
Roadmap to Your Authentic Brand



Many times, in the entrepreneurial journey we reach a 
point where we ask ourselves: What’s wrong? Why are 
we not growing as we had hoped to? Why is our 
marketing not effective? . . . or . . . Why aren’t people 
truly getting the value of what we have to offer?

These questions, and others like them, may have led 
you to question your brand. Perhaps you knew going 
into your business that one day the time would come 
to re-focus on your brand—to better define it, make it 
stronger, clearer, more powerful and ultimately more 
effective.

Having such thoughts is a healthy first step to 
transforming your business and fully realizing your 
vision.

And yet, the big question is—where to start?

The purpose of this Roadmap is to give you a very clear 
picture of the steps, and the order in which to engage 
with those steps. It’s not a how-to instruction book, 
but rather a tool to guide you through it.

This is about “brand” the noun, not “branding” the 
verb. It’s not about marketing, it’s about what comes 
before marketing—the preparation, the building and 
designing, and most importantly, the thoughts, 
feelings and values that make up the essence of your 
brand.

About This Roadmap
How well your brand resonates and connects with 
those you seek to serve is a direct reflection of how 
your product or service has been designed, the 
language you use to describe it, the imagery to express 
it, your brand voice and narrative, and even the culture 
of your organization.

Getting to the place of clear articulation of vision, 
values, and the story you tell is a journey—one that is 
not always clear in its direction. Helping you navigate 
the journey is the purpose of this Roadmap.

Engaging with this journey is particularly important for 
the conscious business, because being a conscious 
business means you have deeper reason for being, and 
telling your story (in words, visuals and tone) is the key 
to engaging your audience in a more meaningful way.

We are so glad you have taken the step to download 
this Roadmap, to read this far, and embark on the 
journey of deepening your brand expression, to reach 
your intended audience and connect with them in a 
more meaningful and effective way.

This is our gift to you.

Glenn & Maria Geffcken
4 Directions Branding

This symbol        will 
mark our most important 
points throughout this 
roadmap.

Page 1



Remember the Karate Kid? (The first one from 1984). The young 
Ralph Macchio as “Daniel” wants to learn how to defend himself 
from bullies and meets up with the venerable Mr. Miyagi who agrees 
to teach him Karate. Except Mr. Miyagi doesn’t at first teach him to 
fight. Instead he shows him a lengthy row of vintage cars and 
instructs Daniel in the art of “wax on, wax off.”

Frustrated to no end, Daniel resists his training, only to be 
reminded by his sensei to, “wax on, wax off.” It’s days later before 
Daniel realizes the importance of the instruction, not just in the 
movements, but in the preparation. 

The wise Mr. Miyagi realized that before he could teach the young 
boy Karate, he needed to first teach him self-discipline, patience 
and even a good measure of muscle memory.

So often on the road to brand and marketing success we jump from, 
“I have a vision” to “I need a logo” and “Who do you know that does’ 
websites?”

Or, we go from the decision to launch a business right into product 
development and the operationalization of our idea without giving 
much thought to how we will communicate our vision or who it’s 
for.

The Starting Point
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Then down the road we wonder why our marketing 
isn’t working as we had hoped or why people aren’t 
understanding our uniqueness, and we think to 
ourselves that we really need to do some work on our 
brand.

But where to begin?

We need to begin with wax on and wax off, and what 
that looks like (to borrow from Mr. Miyagi) is to breathe 
in and breathe out. “Don’t forget to breathe, very 
important,” he said.

The breathing we do with our brand begins with the 
process of going inward to explore, discover and 
articulate what we are truly about.

This is the starting point.

If we’ve been in business for some time, most likely 
we’re very much engaged in the day-to-day grind of 
managing our business, or as Michael Gerber would 
say, “working in our business.”

It’s time to work on your business and do some inward 
exploration.

