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Introduction

The reason Why spoken communication evolved from grunting to specific words is
because this improveol the odds that your cqve-inhqbi’[ing ancestors were getting their
message across. W hether language is spoken or written, it is generally used to shed more
hght on the message you are trying to communicate. As long as you are speaking the
same language as another person, and you both understand the meaning of the words
and phrases you are each using, you can have an

enlightening and well-understood discourse.
This is not always the case.

In the situation of the words "brand” and “brotnding“, a lot of people seem to have very
different ideas as to their meaning. Some equate branding with marketing, and while
these two business tools are interconnected, ’they are not the same ’fhing. Others believe

that a brand is nothing more than a logo.

Logos can doa very good job delivering a brand message (or not), but in many cases, if
someone was to look at a logo without knowing what the corresponding company was

about, that 1ogo would give them no knowledge as to what the company does or what

it offers.




The Definition of Branding

In business circles, people "in the know" will tell you that the word brand simply means
"a prociuci or service from a specific source". This may get you J[i‘iinking about how cattle
ranchers used a physical brand to mark their property. That practice is thought to be one
of the reasons that iogos exist iocioty. Each cattle rancher would create a brqnding iron
with a specific, one of-a-kind symbol that was physically

burned into each head of cattle.

When someone saw this "trademark", ihey understood immeciiqteiy that the calf, bull or
cow in question (the prooiuci referred to in the above brand definition) came from a
particular ranch (a specific source). The fact that the tool used to mark cattle was called a
iorqnoiing iron may be Wi’ly we use the term brqnding ’[odoy to illustrate how we signify
that our products and services are offered by us rather than someone

eise, and are unique in some way.

Branding in business moved from the cattle fields to physical products of all types in the
19th century, as the manufacturing and packaging of goods joined assembly line
efficiency. Burgeoning technology meant that just about anyone could go into business,
seiiing a produc’[ or service that was offered by others. Unlike cattle, which simpiy had a
brand symbol to indicate who owned the animal in question, similar products need to

differentiate themselves from the competition by being unique.

This means the modern definition of branding is probqbiy closer to what markeiing guru
David Ogiivy describes, rather than sirnpiy ieiiing you where a produci comes from.
Ogilvy and other smart marketers came to understand that to make your offerings stand
out in the minds of your target audience, you needed to convey "the iniotngibie sum of a
product’s attributes”, or your product was perceived as pretty much like other similar

products offered by other companies.

When you can brand your company, services and products in such a way
that they leave something positively memorable and specific in the
minds of your audience, and that unconscious relation to your company
is unique, your brand and company can grow incredibly quickly with
little more than word-of-mouth advertising.

In this exclusive course designed for mental health professionals and coaches, we

will delve into the intricate world of branding and marketing for their businesses.
Participants will gain a comprehensive understanding of the essence of branding and its
pivoiai role in the success of businesses, regardiess of their scale. Through this course, you
will explore the advantages of crafting a well-defined brand message, discern the

significance of a iogo in communicating this message, and comprehend



the nuanced re]ot’fionship between mque’fing and branding, recognizing their distinct yet

interconnected nature.

You will discover that the most important aspect of branding is getting people to
attach your company name, logo and products to your unique story. This means
being uniquely different from your competitors, and the rest of the rnotrkefplotce as it
currently exists. You will learn why you should understand what your clearly defined
target is as far as an audience or niche, and how to choose a business name that helps

broadcast your brand.

For coaches and ’[herqpists, it's crucial to recognise that their website often serves as the initial
point of contact with potential clients. Effectively leveraging branding can ensure that your
website conveys the core values and essence of your practice. Moreover, infusing your brand
with your distinct personality can foster a profound connection with your audience, setting

you O.pO.I‘t fl'Ol’l’l more CODVQIlﬁOIlClL irnpersonctl bUSiHQSSQS. LQJEIS commence your bIO.l’ldiDg

journey by dissecting the disparities between branding and marketing.




