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b r a n d  a n d  i d e a  b o a r d

BRAND: “It’s not what you say it is. It’s what they say it is.” Marty Neumeier, The Brand Gap  

This is where we begin. 

A logo is not your brand, nor is it your identity. Logo design, identity design and branding 
all have different roles, that together, form a perceived image for a business or product. 

• What is a brand? – The perceived emotional corporate image as a whole.
• What is identity? – The visual aspects that form part of the overall brand.
• What is a logo? – A logo identifies a business in its simplest form via the use of a 

mark or icon.”

There are many strategies to properly develop the brand of a business/product/service/
person and we will explore them in exercises before executing your own. Whether it be 
for a business or a person, it is an entity that must have a persona. Persona- the aspect of 
someone’s character that is presented to or perceived by others.

The Bottom Line is that if there is one primary reason to strategically engineer 
your brand’s persona/personality inside and out, it is to crystallize the flavor of 
customer experience you deliver. This process should influence your strategy 
for every touchpoint from the tone of marketing communications to the brand’s 
visual style and design to how front-line staff should dress...Your brand is the 
experience customers have when doing business with your company.1

One must understand how the concept of a brand could apply to a designer’s skills. This is 
important to understand from the beginning because one’s personal worth does not equal 
one’s work and design output in the service of another. The following steps will be taken 
in the first weeks of class:
1. Students share social media links to designers/artists they follow. Though many of 

these who are indivuals (vs. large company) who appear to honestly be themselves, 
never forget that’s a public persona (=brand). 

2. A Personal Branding Timeline is created, exploring how a brand is more than just a 
logo. A brand is about how one perceives and identifies with a business/service/cause. 
However, a logo is the primary visual identifier of the brand. 

3. In class, students will explore who they are with a Personal Mission Statement.  
This should complement and inform one’s brand; however, is is not the same thing as 
a brand positioning statement. 

4. Students will complete a Google Docs questionnaire that supplies information to 
professor and class about each student’s experience in the business thus far. The form 
also asks for about the individual’s personna and design styles. In the final questions, 
students are asked to consider if their ideal brand were personified into a car or 
animal. All of this is discussed in class. 

5. In class, students will each also explore whether he/she would like to represent him/
herself as something that is an entity (Awesome Designs) or as a person (student’s 
name or nickname). Part of this decision has to do with future goals of doing freelance 
vs. getting a job with a shop.

6. A brand positioning statement will then be created as the Brand project.  
It’s awkward at first, but will be updated throughout the semester as you make your 
brand come alive. This is also informed by the Business Plan A project.

7. An Idea Board resembling a rough brand board will also be created. This is the first 
visual expression of ideas for one’s brand. This completes Section 1.

o b j e c t i v e

o v e r v i e w

1 https://thefinancialbrand.com/14053/bank-credit-union-branding-personality-attributes/ 



Wed Jan 23: 
• Begin Business Plan A, Brand, Idea Board, Job Hunt Journal, and Logo.
• Begin and discuss finished Questionnaire answers in class.
• Work on Brand Positioning Statement in class.

Mon Jan 28: 
• Brand DUE, 11am.  

Type digitally to review in class and post on Facebook as directed in class. 
• Business Plan A DUE; discuss in class.
• Work on Idea Board in class. This includes the Brand Positioning Statement. 
• Review required notes from previous week’s readings
• (Also work on Logo and logo research in class)

Wed Jan 30:
Idea Board DUE, 11am
Digital file only. Save as YOUR LAST  NAME_IdeaBoard_SPG19.PDF and place in 
SECTION 1 folder in shared Google Drive folder. Be ready to discuss plans for your brand 
along with the Logo RD 1 sketches that are also DUE this day.

See following pages for individual Brand (Positioning Statement) and Idea Board  
project sheets.

s c h e d u l e



b r a n d

b r a n d  p o s i t i o n i n g  s t a t e m e n t  w o r k s h e e t 1

Also referred to as a “brand strategy”, “positioning strategy”, or “positioning statement”,  
a brand positioning statement is a succinct description of the core target audience to  
whom a brand is directed, and a compelling picture of how the marketer wants them to  
view the brand.