Mr. Miyagi’s Wisdom
To take the metaphor further, the self-discipline that 
Mr. Miyagi taught through wax on and wax off is 
related to the commitment to work on your business—
to set the day-to-day aside long enough to look more 
deeply into your business and ask important questions 
that will lead you to a better understanding of both 
your business and your marketing.

The muscle memory that Daniel learned from wax on 
and wax off is related to the strengthening of your 
sensing muscle—the muscle that we all have related to 
our intuition, but that is most often neglected by the 
nature of the fact that our focus as business owners 
tends to be more on the tactical and analytical. Delving 
into your brand is like going to the gym (or learning 
Karate) in that you will strengthen your sensing muscle 
over time. At first the process of feeling into your 
brand may seem challenging, but the more you do it 
the easier it gets.

And lastly, the patience that Mr. Miyagi taught is 
related to the patience to keep working on your brand, 
to keep it alive, to keep doing the processes—over and 
over if necessary—to keep revisiting the questions and 
endeavoring to go deeper, and then deeper still.
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Asking Questions
Asking questions is the cornerstone to the brand 
building process. So often in business we are rewarded 
for being determinant, for having an idea and 
executing on it, for making things happen. That’s 
great, however, when we step back from our business 
to look more carefully and more thoughtfully into our 
brand, asking questions and staying with the questions 
will serve us more greatly than jumping to the answers.

In fact, your Brand Roadmap is all about the questions 
and the feelings that those questions bring up for you, 
as it’s from the questions you ask that you begin to 
feel into your brand in a deeper way. This Roadmap 
provides you with the questions to ask, and the order 
in which to ask them.

Feelings
In masonry, the cornerstone is the first stone placed, 
what comes next is the building of the foundation. If 
questions are the cornerstone to brand building, 
feelings are the foundation. And just as the 
cornerstone of a building determines the positioning of 
all the stones that follow, the questions we ask lead us 
to the emotional landscape that brings our brand to 
life.

The feelings we hold around our brand is the 
intangibility of our brand. We all have those feelings. 
For some, those feelings are right on the surface. For 
others they may be deeply buried. For almost everyone, 
whether the feeling of their brand is on the surface or 
underneath, articulating those feelings and translating 
them into a brand narrative is what is most 
challenging.

Developing the muscle memory (as in wax on, wax off) 
is how you get to the core of what your brand is truly 
about. Wax on: ask a question. Wax off: feel into the 
question and observe what comes up.

Wax on . . . wax off.

Ask a question . . . feel into it.

Let’s begin, shall we.
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Brand Personality & Tone (WHO ARE YOU?)
Most companies begin without consciously thinking 
about a unique brand personality and tone that it will 
project to its audience, and therefore their personality 
comes about haphazardly and without intention. 
Crafting a unique brand personality is particularly 
important for conscious businesses because you are 
different, and you need to communicate your brand in 
such a way that like-minded people will readily connect 
with you.

Ask the question, “What is the personality of this 
brand?” and feel into the answer.

Make a list of single words, adjectives that reflect the 
personality and tone that you (intentionally) wish to 
convey, that you wish your brand to embody. Prioritize 
and group those words until you have your brand 
personality and tone crystalized into three to seven 
adjectives.

Let us give you some examples just to get the creative 
juices flowing.

Professional
Fun
Creative

Brand Strategy
These are just some of our words. Come up with your 
own words that best describes the essence of your 
business

Define Your Audience
(WHO DO YOU SERVE?)
Truly understanding the audience that a company 
serves is also a commonly overlooked or glossed over 
aspect of branding. That is because for far too long the 
focus has been mostly on demographics. In the past 
thirty or so years there has been an increasing focus on 
psychographics (behaviors), which are important.

However, for the conscious entrepreneur you need to 
go further still, to look at the values that your audience 
hold. What do they believe? What do they stand for? 
Understanding your audience on this level enables you 
to empathize with them. And, if you can empathize 
with your audience, you will craft your products and 
services more closely to their needs and desires, and 
you can communicate with them in a way that truly 
connects.