The Difference Between Marketing and
Branding

When it comes to therapists aiming to attract clients, various marketing strategies can come
into ploty. For instance, you might consider investing in online ad

campaigns or leveraging traditional methods such as distributing brochures or participating
in local community events. These efforts are all part of marketing your practice to connect

with potential clients.

However, it's crucial to understand that effective motrke’fing in the ’[herqpy field relies on a
strong brand foundation. Once you have established a reputable and recognizable brand,
perhqps characterised ]oy a warm and inviting Q’[mosphere or a reputation for
compassionate care, your marketing initiatives will have a more profound impact.
Remember, the process of ]ouﬂding a robust brand iclenﬁ’fy should preceole your mque’fing
efforts, allowing you to create a lasting impression and

foster meaningful connections with your clients.

If you begin marketing your business without a clearly defined brand or identity, what is
there to make your audience choose you over a similar service from a competi’tor? The

answer is .. nothing.
The difference between branding and marketing is simply this..

o Branding is what you do to create a specific and immediate idea about your
business and service in the eyes of your audience.
o Marketing can be any number of practices that lets people know your brand

exists.

If you build your brand properly, you can create raving, 1qul, lifetime fans and clients
who can't wait to tell others about your business. This makes any and all marketing efforts
pay off much better than if your brand is not well-regarded, or instantly recognised.
Marketing is simply a tool which works to identify possible clients so you can present your

brand and those services you have to offer.




| Just Run a Small Therapy Business. Why s
Branding Important to Me?

Instead of thinking of yourself as a small-time coach, therapist, or someone who is just
getting started running a business, try a different qpprootch. Think of how many other
individuals and businesses offer pretty much the same things you do. No

matter what you are offering, unless you are the first to market, you are probably up

against a lot of competition, in the form of small, medium and large businesses.

When you think of the sheer amount of competition you face online and off, branohng
begins to make a lot of sense. The smaller your coaching or therapy business, the more
importance you should plqce on brotnding. In 2008, o genﬂemqn by the name

of Pat Flynn started a blog about running online businesses. He was up against

major competition. He has confessed over the years that nothing really happened to his blog
to create a full-time income until he began to brand himself as the "passive income quy”,

broodcasﬁng his unique and personql s’fory.

Now Pat Flynn is one of the most recognisable bloggers and online entrepreneurs in the
world. He was at one time where you might be right now .. a small-time

individual. Once he began teaching others how to make a reliable and passive income and
his audience begotn to make money doing Jthings Flynn thughf them, his brand as a passive

income expert exploded, and so did his business.

qunding is important for small businesses as well as lqrge compoanies. For

therapists and coaches operating on a tight budget, strategic branding emerges as a cost-
effective yet powerful tool for esfq]olishing a widespreqd presence, cuHivqﬁng devoted, long-
term supporters, and crafting a profoundly impactful and unforgettable journey for those

engaging with your services.
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Your Brand Story - What Makes Your
Brand Unique & Stand Out from the
Crowd?

Probably the most crucial start to brqnohng so that you dre heqchng in the rithf
direction is the development of your USP. Your USP is your "Unique Selling Proposition”,
also referred to as a "Unique Seﬂing Point”. Accorcling to the Online Business Dicﬁonqry,
your USP can be defined as ..

"A real or perceivecl benefit of a good or service that effechvely differentiates it from
the competing brands and gives its buyer a logicotl reason to prefer it

over other brands."

This part of brotnding does not necessqrily concern itself with your logo. We will discuss
logos later, because they can be important as far as your brand is
concerned, in many cases. What you are looking for here is what makes your company

and service the "no-brainer" choice as opposed to what other companies are offering.

When Domino's Pizza first began, there were plenty of rivals. There were national chains
and local, ”mom—and—pop" pizza stores to compete against. Because of this, and the fact that
Domino's Pizza definitely did not set itself apart from the

competition by offering the best tasting product (they certainly didn't), the company was
only mﬂoﬂy successful. However, with smart brqnchng, the single-sfore Domino's company

that started in sleepy Ypsilanti, Michigan grew rapidly to become the second biggest pizza

chain in the US because of a simple branding message...




