
Brand Foundation
Framework

BrandWorks

The Commons  36-38 Gipps Street Collingwood 3066

+61 3 9013 5333 • brand-works.com.au



2 Branding Framework BrandWorks 2016

Branding as something more.

1. Reason to Believe

Branding helps a company achieve 
its higher purpose in society, a 
reason to believe in the company. 
What is your overarching goal in 
the long run? This could also be 
your point of differentiation or 
unique selling point, away from 
the status quo. For example, 
Grill’d’s unique selling point is 
healthy burgers. 

A mark. A visual stimulation that tickles the senses, seizing your attention. Is branding just an 
identity that sets you apart from the rest of the hay in the stack or is there more to it? You’ve 
likely heard of this before. Branding is not just creating a logo nor consists of just picking the 
right color palettes or typography. Branding is a creative process that showcases the promises a 
company makes to its customers, co-creating a relationship and ensuring that the brand is forever 
placed in their minds. 

To begin this creative process, you first need a strong brand foundation that all your future 
decisions, regarding branding can refer back to. Use the following one-page framework to focus 
your ideas and clariy your brand foundation. Here are the things to consider as you’re using it. 

2. Values

From creating consumer 
experiences- service offerings 
and interior experience, to 
harmonizing company operations- 
staff communications, branding 
helps to align company values 
with every element in the 
organization and design. These 
values are the pillars and 
cornerstones of the company and 
must be coherently impressed 
across all experiences and 
interactions with the brand.

3. The Audience

A celebrity would not exist 
without the support of their fan 
base. In a similar case, a brand 
does not exist if it does not have 
an audience to connect with. 
Don’t just say ‘everyone’ is your 
audience though! Consider your 
dream client, how old are they? 
Whey do they live and what do 
they do? Describe how they think 
and what drives their decision 
making - profile the person. 

4. The Aspirational Set

Companies that your company 
aspire to help gauge and compare 
where you stand in comparison. 
Think about why you admire these 
companies - what values do they 
have, or what practices do they 
have that you admire? How can 
you transfer these to your brand?  
Keep in mind they don’t have to 
be in your market segment either!

5. The Competitive Set

Companies that your company 
is competing with in the same 
market segment. Analyzing these 
companies ensures that you are 
always ahead of the game. This 
makes sure that you are always 
differentiated from them and 
not fall into the trap of being an 
identical twin. Look at what they 
do well, and what gaps they are 
missing. 

6. Personality and Tone

First impressions are what reel 
in a sense of authenticity and 
trust, to ensure the customer 
has a personal connection with 
the company. An easy way to 
work through this is to describe 
your brand as a person. What do 
they sound like? Are they bright 
and bubbly or a little more laid 
back and cool? Perhaps they are 
knowledgable too. 
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The Big 
Idea

1. Reason to Believe

Why will people buy into your product/service? 
What is your unique selling point? 

2. Values

Innovation? Creativity? Idea makers? 
Authenticity?

3. The Audience

Who are they? How old are 
they? What do they do?

4. The Aspirational Set

What companies do you look up to? What are 
their values and missions? 

5. The Competitive Set

Who are your competitors on 
the market? What do they do 
well? 

6. Personality and Tone

Describe your brand as a person
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