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branding isn’t literally so much more than a
logo or aesthetic—it’s about creating an
identity that embodies your values, mission,
and vision. this guide is designed to help you
uncover the core essence of your brand and
build a foundation that is timeless,
impactful, and deeply aligned.

whether you’re refining an existing brand or
starting from scratch, this guide will walk you
through the key elements of a strong, aligned
brand and help you craft a brand that feels
like home.

this is a self-paced, hands-on approach to
branding—so grab a journal, open up a fresh
doc, or dive straight into the included
templates to bring your brand to life.

let’s begin.

welcome



this guide was created as a blueprint for clarity, alignment,
and impact. it’s not just about crafting a brand—it’s about
refining an identity that feels deeply rooted in your mission,
vision, and values. whether you're starting fresh or
recalibrating your existing brand, this guide will help you move
with intention and confidence.

this guide is structured to support you through the key phases
of branding—from foundational clarity to strategic execution.
each section is designed to help you uncover, define, and
refine essential elements of your brand.

❊ what’s inside 

✣ foundation: understanding your brand’s core essence, mission, vision, and values

✣ identity: defining your brand personality, tone of voice, and visual language

✣ connection: identifying your dream clients and creating a brand that resonates.    

✣ strategy: building a brand with longevity, consistency, and intentional messaging 

✣ execution: practical action steps for integrating everything into your brand



this is a self-paced, interactive guide, meant to be used as a
workbook rather than just a reference.

your brand is alive, evolving, and uniquely yours. let this guide
be your companion in creating something that not only looks
good—but feels like home.

❊ how to use this guide

reflect → take your time answering prompts—
your brand clarity comes from within.

refine →  branding is an evolution.  
revisit  sections as your vision expands.

apply →  use these insights to craft a brand
that feels authentic,  al igned, and powerful .

integrate →  take action—
step into your brand’s next level with confidence.

✺

✺

✺

✺



understanding identity, alignment & impact

branding is more than just how your business looks—it’s about how it feels,
how it resonates, and how it aligns with your deeper mission. a strong
brand foundation ensures that every choice you make—whether it’s your
visuals, messaging, or offers—is rooted in clarity and intention. without this
foundation, brands often feel scattered, inconsistent, or disconnected.

inside this section, you’ll uncover:
⋒ what makes your brand distinct
⋒ how to align your brand with your deeper mission
⋒ ways to create a lasting impact with your work

before moving into strategy, we start here—grounding your brand in
authenticity, purpose, and intentionality so everything that follows is built
on a solid foundation.

❊ the foundation of branding

✺  identity 

who you are,  what
you stand for ,

and the essence
of your brand’s
energy.  this is
your brand’s
personality ,
values,  and

unique
posit ioning.

✺  al ignment 

ensuring your
brand reflects

your truth.  when
your brand is

al igned,
everything—from

your voice to
your visuals—
feels cohesive

and natural .

✺  impact 

the change you
create.  beyond

just sel l ing a
product or

service,  your
brand should

inspire,
transform, or

leave a lasting
imprint on the

people you serve.

the three pil lars of  brand foundation



defining the soul of your brand

before you build a brand, you need to know why it exists. your mission,
vision, and purpose are the foundation of everything—your messaging,
offers, content, and even your business decisions. without this clarity, your
brand may feel scattered or disconnected.

this section is designed to help you define, refine, and articulate your
brand’s soul in a way that is deeply aligned and effortlessly clear.

mission, vision & purpose—what’s the difference?

❊ mission, vision & purpose

mission ⤵
what you
do now:
the action
you take to
serve
others.

vision ⤵
 where you’re
going in the
future:  the
impact you
aim to create
long-term.

purpose ⤵
why you do
it :  the deep
reason
behind your
work beyond
profit .



❊ crafting your mission, vision & purpose
Your use the following prompts to gain clarity. 
don’t overthink—just write from the heart. 

what do you do? who do you serve? how do you create impact?