"30 Minutes or It's Free"

Domino's founder Tom Monaghan realised people were upset about having to wait
45 minutes to an hour or more to get their pizzas delivered. He focused on dehvery only,
figureol out what area he could deliver pizzas to where he could guarantee a 30 minute

olehvery time after order, and the rest is history.

Monqghan did not promise the least expensive pizza or the best tasting pizza. He did not
promise the freshest ingredients either. He simply promised that if you didn't get your pizza
delivered in 30 minutes or less, it was free. That simple brqnding manoeuvre did what no
other pizza company could olo, and because of it, Domino's Pizza is now a multibillion-dollar

operation around the world.

Find out what you can do that is unique to your industry or marketplace and currently not
provided by your competitors, make that characteristic or promise a part of your brand,
then do everything you can to stand behind that message. Tell your story, one that is
different from others. If you can do this, and your unique bmnding efforts provide a benefit

for your customers, there is no reason why you can't become the next Domino's, going from

small time operation to global business.




Market Research & Defining Your
Target Audience

Ask yourself the question, "Who is my target audience?" Your first answer is

probably going to be very vague, such as "people who are suffering from mental health
problems" or "people that want to overcome life's struggles”. If you attempt to target those
mctssively lqrge audiences, two J[hings are going to happen. First, you

will be battling huge businesses with massive marketing budgets. Secondly, your target is so
undefined that you will have a tough time hitting the mark.

What you have to do here is to dig down deep.

Think about the unique benefits your services offer. Then work backwards. What
individual can benefit from what you have to offer. Don't think about your audience as a
whole; consider the perfect individual your service is best suited for. In other words, Instead
of targeting "young adults struggling with anxiety," focus on college students navigating
social anxiety in academic settings, you have a much better chance of connecting with your

audience.

Clearly define your audience. What are the characteristics and traits that embody your
"perfect prospect”‘ If your service is best suited to female mid-career professionqls striving to
achieve work-life balance and reduce workplace—rela’[ed burnout, create a mental image of

that woman in your mind.

@ VWhat does she look like?

@ VWhat does she dream of?

@ VWhat is her income level?

. What are her vqlues, likes and dislikes?
@ VWhat are the problems she needs solved?
@ What does she want from you?

Keep this very specific target in your mind at all times, especiqﬂy when creating your
brand and marketing your branding message. Understanding that specific
individual's needs and desires and having a clear idea of who the people in your target

audience are is exfremely important when creating your brand.



Choosing A Domain Name/Business Name

Yahoo is a globaﬂy recognised Internet company. S’far’fing out as an Internet search engine,
they had a lot of competition. They wanted to become memorable. With a

silly name like "Yahoo", they are recognisable ... and that name is definitely memorable.
Whether you go silly or serious, you want to be unique and recognisable when you choose

your business name and the name of your website/domain.

One thing you must ctbsolufely understand here is that the name of your business is not
nearly as important as how effective you are at communicating what value your business
adds to the mquetplqce.

It is also important to look at the competition.

You don't want to use words in your business name that could qccidentqﬂy lead people to
your competitor. Also, while it is good to differentiate yourself in many aspects, depending
on your business, you may want to think like other businesses in your market. For instance,

financial consulfing firms are often named after the last names of their founders.

You should chch’[ionotﬂy think about what it is qucﬂy you are trying to get your business
name to accomplish. This has a lot to do with your branding message, the idea you are
trying to create in the mind of your perfect prospect. The Publix supermque’[ chain in the
United States uses a misspelling of the word "publics" to be catchy and memorable, while
also conveying the sense that they are a part of your public neighbourhood.

If you have a single service you are offering, integrate that idea into your business name. A
website named "ReaHyChequotrInsurqnce.corn" effectively translates your main business
focus, and is not where someone would probably turn to if they were insuring a $200,000

sports car.

Think posi’fioning (how is your company differenf), savings (how does your company
provide great Value), experience (how does your company reward your customers

emoﬁonqﬂy) and recognition (can you make your company name posiﬁvely memorable).

Once you have an idea for a business name in mind, test it against your

marketplace. There are plenty of forums, chat rooms and Facebook groups where your
perfect prospects hang out. Getting input from these individuals before deciding on a
business and website name that will represent your company can keep you

from motking a serious mistake.



