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VWhat's your story?

Tell the world what your brand is all about! Tell your
origin story. Where did it all begin, and why?. Get to
the core of your passion, company vision and values.

Get your audience excited about joining you on that
journey. Don’t hold back! Let your personality shine
through to help them get a sense of who you are!

| ets get visual

Choose & outline
VOur typographny

Have a look into what fonts are in fashion, but
also remember that although a font may look
cool, it may not be practical for your brand. If
VYOU are a newspaper, hieroglyphics may not be
the font for you (unless you're writing a
newsletter for your Ancient Egyptian fan

club - In which case, ‘glyph away!).

Beyond the font itself, lies its style, size and
welght. You will want to outline which size and
welght will be used In headers on your website
vs that of your newsletters an social posts.

Not all text Is created equall

INnclude your
~rrand’s core ey
colour palette ~

FINd your prand volice

The key to finding the right voice for your brand to look
outward to your audience. What tone best speaks to the
people you want to listen? Perhaps it is more formal, with a
corporate approach. Then again, maybe it's chill and laid back,
allowing for contractions and popular acronyms - totes up to
VOU, Dro.

If it isn’'t easy to pin down, have a look at like-minded brands

for inspiration and make not of “words you like” as well as
“words you don’t like”. This all goes into the brand voice outline.

\

Give clear
guidelines for
use of imagery