"i help/support/guide ____________ with ____________ so they
can ___________."

your mission statement : 

what is the long-term transformation you’re creating? how does
your work impact the future?
a
"i envision a world where ____________. my brand contributes to this
by ___________."

your vision statement :

 why does your brand exist beyond profit? what drives you to
do this work?

"my brand exists because ____________. the deeper reason
behind my work is ___________."

your purpose statement :

mission

vision

purpose



the principles guiding your business

your brand is more than just what you sell—it’s what you stand for. core
values and brand pillars are the energetic backbone of your brand,
shaping how you communicate, connect, and create impact.

when your values are clear, they:

❊ core values & brand pillars

➺  guide your decisions and messaging

➺  attract dream clients who align with your ethos.

➺  build trust and brand loyalty through consistency.

this section will help you identify your core values and define your brand
pillars so your business operates with clarity, authenticity, and alignment.



your brand’s internal compass

your core values are the non-negotiable principles that guide your brand.
these are the things you refuse to compromise on—the energetic
standards that shape how you create, serve, and show up.

examples of strong core values:
✺ authenticity → being real in your messaging and work.
✺ transformation → guiding clients through meaningful change.
✺ creativity → crafting unique, intentional, and artful experiences.
✺ depth → going beyond surface-level branding to create impact.
✺ sustainability → building with long-term vision instead of quick wins.

your turn:
write down 3-5 words that define your core values.

value

value

valuevalue

value

❊ core values 

value



pil lar 1

pil lar 2

pil lar 3

pil lar 4

pil lar 5

brand pillars: the foundation of your brand’s essence

your brand pillars give structure to your messaging, content, and offers.
while core values define what you stand for, brand pillars define how you
bring those values to life.

examples of strong brand pillars:
✺ intentional storytelling → every message carries depth, resonance, and
meaning.
✺ embodied branding → your brand isn’t just what you sell—it’s who you
are.
✺ aligned strategy → every move you make is rooted in clarity and purpose.
✺ community & connection → relationships are at the heart of how you
build.
✺ artistry & innovation → pushing creative boundaries in branding and
business.

your turn:
define 3-5 brand pillars that reflect how you show up in your business.

❊ brand pillars



who they are & how to reach them

your dream client is the person who will resonate deeply with your
message, invest in your work, and benefit the most from what you offer.

without a clear understanding of your dream client, your messaging can
feel scattered, and your offers may not land with the right people. this
section will help you define exactly who your brand is meant for so you
can create with clarity and confidence.

positioning your brand to attract them
your dream client should feel like you’re speaking directly to them in your
branding and messaging.

❊ identifying your dream client

✺  speak their
language → use

words that reflect
their desires,

struggles,  and
aspirations.

✺  meet them where
they are → show up

on the platforms
they engage with

most.

✺  offer them transformation →
clearly communicate how your

brand wil l  change their l i fe,
business,  or creative process.

your brand is an invitation. when you get clear on who it ’s
for,  you attract the right people with ease.



your dream client profile

take a moment to visualize your dream client—what they look like, what
they value, what they struggle with, and what they desire.

1. who are they?
☐ name: 
☐ age range: 
☐ gender identity (if relevant):
☐ location: 
☐ lifestyle & interests: 

2. what do they value?
☐ what matters most to them in life & business?
☐ what qualities do they seek in a brand or mentor?
☐ what words describe their ideal experience working with someone like you?

3. what are their biggest challenges?
☐ what keeps them stuck in their business or life?
☐ what roadblocks prevent them from reaching their goals?
☐ what fears or doubts do they have?

4. what are their aspirations?
☐ what transformation do they crave?
☐ what do they dream of creating?
☐ what does success look like for them?

5. how do they find you?
☐ are they scrolling Instagram for inspiration?
☐ do they listen to podcasts about their industry?
☐ are they in Facebook groups, memberships, or networking spaces?

❊ identifying your dream client



your brand is not for everyone—it’s for the right ones.

your dream client is the person who is already searching for the
transformation you offer. they may not know you exist yet, but they are
looking for you.

this is where clarity matters. when you can articulate exactly who you
serve, what they struggle with, and how you help them transform, your
brand becomes magnetic to the people who need it most.