The Chevrolet car company once created a model called the Nova, hoping to cash in on the
meaning of nova as a bright, shining star. However, they did not do enough market

research. The phrase "no va" is loosely translated in Spanish as "doesn't go", hardly an

attribute you would want to attach to an automobile.




Branding Logo & Design Basics

Google is the world's largest search engine and the largest (and some say most powerful)
Internet company. Even so, their logo does not tell you what ’[hey do as a business. The
Google logo is simply the word Google, spelled out using 4 different primary colours. This

is not usuqﬂy what you want to do when you attach a logo to your brotnoling message.

The creators of Google started off with a silly name and no clear logo. They quickly

grew to become the lou'gesf Internet search engine, and once Jrhey reached that

point, they were already known for what they did rather than a particular logo. As a
Jtherct]_ois’f or coach, you will probably have to do Jfhings a little differenﬂy. The
foHowing 7 tips and best practices are proven to create a logo which is relatable to

your brand, as well as insfqnﬂy identifiable and memorable.

1- Come up Wl‘th Several Id.eo.s

First Sketch out 10, 20 or even 30 logo ideas. Then turn these over to a talented
graphic designer. If you simply come up with one idea and then go with that logo,

you may be forcing your thoughts on your prospects, and could miss out on the

perfect logo and design.

2 - Keep It Simple, and Identifiable

When Small in Size Your brand needs to be recognisable on compufer displqys, the

television and on print media. Since more people access the Internet from their
mobile phone than from a traditional computer, this means your logo is going to be
physicaﬂy small in many cases. If it is way too busy, with too much going on, it will be

unrecognisable or visually frustrating on mobile handset displays.

3 - Make Your S’cyle "Fit" Your Cornpo.ny

If you have a very formal company and market, the font, design and colours used in

your logo should reflect that. The opposite is also true. Bubbly, cartoonish, humorous

characteristics should only be used if your company has the same traits.

4 - Attach Your Unique Messo.ge If Possible

A few years ago, the Wendy's hqmburger chain chqnged their logo, only slighﬂy. The

same smihng, red haired, freckle-faced young girl is used, but now the fringe around
her collar spells the word "MOM". The idea is to unconsciously have you associate
Wenoly's food with a home-cooked feeling‘



5 - Look at What Your Compe’ci’cors Are Doing .. and Then Do Some’ching
Else En’cirely

Remember, you want to be unique. If all your competitors' logos are similarly unappealing
or "'normal", that's a good J[hing. Make your iogo, as well as your brand and producis,

different from what the competition offers.
6-K.IS.S.

The KISS business tactic is to "Keep It Simple, Silly". In business circles, the word

silly is replaced with another "S" word that insults your intelligence, but the message
is the same. Sometimes a simpie, uncluttered, siraigh’fforwaroi design is the best.
Take for example the globally recognised and very simplistic logo of the Apple

computer company.

7 - Outsource the Job

Graphic designers are good at what ’fhey do. Unfor’funa’fely, as a small business
owner, you may be a micromanager. You are used to oioing everything, all the time.
While you can probably figure out how to use Adobe Illustrator, Photoshop or some

other oiesign tool, once you get the idea for your iogo in mind, it is smarter to

outsource to an experienced freelancer to handle the job for you.




Infusing Your Brand with
Personality/Connecting With Your Audience

Have you heard of Matthew Lesko? If you have ever looked for information regarding
government grants, loans and other sources of free money in the United States, you no doubt
know exactly who Lesko is. However, before he decided on a very specific brand message,
he was simply one other resource available for people in the United States sectrching for

government-backed loans and grants.

Strugghng to become known in a very competitive market, Lesko decided to make himself
Visuaﬂy memorable. He began wearing colourful but eye-jarring jacke{s and suits, many of
them covered with question marks. He understood that people had a lot of questions
regarding how to obtain grants, loans and free sources of money, so he wore multicoloured
clothes that were brash and sensational, adorned with

question marks.

