
BRAND IDENT ITY  
WORKSHEET



Y O U R  C U L T U R E  A N D  F U T U R E

WHO YOU ARE

What is your company/organization mission statement?

What do you see for the future of the company?

How do you want to be seen by clients, the community, etc?



Describe the clients, communities, organizations and people you  

serve. If you aspire to reach other markets, write them here.

Y O U R  C L I E N T S  A N D  M O R E

WHO YOU SERVE

Y O U R  V A L U E  P R O P O S I T I O N

HOW YOU WORK

Describe how you are able to help the clients, communities,  

organizations, and people you serve. How do you solve your  

customers’ problems? What is unique about your work?



Describe the emotional, intangible benefits you create for your 

clients. 

T H E  H I D D E N  B E N E F I T S

WHY YOU SERVE

Pick your top 3 from above:



Circle all the words below that you identify with your brand. 

Y O U R  B R A N D  P E R S O N A L I T Y

BRAND WORDS

Now narrow your choices to 5 words:



P U T  I T  A L L  T O G E T H E R

BRAND STATEMENT

Now that we you who you are and what you do, it’s time to 

create a branding statement. This is like your company mission 

statement, only more specific to your offerings. No more painfully 

trying to describe what it is that you do; your branding statement 

will do it quickly and accurately.

tools, solid websites, and designs that blow their minds

A  S A M P L E  S T A T E M E N T

EXAMPLE

AT WE HELP

TO BY

.

Ignition72 clients who are trying to make the world

conquer the weba better place providing training, robust 



Y O U R  M E S S A G E

YOUR STATEMENT

WE HELP
Community/Organization/Clients You Serve

What You Do To Help Others (Maximum of 3)

How You Help Others

TO

BY

AT
Your company

S C R AT C H  PA D



S O M E  C H A R A C T E R  T R A I T S

BRANDING

How does your brand’s image fall between these opposing 

characteristics? What attributes and/or emotions do you want 

associated with your brand? Circle what you feel applies best. 

M A S C U L I N E  

S I M P L E  

G R E Y  

C O N S E R VAT I V E  

A P P R OAC H A B L E  

N E C E S S I T Y  

F U N  

P R O F E S S I O N A L  

M O D E R N  

S P O R T Y  

E X T R E M E

F E M I N I N E  

I N T R I C AT E  

C O L O R F U L  

E X T R AVAG A N T  

A U T H O R I TAT I V E  

L U X U R Y  

S E R I O U S  

C A S U A L  

C L A S S I C  

E L E G A N T  

S A F E



S O M E  C H A R A C T E R  T R A I T S

BRANDING

How does your brand’s image fall between these opposing 

characteristics? What attributes and/or emotions do you want 

associated with your brand? Circle what you feel applies best. 

M A S C U L I N E  

S I M P L E  

G R E Y  

C O N S E R VAT I V E  

A P P R OAC H A B L E  

N E C E S S I T Y  

F U N  

P R O F E S S I O N A L  

M O D E R N  

S P O R T Y  

E X T R E M E

F E M I N I N E  

I N T R I C AT E  

C O L O R F U L  

E X T R AVAG A N T  

A U T H O R I TAT I V E  

L U X U R Y  

S E R I O U S  

C A S U A L  

C L A S S I C  

E L E G A N T  

S A F E



T A K E  T H E  N E X T  S T E P

WAS THIS HELPFUL?

Whether its a new logo, identity system, or website/app, 

contact our team to learn more about how to make the most of 

exploring your brand and personality.

233 E. Redwood Street 

Suite 1000B 

Baltimore, MD 21202

INFO@IGNITION72.COM 

410-357-6277


