
Branding on 
Purpose

3 ESSENTIAL STEPS TO CREATING A 
BRAND WITH MEANING



Hi!  
So glad you’re here.  

You’ve probably figured out by now that 
without purpose, we’re lost.  

Without purpose, we have no compass… we’re heading 
wherever the wind blows us. And, without knowing 
where we’re headed, we’ll never know when we’ve 
arrived! 

This guide will help you establish your brand purpose - 
the foundational elements that guide all that you do, say 
and offer, and that give your brand meaning and soul. 

Just as a sturdy foundation is essential to building a 
strong brand, a strong brand is critical to having a 
successful business.  

Why? Read on… 



Your brand  
is the single  

most important  
investment  

you can make  
in your business. 

-STEVE FORBES

“

”



A strong brand will… 

➡  help you attract the right people, which saves you time and money. 
Happy customers = loyalty, repeat business, referrals and glowing 
reviews. 

➡  help you repel the “wrong” people. Let’s face it: you’re not for 
everybody, and you shouldn’t aim to be. There are some for whom your 
product, service, personality or values aren’t a good fit. Being clear about 
what you stand for (and what you won’t stand for) helps the right clients 
self-select, and the wrong clients steer clear. 

➡  make your business memorable and easily recognizable, which 
means you can spend less time explaining who you are and what do. 
Instant recognizability, positive association, and word of mouth allow 
your brand to do the work for you. 

➡  increase your bottom line. If you’re offering a product or service with 
premium positioning, a strong brand with a stellar reputation will allow 
you to command higher prices. If you’re offering a more affordable 
product or service, a strong brand will enable you to capture a bigger 
slice of the market. 

➡  build trust.  When customers know what they can expect from you, 
they can put their faith in a consistent, reliable experience. (Just make 
sure it’s a great one!) 



The 3 Elements of Purpose 

Now that we’re clear on why your brand is 
important, let’s take a look at the three 
foundational elements of a brand with 

meaning… 



Mission, Vision and Values 

Getting clear on WHY you’re doing what you’re doing 
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Mission... 

Your MISSION describes what you do, who you do it for, and how you 

do it.  It should: 

 1. provide a picture of the business in its current state. 

 2. describe what your business does, who it does it for, and how it 

does it does what it does. 

 3. ideally be just a sentence or two, clear, and easy for all employees 

to articulate. 
 

Mission Statement Examples: 

Coke:  

To refresh the world in mind, body and spirit. To inspire moments of optimism  

and happiness through our brands and actions. 

Toyota:  

To attract and attain customers with high-valued products and services  

and the most satisfying ownership experience in America. 

charity: water:  

charity: water is a non-profit organization bringing clean and safe drinking  

water to people in developing nations. 

Blue Apron:  

Blue Apron makes incredible home cooking accessible to everyone. 

Microsoft:  

Our mission is to empower every person and every organization on the  

planet to achieve more. 
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Here’s what you can do: 

Think about your own Mission…  

Do you have one written down? If so: 

...is it clearly defined?  

...is it stated somewhere that you and/or your team can see it?  

...is it simple and easy to remember so that anyone on your team can 

repeat it?  

 If you answered “no” to any of the above, take a little time to get clear on 
your mission, define it in one to two sentences, and then sit with it for a 
while. Come back to it the next day with fresh eyes. 

Once you’re firm on your mission, don’t toss it aside and let it be 
forgotten. Post it somewhere where it will serve as a reminder, whether 
on your personal bulletin board or even your website. Revisit it every so 
often to make sure it’s still relevant and accurate. As your business 
changes, your mission may shift slightly too.  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Vision... 

Your VISION is a future-statement.  

It should: 

1. express the desired future state of the organization and its impact. 
2. be aligned with your values and mission. 
3. express what you’re focused on achieving in the long-term 
4. be inspiring to all stakeholders (you, your employees and your 

customers) but clear and easy to understand. 

 

Your vision can be high-minded and virtuous… 

“Solving the water crisis in our lifetime” - charity:water  

Or, it can be more focused on the success of the organization itself:  

“To be the most successful and respected car company in America.” - Toyota 

 

       TIP: A great way to approach the Vision Statement is to look at the 
benefits (and the benefits of the benefits) of the services you provide. 
Think about what the future will look like when those benefits are 
attained. 
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Here’s what you can do: 

Think about your own Vision…  

Do you have one written down?  

If so, does it answer the following questions? 

1. What is the desired impact of my business’s activities?  
2. What will the future look like if these impact goals are realized? 

If not, take some time to sit down and think about your ideal future 
state. There’s no right or wrong when it comes to Vision. It depends 
entirely on your business and the impact you want it to have. 
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Core Values... 

Your VALUES (aka brand values or core values): 

1. are the guiding principles or core beliefs that help shape the culture 
of your business (even if you’re a one-man show!) 

2. can describe the culture you hope to cultivate in your business 
3. are your north star -  guiding all that you do, and what you stand for. 
4. can be both inward-facing (i.e. your workplace culture, including 

employee experience) and outward-facing (how you serve the 
community). 

Customers want to align themselves with people, products and 

organizations that share their values. Your audience of casual observers, 

raving fans, potential customers, current clients, potential investors, 

future employees, and YOU, should understand what you value as a 

business. 

Once you determine the values your business is built upon, never 

compromise them. Everything you do and say should not only align with, 

but reinforce those values.  

If you’re building a personal brand, these values of your business will of 
course be very much in line with your personal values, though you may 
choose to emphasize some over others. 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Here’s what you can do: 

Think about your own Values…  

What are some values that you will never, ever compromise on? Are they 
congruent with the way in which you want to do business?  

Do they align with: 

• your services and offerings? 

• the way you communicate with the public? 

• your approach to customer service?  

• your approach to hiring? 

If you haven’t yet defined your own brand values, brainstorm a list of 
values and qualities that are important to you. Some may be serious, and 
some may be more lighthearted. 

Think about what you stand for, and against… What you believe in… What 
guides the decisions you make…What you value not just as a human 
being, but also as a customer. 

Once you have a list of values that are important to you (and they really 
should be unique to you and your business), search for common 
themes, and group the values under these themes until you have 
between 3 and 5 core values.  

       TIP: While there’s no “magic” number of values a business has to 
have, a list longer can five values can become harder to remember and 
internalize, not just for you, but for future employees and customers. The 
longer the list grows, the less meaning it holds. Fewer than three, on the 

!12



other hand, typically doesn’t always go far enough in conveying what a 
business is all about. 
 
      TIP: Values are more, well, valuable, when explained with a sentence 
or brief phrase. Once you have a list of words that represent your values, 
think about how you can live these values through your business. Then, 
write some examples of how you put these values into action. Explaining 
values in an actionable way makes them much more meaningful and 
understandable than a simple list of words.  
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Congratulations!  

You’ve gotten a great start at setting a strong foundation 
and branding with purpose.  

If you’d like some further help in getting clarity on your 
brand strategy, just click the button below… 
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