He begqn motking TV commercials where his voice, enthusiasm and personoth’[y was as
frantic, loud and "in-your-face" as his clothing. He instantly became known as "the question
mark guy', as well as the #1 government grant and loan resource. He has since published
more than 100 books, 2 of which are New York Times bestsellers

and 2 which are national bestsellers, all showing people how to get free products, money,

grants, loans and services from their government.

This is just one example of many Why you defini’[ely need to infuse your brand and your
company with your personodi{y. Before Lesko made himself different from every other of the
hundreds of companies offering h’[erqﬂy the identical information he offered, Lesko sfruggled.
Now he and his company, Information USA Inc, Have been featured on Good Morning
America, Late Nigh’[ with ]qy Leno, the David Letterman Show, The Todoty Show, L.otrry
King Live and the Oprah Winfrey Show.

If you are not sure how you can set yourself apart from the competition, talk to your friends
and fqmﬂy members. Ask them what is your most identifiable (and posifive) attribute,
characteristic or trait. Think about what your service offers that makes it better and more
valuable than what your competitors are doing. Then use both of those pieces of information
to marry your personodity (sotssy, ianeHigen’[, friencuy, helpful, etc.) and physicql appearance

(exceptionally tall, very short, crazy hair, celebrity look-alike, etc.) to your business.



Knowing When It Is Time to Change
Your Brand Message

Are your profi{s where you want them? Are you getting the fhings from your business you
had hoped for? Perhqps business is booming, your website is blowing up, you are the
therapeutic toast of the town, and you have a positively memorable brand

that does its own qdver’[ising without you spending a penny. If that is the case,

congratulations. You don't need any more help in brand creation.

Odds are though, this is not the case for you. Otherwise, you probq]oly wouldn't be signeol
up to this course. That means that you may not have developed the brand message that can
do the most for your company. In either of those cases, where

your brand is super successful or your branding message needs some help, you

may be qsking yourself the foHowing quesﬁon
.. "When, if ever, should I think about cho.nging my brand?"

If you have ever considered modifying or totally changing your brand message,
congratulations are in order. Most people develop an identity for their business and they
never tweak it or try to make it better than it is. They look at branding as a "once and
done" endeavour. This is a shame, because even successful businesses can benefit from

changing the perception of their company, whether large or small, when that change is

needed.

Take the Harley-Davidson motorcycle company for example. The powerful motorcycles
developecl by the origincd Harley-DQVidson company were generaﬂy associated with
"bikers", motorcycle gangs, and did not have the most positive associations. Faced with
glo]octl competition from high-profit motorcycle makers like Kawasaki, Suzuki, Honda and

Yamaha in the early 1980's, as well as bankruptey, the company made a smart decision.

Instead of associating themselves with macho men, life on the road, motorcycle gangs and
other "’[ough guy" imagery, Harley—DQVidson went to work on their producf and image. Ina
branding strateqy session that lasted just 4 days, the company created a whole new brand
idenh’[y. They begqn to approclch Jfhings differenﬂy from the above-mentioned cycle makers,
by not releqsing significqnﬂy different prooluc’[s each year.

They got their employees involved in their operation. They recreated their retail store
environments o be friencﬂy, hqppy, en]'quble and informative plctces that were not only
frequented by men that looked like extras from a Hollywood biker gang movie. They began

to olevelop motorcycles specificotﬂy for women, and marketed their



products as "his and hers" toys for middle income to higher income couples that

were anything but their former tough quv, all male, living on the road demographic.
Y g gh guy g grap

They came up with the idea of an owner's group so their customers could interact, show off
their motorcycles, ride alongside each other in events and the idea paid off. By totally
changing their branding image 180 degrees, ’fhey averted bankrup’fcy, and not on]y
survived massive competition on a global level, but are thriving better than ever before,
with an established presence as a status symbol motorcycle developer in mul’fiple countries

on 6 continents.

If you are s’rrugghng, or your business is doing well, it pays to take a look at your brand. Be

honest with yourself. Think about ways you can make your brand more attractive to your

prospects, and don't be afraid to retool your branding message when necessary.