Ask the questions and feel into the answers.
Sophisticated
Generous
Intelligent

Engaging
Soulful
Friendly
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What Change Do You Seek to Make?
(WHAT YOU REALLY DO)
We have Seth Godin to thank for this question, as it’s a 
wonderful way of getting to the core of what you are 
about as a company and leading you toward a clearer 
understanding of your WHY.

This is also a challenging question to ask, because the 
change is not a regurgitation of what you do. Your 
WHAT is just the mechanism you use to do the real 
work, which is the change you seek to make.

Coffee beverages is WHAT Starbucks does. Providing 
an experience of connection is the change they seek to 
make. Computers and phones are WHAT Apple does. 
Inspiring people to think differently is the change they 
seek to make.

At 4 Directions Branding, the change we seek to make 
is to inspire people to be more authentic in their lives 
and businesses. Brand strategy is just the mechanism 
for that change.

Okay, it’s time to flex your sensing muscle again. 
Ask the question and feel into the answer. What 
change do you seek to make?

What Are Your Values?
(WHAT DO YOU STAND FOR?)
Establishing core values had become somewhat of a 
fad for a short period of time, with books and 
consultants inviting businesses to establish their core 
values and communicate them widely. Then the 
movement fizzled. And yet, values are still important. 
Establishing them, writing them and placing them on 
your website will not accomplish much of anything 
however, unless you endeavor to keep them alive in 
your organization.

And . . . this could not be more important for 
conscious businesses, because core values provide a 
very clear path for virtually everyone who comes in 
contact with your business to understand who you are 
as a company.

Create a list of values, prioritize and group them. 
Whittle them down to ten or less and write a short 
sentence for each one that expresses what they mean 
to you.

Here are some examples to get you started.

Listening
Respect
Authenticity

Dignity
Generosity
Connection

Trust
Integrity
Evolution
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What Is Your Brand Promise?
(WHAT DO YOU DELIVER?)
Your brand promise is that one thing (or maybe two 
things) that you absolutely deliver that is unique and 
special to your business. Hint: It is most likely 
something that comes so naturally to you that you may 
not even think it’s very special. But to others it is, 
because it is that thing or things that only you can do 
the way you do.

Asking the question and delving deeply into the 
uniqueness of what you do will lead you to your brand 
promise, and most likely a very compelling tagline as 
well.

What Problem Are You Solving?
(WHAT TENSION DO YOU CREATE?)
Every decision we make is preceded by some form of 
tension. The tension of “I want this” or “I need this to 
solve this problem” or “I don’t want to be left out.” 
Even things we would consider to be a luxury involves 
tension. 

For example, buying a beautiful piece of art, or 
attending a ten-day silent meditation retreat has a 
certain tension in it related to how we want to feel.

What tension does your product or service create, 
and how do you resolve that tension? This is a subtle 
exercise, but important just the same.

What Is Your WHY? (YOUR VISION)
Here’s the truly big question, and what you’ve been 
preparing for throughout this Roadmap. If you haven’t 
yet seen Simon Sinek’s first TED talk from 2009, we 
suggest you watch it before taking this step. The video 
is called “How Great Leaders Inspire Action” and is well 
worth the watch.

Sinek shares with us that a WHY statement always 
begins with “We believe.” There are other philosophies 
for writing WHY and Vision statements, but we find this 
method to be the most powerful—expressing openly 
what we believe is a powerful way of connecting with 
like-minded people. Conscious consumers, in 
particular, want to know what you stand for.

The question to ask is, what are the beliefs that 
underlie your motivation for the work you do. What 
drives you? What gets you out of bed excited in the 
morning? What is the belief behind it?
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For example, at 4 Directions Branding our WHY is, “We 
believe that each individual has the power to have a 
meaningful impact through the work they do in the 
world.” This belief drives our work.

