
WORKBOOK: 
BRAND 101
Understand the importance of branding for your 
accounting business and identify if your brand needs 
an update or development.



Troika is a strategy and branding firm that focuses 
specifically on accounting and financial companies. 
We understand the unique drivers and pressures 
on those who run accounting businesses. We have 
produced a series of ebooks and workbooks to 
assist and put into plain language the key principles 
behind brand strategy and branding. 

In this workbook Brand:101, we outline ‘what is 
branding’ and test you on your own knowledge. 
From here you will develop an idea of how your 
business rates and an idea of how branding can 
build your business growth and client retention. 



WHY IS YOUR FIRMS’S BRAND IMPORTANT?

Branding is more important in our digital world than it ever was in 
the old economy. Consumers are more overloaded and overwhelmed 
with information than ever before. We are fed information constantly in 
everything we do that requires us to make decisions – what we are going  
to do, use, buy, where we are going to go, how we are going to get there, 
what we are going to eat, drink, play, etc.

Strong branding ensures your business will stand out from the sea of 
competitor brands, appeal to your desired customers, and consistently 
deliver an (ideally positive) experience that will bring the customer back  
to your business time and time again. 

Weaker brands that lack distinctive or differentiating attributes, that don’t 
know who their customers are, deliver an inconsistent experience and try  
to appeal to everyone through a price tactic often end up not appealing  
to anyone, have little point of difference, and are not memorable.

Real competitive advantage comes from Intangible value – trust, reputation 
and distinctive. So while points of difference can be copied. Distinctiveness 
is hard to steal.



HOW TO USE THIS WORKBOOK

Brands are about feelings so don’t over think the questions and exercises in 
this workbook.

Be honest with yourself and don’t worry if you current brand isn’t a good 
reflection of your firm. This is the first step to rectifying it. There are no right 
answers and it could pay to do the workbook with your team, stakeholders 
and even clients.

We estimate the workbook will take 30-60 minutes to complete but it pays 
to come back and review what you’ve done after a few days.

 
*TIP: MAKE SURE YOU SAVE THE DOCUMENT AS YOU WORK THROUGH



Describe your brand in a sentence?

How do you feel about your current brand?

Describe your ideal client

What are the top three challenges your ideal client faces?

YOUR CURRENT BRAND



YOUR CURRENT BRAND

1. 2. 3. 4. 5.

Rate your current brand assets (1-5)

Firm name

Logo

Website

Marketing collateral 
(eg. brochure, stationery)

Slogans or taglines

Case studies and 
testimonials



Who are your 3 key competitors? 
1.

2.

3.
 

What are they doing well and not so well? 
DOING WELL      NOT SO WELL

•        • 
•        • 
•        • 
•        • 
•        • 

How do you stand out from your competitors?

YOUR CURRENT BRAND



SERVICE NOT 
AVAILABLE 
ELSEWHERE

UNIQUE 
TO OUR 
LOCATION

YOUR FUTURE 
STARTS HERE

FAMILY 
BUSINESS 
20+ YEARS

360˚ 
OFFERING

LOVE 
TECHNOLOGY

SPECIALISE 
IN A SPECIFIC 
SECTOR

BOUTIQUE WORK LIFE 
BALANCE

INNOVATIVE 
SERVICES

GLOBAL 
OFFERING

NOT FOR 
PROFIT 
SERVICES

WE GO 
ABOVE AND 
BEYOND

WE ARE XERO 
AMBASSADORS

FUTURE 
PLANNING 
EXPERTS

DISRUPTIVE
HIGH NET 
WORTH 
ONLY

UNLOCK 
YOUR TRUE 
POTENTIAL

Notes:

YOUR CURRENT BRAND
Your USP or unique selling point is one of the key ways a prospective customer chooses you over 
the competition. We’ve put some attributes on this page to get you started – select the top three 
that apply and write your own USP in the notes section:



POSITIONING MAP

CURRENT STATE VS 
OPPORTUNITY STATE
In the example shown 
here, the current state of 
the company is mapped 
towards traditional. This 
is a misrepresentation 
of their operation as a 
friendly, technology savvy 
business. A push into more 
premium space is likely 
to target ‘A’ clients more 
strongly. 

Try your own map, and 
add some competitors 
in also. Identify the 
opportunity space based 
on what you are doing, or 
could be doing that they 
are not. 

PREMIUM

MODERN TRADITIONAL  
CONSERVATIVEINNOVATIVE / COOL

EVERYDAY

CURRENT 
STATE

OPPORTUNITY



BUILDING YOUR BRAND

Name some brands (accountants or other businesses) you admire or inspire you. 
Note down anything you like about these brands:

1. NAME AND WEBSITE    Notes: 

2. NAME AND WEBSITE    Notes: 

3. NAME AND WEBSITE    Notes: 

4. NAME AND WEBSITE    Notes: 



GOT IT 
SORTED TRUSTED SAFE AND 

SECURE

TAKEN  
CARE OF VALUED AHEAD OF  

THE GAME

WE LISTEN  
TO YOU

SAVVY 
SOLUTIONS HAPPY

COMMUNITY

LET’S ME GET 
ON WITH 
BUSINESS 

CONFIDENT

HEARD/ 
UNDERSTOOD

HANDS OFF/ 
AUTOMATED

RIGHT FOR 
ME

PART OF AN 
EXCLUSIVE 
GROUP

BRILLIANT 
BASICS EMPOWERED

Notes:

BRAND PERSONALITY
How do you want your brand to make your clients feel? 
Select the top three that apply or add your own to the notes section:



VALUES MAPPING

Your brand values communicate your product, service and the manner in which you uniquely deliver them.  
Plot where you are on the values slider below. 