❊ dream client positioning statement

❊ the positioning formula

i help [X] who struggle with [Y] by offering [Z].

X → who you serve
Y → their core struggle/pain point
Z → your unique transformation 
(not just the offer, but the result)



❊ for a brand strategist:
"i help soul-led entrepreneurs who feel lost in their branding by
guiding them through an intuitive, embodied brand-building process
that aligns with their truth."

❊ for a business coach:
"i help visionary creatives who feel overwhelmed by strategy create
a business that flows with ease, intention, and sustainability."

❊ for a healer/mentor:
"i help spiritually curious women who feel disconnected from their
power reclaim their truth through deep energetic healing +
embodiment work."

❊ example positioning statements

❊  craft ing your statement

f i l l  in the blanks:
i  help/guide/support ________ 
who struggle with ________
 by offering ________.

this is your core posit ioning. ref ine it  unti l  i t  feels clear,
true,  and resonant.

once you have this ,  every piece of your branding—your
messaging, offers,  and content—wil l  f low effort lessly.



brand 
personality

tone of 
voice

brand
visuals

messaging
pil lars

brand
 identity

your brand identity is about how it feels, how it speaks, and how it
resonates with the people who interact with it. this is the energetic
signature of your brand—the essence that people recognize and connect
with before they even engage with your work.

key elements of brand identity

☐ brand personality → the traits that define your brand’s presence 
(e.g., bold, intuitive, grounded, playful).
☐ tone of voice → how your brand communicates 
(e.g., poetic & evocative vs. direct & pragmatic).
☐ brand visuals → logo, color palette, typography, imagery that visually
represent your brand essence.
☐ messaging pillars → the key themes & topics that shape your brand’s
communication.

❊ brand identity & messaging

our brand identity should be unmistakable—when people see your
content,  they should instantly know it ’s you.



❊  what to check for
when reading your brand messaging, ask yourself :

❊  does it  sound l ike me or does it  feel  forced?
❊  does it  speak to my dream client’s actual desires &
struggles?
❊  does it  invite connection rather than just inform?

i f  your messaging feels off ,  str ip away the noise and
simplify .  clarity is magnetic.

❊  f inal  step : :  put it  to the test
try explaining your brand in one sentence to a fr iend who
isn’t  famil iar with your work.

 i f  they immediately understand it—your messaging is
clear.  i f  they ask “so what do you do exactly?”—it needs
refining.

branding isn’t  about being louder.  i t ’s  about being clear,
intentional ,  and undeniable.

❊ refining brand messaging



crafting your brand personality

how does your brand express itself? 
below are examples of brand personalities 

your turn:
what words best describe your brand?
☐ ____________________
☐ ____________________
☐ ____________________

minimalistic

poetic

direct

mystical

intuitive

grounded

bold

edgy

visionary
classic

artistic

nurturing

vibrant

refined

warm

❊ crafting your brand personality

☐ ____________________
☐ ____________________
☐ ____________________



✺  bold + direct 

“this is what you
need to know.

let’s cut through
the noise.”

✺  warm +
inviting

welcome, love.
you’re in the
right place.”

your tone of voice is the way your brand speaks and the feeling it evokes
when people interact with your content.

examples of different tones:

❊ defining your brand’s tone of voice

✺  evocative +
poetic

“your brand is
more than a

business—it’s a
l iving, breathing

energy.”

your turn:
☐  how do you want your brand’s voice to sound?
☐  what words or phrases do you natural ly use in your
communication?
☐  what emotions do you want your audience to feel when
engaging with your brand?



brand alchemy:
branding as a

process of deep
transformation &

embodiment.

creative
sovereignty:

building a brand
that feels l ike

home—aligned,
intentional ,  and

free.

resonance
 over reach: 

focusing on depth,
connection,  and

impact rather than
vanity metrics.

pil lar 3pil lar 2pil lar 1

what your brand stands for

messaging pillars are the core themes that shape your brand’s storytelling.
they help create consistency in your content and make your brand voice clear
and memorable.

examples of messaging pillars:

✺ mj design co example:

❊ messaging pillars

your turn ⤵
☐  what are the 3 that define your brand’s messaging
☐  how do these themes show up in your content and cl ient interactions?