The WHY statement for a fair-trade client of ours is, 
“We believe in the transformational power of the 
language of art.”

And of course, Apple’s WHY is, “We believe in 
challenging the status quo and thinking differently.”

What Is Your HOW? (YOUR SECRET SAUCE)
Simon Sinek codified the concept of the “Golden 
Circle,” which begins with a clear articulation of our 
WHY, HOW and WHAT. He tells us to lead from our 
WHY, and to align our WHAT with our WHY and HOW.

What does this mean? It means that we never lose sight 
of why we’re in business in first place. It also means 
that we put our WHY forward in our marketing, either 
explicitly stated or implied in the way we do what we 
do.

Draw on the work you did in establishing your 
brand promise. Your HOW is not what you do, it’s the 
unique way in which you do what you do.

What is Your WHAT?
(YOUR BUSINESS DESCRIPTION)
In many ways this is the easiest part of identifying your 
“Golden Circle.” It is simply your business description. 
It’s WHAT you do. Try to be as concise as possible. 
This is not your positioning statement, we haven’t 
gotten there yet. It’s just the core of what you do.

Describe your business, WHAT you do, in three 
sentences or less.

For example, at 4 Directions branding we say, “We offer 
transformational branding for purpose-oriented 
businesses.”
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Your Positioning Statement
(YOUR BRAND VOICE)
Positioning is not about touting how great you are. It’s 
more about how you are unique and different. It’s 
saying that you are like this company, but different in 
this way. Or you are like this other company, but 
different in another way. This is what we value. This is 
who we are. This is what we do. As the name implies, it 
positions you in the market place. It is also where you 
establish the voice of your brand.

Craft your positioning statement to embody your brand 
personality and tone. Bring your WHY and HOW 
statements into your positioning statement and add 
just a little more narrative to build tension, and then 
resolve it with your WHAT statement.

There is this problem or need, but there is hope 
because we solve this problem or meet this need.

There Is Help Available
Doing your brand strategy on your own is challenging. 
It’s challenging because it requires you to work a 
muscle you may not be used to working. And also, 
because we are so close to our own brands that it’s 
hard to be objective.

As mentioned at the outset, this Roadmap is not 
intended to be a how-to instruction manual, but rather 
a roadmap to guide you through it. Know that there is 
help available. It’s what we do at 4 Directions Branding, 
and if you have done even a little of the work in this 
Roadmap, you are in a better position to work with us, 
as you will have begun the wax on, wax off 
conditioning of your sensing muscle, stimulated the 
creative juices and are ready to take it to the next level.
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In the “Brand Strategy” section (which represents the 
bulk of the hard work of strengthening a brand) you 
focused on developing your sensing muscle by asking 
difficult questions and feeling into the answers. Wax 
on, wax off.

In this section, “Design,” the focus is on developing (if 
you’re a startup) or re-designing (if you’re an existing 
business) a new set of visuals and content to represent 
your brand.

This is where you will transform the look and feel of 
your brand so that it connects more readily with your 
audience, brings more customers and revenue, and 
most importantly that it will give life to your business.

This is also where you, the conscious business, 
truly define yourself by aligning the visual landscape of 
your brand with your authentic brand personality.

Master Creative Brief
Designers struggle to design when they don’t have a 
clear understanding of precisely who the audience is 
that they’re designing for and the tone and personality 
that their work should convey. Without such a clear 
understanding they are just guessing at what a logo, a 

graphic, a brochure, or a website should look and feel 
like. 

That’s why the work in the “Brand Strategy” section is 
so important. Equipped with your new brand strategy 
you have the makings of what creative professionals 
refer to as a “master creative brief.” It’s a document 
that details the audience, the tone and personality, the 
objective or objectives of what is being designed, and 
how the piece or pieces are to be used. The word 
“master” means that this will serve as an overarching 
creative brief for all the creative executions associated 
with your brand.