WHISPERED

CHILLED

1 TO 1

SAFE

COMMON

SOFTLY SPOKEN

RELAXED

INCLUSIVE CLUB

CONVENTIONAL

FAMILIAR

CONVERSATIONAL

SWITCHED ON

FRIENDS & FAMILY

POLITELY 
OPINIONATED

DIFFERENTIATED

LOUD

ENTHUSIASTIC

COMMUNITY

PROVOCATIVE

RARE

IN YA FACE

FULL ON

UNIVERSAL

POLARISING

ONE OF A KIND

VOLUME

ENERGY

INTIMACY

ATTITUDE

UNIQUE



Is there a gap between where you’d like your brand to be  
and your personality assessment?

What’s getting in the way of improving your brand?
• 
• 
• 
• 
• 

BRAND PERSONALITY

YES NO



BRAND OBJECTIVES
List three objectives for your brand to tackle in the next 6 - 12 months.
For example:  
•  Grow share of market by gaining xx new clients per month off our key 
competitors. 

•  Identify our ideal customer in xx sector and become the preferred 
Accountant in that sector (niche branding). 

•  Survey my client base for satisfaction and loyalty now and 6 months 
from now and show xx% growth in preference for our brand among 
our dissatisfied customers by xx date.

1. OBJECTIVE     

2. OBJECTIVE     

3. OBJECTIVE     



BRAND FOUNDATION ASSESSMENT

Now that you’ve gone through the workbook, rate yourself on the following:

NON EXISTENT

NON EXISTENT

NON EXISTENT

NON EXISTENT

NON EXISTENT

WEAK

WEAK

WEAK

WEAK

WEAK

OKAY

OKAY

OKAY

OKAY

OKAY

GOOD

GOOD

GOOD

GOOD

GOOD

STRONG

STRONG

STRONG

STRONG

STRONG

BRAND 
STRATEGY
What the brand does 
and does not do

TARGET 
AUDIENCE
An explicit choice of who 
the brand stands for, 
who they will target

POSITIONING
What the brand stands 
for in no uncertain 
terms

BRAND 
ASSETS
A distinctive set of brand 
assets that set the brand 
apart and differentiate 
from the competition 

OBJECTIVES
Focused and pointy 
that can be revisited 
in 1 year and assessed 
for success - no more 
than three



TROIKA WHO?
– Recommendations going forward



We are here to help accountants use brand as 
a competitive advantage. We help you connect 
authentically with clients and to stand out 
from the crowd.



THREE PILLARS

Maggie Antone
Strategy director

A passion for intelligent ideas, a 
personable working style and a 
curiosity that never quits. Maggie 
has spent her 20 years in the 
industry with leading advertising 
agencies and has brand strategy and 
communication expertise working 
across a range of industries; AMI 
Insurance, TelstraClear, Les Mills 
International, BP, ExxonMobil, Coca 
Cola, Pernod Ricard, McDonald’s, 
KFC, World Vision, Auckland Council 
Group. She pursues bold creative 
solutions to help her clients tackle 
ambitious business challenges and 
deliver results.

Libby Sinclair
Creative director

Business-oriented, strategically-led 
designer with experience working 
with a diverse mix of businesses 
locally and across the UK, Europe, 
US and Australia. Libby’s strength 
lies within her ability to create 
branding solutions that bring the 
essence of her clients’ businesses to 
life. Her background is in corporate 
branding and packaging design and 
has worked with the likes of Spark, 
Vodafone, BNZ, Lumley insurance 
and many more. Recent work is with 
small to medium sized business so 
has developed the ability to scale 
and problem solve for each unique 
situation.

Matt Wilkinson
Industry director

In 2013, Matt founded Bizink, which 
now helps hundreds of accounting 
firms worldwide with websites 
and digital marketing. Known in 
accounting circles as a pragmatic 
thinker on marketing, he’s spoken 
at industry conferences worldwide 
including Xerocon and MYOB 
Connect.



HOW WE DO IT

1. Investigate 
This is all about asking the right 
questions and listening. We want to 
know what your business stands for? 
Who works in your business and what 
do they think of the business? Who 
are your customers? By getting to 
know your business we will uncover 
the essence of your business and use 
this to develop your brand story and 
give your brand meaning.

2. Strategic Plan
Based on what we learned in our 
Investigate stage, we’ll develop a 
brand positioning that’s for the long 
term. This will be a page that distils 
your brand down to: 
1. What do you stand for 
    and what do you deliver? 
2. Who is your target? 
3. What are your objectives?

3. Actions
Informed by what we learned about 
your business, the market, your 
customers, and how we’ve positioned 
the business, we will execute the 
strategy by delivering design that will 
represent your brand and define how 
the business behaves.



THANKS
We hope this workbook has helped you on your branding and 
marketing journey, feel free to share this document and sign-up  
here for more material like this. 

Get in touch if you are interested in how Troika can help you,
Contact Maggie Antone, +64 (0) 21 270 3633, maggie@teamtroika.com
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