1
the origin 

2
the mission

3
the evolution

4
the impact

your brand story is more than a timeline of events—it’s the heartbeat of
your brand. it’s what makes your work meaningful, magnetic, and deeply
resonant. people don’t just buy products or services; they invest in stories,
in experiences, in the people behind the brand.

when your story is clear, compelling, and aligned, it becomes an anchor—
drawing in the right people who feel connected not just to what you do,
but why you do it.

the elements of a powerful brand story ⤵

❊ brand storytelling

where it  al l  began.1 .

2. what fuels your work.

3.  the journey of growth.

4.  the future you are building.



✽ the origin: where it all began.

☐ what inspired you to start your brand?

☐ was there a pivotal moment that shifted everything for you?

☐ what gap were you trying to fill in your industry?

✽ the mission: what fuels your work.

☐ what transformation do you provide?

☐ how do you serve your community or clients?

☐ what core values drive your work?

✽ the evolution: the journey of growth.

☐ how has your brand changed and refined over time?

☐ what lessons or challenges have shaped your approach?

☐ what makes your brand unique in the way it delivers its magic?

✽ the impact: the future you are building.

☐ what is the greater vision of your work?

☐ what legacy do you hope to leave?

☐ how do you want your brand to be remembered?



1 .  the moment that sparked it  all
“my brand was born from ______________.”

2.  the mission that fuels my work
“ i  created this brand to ______________.”

3.  the transformation i  offer
“ i  help ______________ with ______________ so they can
______________.”

4. the impact i  am building
“my vision is to create a world where ______________.”

✺  weave it  into your messaging
your brand story isn’t  a one-time thing—it should be ref lected in
your website,  social  media,  cl ient on-boarding, and how you
communicate your work.

✺  share your journey openly
people connect to realness.  share the evolution of your brand, the
challenges,  the pivots,  and the lessons.

✺  embody it  in your brand visuals
your logo, colors,  and website should al l  feel  l ike an extension of
your story.

✺  use storytell ing in your marketing
instead of just sel l ing,  tel l  stories that bui ld emotional

❊ craft your story:

how to infuse your brand story into your business



crafting a recognizable & aligned brand presence

your visual identity is how your brand communicates at first glance. it sets
the tone, evokes emotion, and creates an instant connection with your
audience. when done intentionally, it becomes a visual language that
aligns with your brand’s mission, values, and personality.

a cohesive visual identity ensures that everything you create—whether a
website, social media graphic, or marketing material—feels unmistakably
you.

❊ visual identity

supports storytell ing:  v isual elements reinforce
your brand’s deeper message.

why your visual identity matters:

creates consistency:  helps establish trust and
recognizabil i ty .

evokes emotion:  colors,  fonts,  and imagery
shape how people feel about your brand.

strengthens brand recall :  makes your business
easi ly recognizable across platforms.

❊

❊

❊

❊



 color palette 

⨳

 what emotions do you
want your brand to

evoke?

typography

⨳

what fonts al ign with
your brand

personality?

 logo design 

⨳

what mark represents
your brand in its
simplest form?

 imagery & aesthetics

 ⨳

 what visual themes
best communicate

your brand’s energy?

each of these elements plays a role in shaping how your brand is
perceived. they should work together to create a cohesive and immersive
brand experience.

❊ visual identity



your brand is more than visuals—it’s a frequency.

every brand carries an energy—an essence that people feel before they even
interact with you. color is one of the most powerful ways to amplify that
energy because it speaks directly to the subconscious, evoking emotion,
memory, and resonance.

but instead of choosing colors based on trends or aesthetics, let’s explore
how color can reflect the essence of your brand.

❊ brand energy & color psychology

❊ defining your brand energy
before choosing colors, get clear on the energy your brand holds. ask
yourself:

❊ if your brand was a feeling, what would it be?
 (expansive, grounding, electric, mysterious?)