With a master creative brief in hand, you can now equip 
your go-to designer or creative team with exactly what 
they need to translate your brand personality and tone 
into a unique and compelling visual landscape. This 
will set you apart in ways that become truly exciting 
and compelling.

So, your next step is to write your master creative brief 
using elements from all the work you’ve done in the 
“Brand Strategy” section, and include such details as 
who your decision-makers are and when you need 
things completed by.
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Design Elements
Now that you have your master creative brief, you have 
a designer ready to go, and you are clear on how to 
approach the process, the next step is to get to the 
design work. This step in the Roadmap is merely for us 
to list all the elements, and potential elements that will 
need to be designed (if you are a startup) or re-
designed (if you are an existing company). 

There is also an additional step that you may want to 
consider, and that is to conduct a thorough 
assessment of your brand before you start re-designing 
it. For that we offer our Brand Assessment service, in 
which we look carefully at your work and provide clear 
insights and direction to transform your brand. This 
step may be very helpful if you are not sure if your 
brand visuals need a makeover. There may also be 
some things that need re-designing, while others can 
remain as they are. In either case, we are here to help 
with this process.

Design Elements:
Logo (which includes a color scheme)

Font scheme (which includes the logo, but extends 
beyond the logo)

Website

Photography

Video content

Written content

Rack card or brochure (depending on the type of 
business)

Business card design

Press release(s) (the voice of the brand)
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In the “Brand Strategy” section you created your brand 
strategy, defined the personality, tone and voice of 
your brand, established values and wrote your 
positioning statement. In the “Design” section you 
either designed or redesigned the visual landscape of 
your brand to convey the tone and personality 
established in the first section. 

In this section, “Integration,” we offer suggestions for 
integrating your new brand personality and values into 
the very fiber of your organization—your culture.

This is the home run of brand work, which is why we 
suggest that you don’t stop at the conclusion of the 
design process. The real magic of brand work is when 
a brand personality, tone, values and positioning are 
enlivened into the culture of an organization.

We suggest that you hire your teammates on values, 
more so than past experience and qualifications. 
Unless you are hiring people for highly specialized 
technical work, most things people can learn, but what 
you can’t teach or force on an individual is the way 
they see the world and the values they hold.

Simon Sinek tells us that if you hire people on 
qualifications they will work for the money, but if you 
hire them on values, they will give you their blood,

sweat and tears. Almost everyone wants to be a part of 
something bigger than themselves, and when we lead 
from our WHY and share openly what we believe and 
what we value, people will bang on our doors to join 
our team and give everything they have to make our 
business be all it can be.

Once you build a team of passionately committed 
people, they will then embody your brand vision, 
personality, tone and values in their work, and your 
company will become a true embodiment of your 
values. You won’t get it right all the time, as we all 
make mistakes, but your company will truly stand for 
something discernable and palpable.

This is also how you create loyalty with your customers 
and how you increase the network effect of word of 
mouth. The energy around your company will create a 
tension that motivates people to switch, to click the 
buy button, to take action.

This is a road, a journey. Not so much a point A to 
point B kind of journey, but a never-ending experience 
of exploration, discovery and accomplishment. If you 
follow the steps in this Roadmap diligently you will 
deepen your brand expression, increase connection 
with your audience, enliven your culture, and do work 

that makes a difference.
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We hope you have enjoyed Roadmap to Your Authentic Brand and found the 
journey enjoyable and valuable. We offer this to you, the conscious business 
person, because the work you do is important, and because we know that the 
more of us who see the world as interconnected, and who do our work 
authentically and meaningfully, the more the world will change for the better.

We offer a number of services related to brand strategy and achieving 
authenticity in marketing and invite you to connect with us at 
4directionsbranding.com.

And, if you’ve found value from this Roadmap, we invite you to share it with 
your colleagues and friends. It can be found at 
4directionsbranding.com/roadmap.

Authentically Yours,

Glenn & Maria Geffcken
4 Directions Branding
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