A well-constructed positioning statement is an invaluable means of bringing focus and 
clarity to the development of a marketing strategy and tactics. How? Because every 
decision that is made regarding the brand is judged by how well it supports the positioning 
statement---from the brand name, the product itself, and packaging, to advertising, 
promotions, etc.

There are four elements or components of a positioning statement:
• Target Audience - the attitudinal and demographic description of the core prospect 

to whom the brand is intended to appeal; the group of customers that most closely 
represents the brand’s most fervent users.

• Frame of Reference - the category in which the brand competes; the context that gives 
the brand relevance to the customer.

• Benefit/Point of Difference - the most compelling and motivating benefit that the 
brand can own in the hearts and minds of its target audience relative to the competition.

• Reason to Believe - the most convincing proof that the brand delivers what it promises.

Fill out the following template for a positioning statement for you as a brand: 

For (target audience), (brand name) is the (frame of 
reference) that delivers (benefit/point of difference) 
because only (brand name) is (reason to believe). 

• You will be graded on the following: 
• Directions were followed accurately with absolutely no errors. 
• Participation in all group activities, both in class and online.
• All research, including questionnaire, completed on time.  

        Read each question and be sure you answer it appropriately.  
        Ask professor if you do not understand! 

• The brand positioning statement evaluates well per the following1:
 > Is it memorable, motivating, and focused to the core target/prospect?
 > Does it provide a clear, distinctive, and meaningful picture of the brand?
 > Can the brand own it?
 > Is it credible and believable?
 > Does it enable growth?
 > Does it serve as a filter for brand decision making?
• Ambition - How much did you challenge yourself? 
• Time organization skills displayed.

o v e r v i e w

4  e l e m e n t s

t e m p l a t e

e v a l u a t i o n

1 http://www.brandeo.com/positioning%20statement. 



i d e a  b o a r d

Use InDesign to create an idea board that is a hybrid of the traditional mood board and a 
brand board. A mood board is often more about color, pattern, and imagery while a brand 
board displays examples that are evolved from a developed identity. 

The idea board for which I am asking is somewhere in the middle. It should include  
the following:
• Typography
• Patterns
• Colors: at least 5 color boxes - color breakdowns optional, not required
• Textures - digital and/or tangible
• Imagery - no logos or identity systems from other sources
• Copywriting samples - optional
• Paper samples - optional at this point
• Your Brand Positioning Statement.

See next page and links on our FB page as examples close to what is expected. 
Examples shown below do not include a Brand Positioning Statement.

• Tabloid: 11 inches x 17 inches 
• Portrait or Landscape - student’s choice
• .5 inch margins. 
• Use as many boxes as you would like. 
• Because printing ($$$) is not necessary, please bring in any paper samples or tangible 

textures if desired. They could be part of the printed Brand Board later in the class.
• Imagery should be high enough resolution to be viewed well.   

(150dpi at 100% minimum)

• You will be graded on the following: 
• Directions were followed accurately with absolutely no errors. 
• Participation in all group activities, both in class and online.
• All research, including questionnaire, completed on time.  

        Read each question and be sure you answer it appropriately.  
        Ask professor if you do not understand! 

• Idea board explores visuals that support verbal Brand claims.
• Idea board shows design skills and aesthetic awareness in the service of marketing.
• Ambition - How much did you challenge yourself? 
• Time organization skills displayed.

o v e r v i e w

s p e c s

e v a l u a t i o n



http://elkstreetdesign.com/blog/2015/4/14/branding-101-mood-boards
https://brandingbytonik.co.uk/blog/create-a-meaningful-branding-mood-board/
https://dribbble.com/shots/3460607-Moodboard-for-a-Couple-s-Travel-adventure-blog-logo


