you engage with and talk to 
them? Are there catch phrases or things you say 
in your brand?  



CONVERSION: YOUR MESSAGE 
SHOULD DEMONSTRATE VALUE
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Benefits are the outcomes or results that users will 
(hopefully) experience by using your product or service – 
the very reason why a prospective customer becomes an 
actual customer. 
ie- I make you look good online, attract your target audience 
and help you achieve your goals while money flows into your 
hands with ease 

FEATURE

BENEFIT

A feature is something that your product has or is.  
ie- I send your emails, design your website, market your 
company 



Demonstrating value through  
Your Brand Message

Communicate on a human level 

Make a direct emotional connection with your 
consumers.  

Here’s where you take everything you have done 
in the previous steps and synthesize it all 
together.  

Draft your own brand message and elevator pitch



One sentence that explains the value you bring and the 
benefit it offers customers.

Writing Your Brand Message



Benefits are the outcomes or results that users will 
(hopefully) experience by using your product or service – 
the very reason why a prospective customer becomes an 
actual customer. 

FEATURE 1 & 2 + SO THAT YOU CAN = 
OUTCOME YOU PROVIDE 

Writing Your Brand Message (if 
you’re stuck!) 

What you do for customers 

What they experience by working with you 



FEATURE 1 & 2 + SO THAT YOU CAN = 
OUTCOME YOU PROVIDE 

Writing Your Brand Message (if 
you’re stuck!) 

What you do for customers 

What they experience by working with you 

I teach driven women to make a living off their 
passion and skills so they work less and live more. 



FEATURE 1 & 2 + SO THAT YOU CAN = 
OUTCOME YOU PROVIDE 

Writing Your Brand Message (if 
you’re stuck!) 

What you do for customers 

What they experience by working with you 

I transform your resume so employers can’t wait 
to hire you.  

I transform your professional persona so you get 
your dream job faster.



FEATURE 1 & 2 + SO THAT YOU CAN = 
OUTCOME YOU PROVIDE 

Writing Your Brand Message (if 
you’re stuck!) 

What you do for customers 

What they experience by working with you 

I take the stress out of your home renovation so you 
can create a space you love within your budget. 

I simplify your home renovation experience so you can 
enjoy a gorgeous, professionally designed space.



CONVERSION: YOUR MESSAGE 
SHOULD DEMONSTRATE VALUE

Your message should be intricately associated with 
your brand, and conveyed in a few sentences.  

Goes beyond your logo or tagline to define  
KEY ASPECTS of who you are, what you offer and 
why people should care.  



COMPELLING: LOGO + VISUAL

5. COMPELLING: Your logo and visuals of your brand will appear 
on everything that relates to your business. It will become your 
identity, calling card, and the visual recognition of your promise.  
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Narrowing your ideal market

1. Talk to who you THINK your target market is based 
on your Ideal Customer Profile 

2. Refine your avatar based on your market research 
3. Refine based on experiences and/or challenges you 

run into.  



Narrowing your ideal market

1. Think about how your content strategy can tap into 
the pain-points of your ideal buyer and help them to 
solve a problem. 

2. Create raving fans and loyal customers of your 
business - and then leverage them.  

3. Create a customer experience that best fits your 
ideal buyer. For instance, if your ideal buyer is in the 
older demographic, they may prefer phone support 
to live chat or social media. 