❊ if your brand was an element, what would it be?
 (fire, water, earth, air?)

❊ what emotions do you want people to feel when they experience your
brand?
 (safe, inspired, awakened, transformed?)

your answers will guide your color choices—because color isn’t just seen, 
it’s felt.



black → power, depth, mystery, luxury, rebellion

 white → purity, simplicity, clarity, new beginnings

 brown → stability, earthiness, grounding, warmth

 gold → wisdom, illumination, sacred knowledge, opulence

 red → passion, intensity, boldness, desire

 orange → creativity, confidence, warmth, action

yellow → optimism, clarity, expansion, light

 green → balance, renewal, nature, prosperity

blue → trust, depth, intuition, emotional intelligence

purple → spirituality, mysticism, transformation, royalty

teal/turquoise → fluidity, truth, healing, self-expression

gray → neutrality, sophistication, calm, wisdom

pink → softness, love, nurturing, connection

❊ color psychology in branding
colors hold energy. they communicate without words. here’s what different
colors tend to evoke:

colors are not fixed—they shift based on shade, tone, and how they’re
combined. but the key is to choose colors that naturally align with the
energy you want to embody.



instead of asking “what colors look good together?” ask:

❊ which colors naturally evoke my brand’s energy?

 ❊ which shades do I feel drawn to intuitively?

 ❊ how do these colors make me feel when I see them?

your color palette should be an extension of your brand’s soul—not just a

design choice, but a vibrational signature.

❊ final reflection

your brand’s colors should feel like home—to you first, then to your audience.

what are your core brand colors? what energy do they hold?

trust your resonance. choose what feels aligned. let your brand colors speak

before you do.

❊ choose your colors based on your brand’s essence



❊ symbols 
symbols are anchors. they create flow, rhythm, and resonance within
your brand. use them with intention.

✺ create consistency → choose 3-5 core symbols that embody your
brand’s essence. let them become recognizable markers across your
work.
✺ guide the eye → symbols act as dividers, transitions, and emphasis
points.

ex: ✦ for reflections | ⊹ for shifts | ✣ for key insights

✺ weave them into your words → let symbols punctuate your
typography.
ex: brand mission ✧ vision ✧ purpose
✺ leave your mark → integrate a signature symbol into your logo,
visuals, or content touchpoints for effortless brand continuity.

symbols carry meaning—let them work for you.

✣ ✤ ✥ ✱ ✲ ✳ ✴ ✵ ✶ ✷ ✸ ✹ ✺ ✻ ✼ ✽ ✾ ✿ ❀ ❁
❂ ❃ ❇ ❈ ❉ ❊ ❋ ❄ ❆ ❅ ⋆ ≛ ᕯ ✲ ➢ ➣ ➤ ➥ ➦ ➧
➨ ➩ ➪ ➫ ➬ ➭ ➮ ➯ ➱ ➲ ➳ ➴ ➵ ➶ ➺ ➻ ➼ ➽ ➾
⤴ ⤵ ↵ ↓ ↔ ←  ☨ ☩ ☫ ☬ ☭ ☯ ☽ ☾ ✙ ✛ ✜ ✞ ✟⊹
♆ ❖ ✠ ✡ ✢⊌ ⊍ ⊎ ⊕ ⊖ ⊗ ⊘ ⊙ ⊚ ⊛ ⊜ ⊝ ⊞ ⊟
⊠ ⊡ ⋀ ⋁ ⋂ ⋃ ⋇ ⋈ ⋉ ⋊ ⋐ ⋑ ⋒ ⋓ ⋔ ⋕ ⋖ ⋗ ⋘ ⋙ 



your brand is more than a logo—it ’s a visual language.

before ref ining brand design,  explore what natural ly
draws you in.  what textures,  environments,  and
aesthetics hold the energy of your brand?

✣  create a pinterest board →  gather imagery that feels
l ike your brand (not just logos—think spaces,  colors,
textures,  moods).

✣  connect to landscapes  →  i f  your brand was a place,
where would it  be? earthy? oceanic? futurist ic? ancient?

✣  explore textures  →  is  your brand soft & f luid (l inen,
mist ,  watercolor) or structured & bold (stone, metal ,
deep wood)?

✣  look at personal style  →  what fabrics,  s i lhouettes,  or
colors do you gravitate toward? do they ref lect the
brand you’re bui lding?

branding isn’t  just about what looks good—it ’s about
what feels l ike home. let  your visuals be an extension of
what already l ives within you.

❊ visual brand inspiration



❊ brand frequency & resonance
your brand is a frequency. it holds an energetic signature that people feel
before they even engage.
when branding is aligned, it’s not just seen—it’s experienced. the right
people are drawn in, not because of a perfect marketing plan, but because
the energy behind it resonates.

what is brand resonance?

think of your brand as a space people step into.
what does it feel like? what does it awaken in them?

✣ resonance is the emotional and
energetic imprint your brand

leaves. it’s the difference between
a brand that’s forgettable and one

that lingers.

✣ it exists in every interaction.
from the words you use to the

way you show up, your brand’s
frequency is always being

transmitted. ✣ people feel you before they see
you. before they read your website,

follow your work, or book your
services, they pick up on the

energy you hold.



❊ how your brand holds energy
your brand’s frequency is shaped by:

❊ your natural essence

❊ your brand’s intention

❊ your presence  

the energy you personally carry and express

 the deeper purpose & mission behind your work

how you show up and engage with your audience

when these are aligned, your brand feels magnetic, natural, and
effortless. when they’re out of sync, it feels forced, disjointed, or unclear.



what energy do you want your brand to hold?
(grounding, expansive,  mystical ,  electric,  intimate, bold?)

i f  someone interacted with your brand today,
what would they feel?
(does this match what you want them to feel?)

where in your brand do you already feel
resonance? where does it  feel off?

❊ aligning your brand’s frequency

✣

✣

✣



❊ embodied branding

branding isn’t  just what you create—
it ’s  what you become.

your brand’s frequency isn’t  something that exists only in
a logo, a website,  or your messaging. i t ’s  in how you
show up, how you engage, and how you hold yourself  in
your work.

this is where we move beyond ideas and into al ignment.
because when you’re deeply connected to your brand, i t
doesn’t  feel  l ike something you have to sel l—it ’s
something you simply are.

ask yourself:

where does my brand already feel like an extension of me?

where does it feel like something I have to "perform" or force?

in what moments do I feel most in my brand? 
(writing, creating, speaking, sharing?)

✣

✣

✣



✔ your messaging feels natural, not scripted

✔  your visual identity reflects how
you want to be experienced

✔  showing up in your brand doesn’t  feel
l ike a task—it feels l ike an expression

✔  your audience feels you behind every
touchpoint

 ❊ check point
you’ll know your brand is in full alignment when:



❊ a final note

branding is not just a process—it ’s an unfolding.
 a  becoming. a deep reclamation of who you are and
how your work is meant to move through the world.

i f  you’ve made it  here,  know this:  you are already doing
the work.  you are already shaping something t imeless.

 something that wil l  not only be seen but felt .
but bui lding a brand—one that holds weight,  depth,
and longevity—requires more than what’s inside this
blueprint .  this is just the beginning.

this is why i  specialize in 1 :1  brand mentorship &
legacy activation for entrepreneurs and creatives
who are ready to build brands that last beyond the
moment.  brands that don’t  just exist—they transform

i f  you are ready to take this deeper,  to ref ine and
embody your brand at its highest frequency— i ’m here
for that.

your brand is your legacy.  make it  unforgettable.
✺  explore mentorship & legacy activation here↓

apply now + alchemize your brand

https://hello.dubsado.com/public/form/view/676f6cc0bedad0003a37b8b8




let’s make magic.
mycelia jane

myceliajane.com
@mycelia.jane
@mjdesignxco

myceliajane@gmail.com

https://www.myceliajane.com/
https://www.instagram.com/mycelia.jane/
https://www.instagram.com/mjdesignxco/
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