
Brand workshop cheat sheet.
A clear overview of the brand workshop and how to go about it.

Brand w
orkshop tem

plate. Part of the online course: Activate your strategic brain. M
ore info branding.courses 



What to ask and how.Brand workshop cheat sheet.

The 6 questions* to ask. The workshop. The 10 commandments.

6. Why are we here? 
What is our main purpose besides making money? Why did we start this 
company? What was the founders main purpose? What human 
transformation are we looking to achieve? 

The main goal of the workshop is to uncover 
the essence of the brand. It’s about getting your 
client to really dig deep and creating a strong 
bond. 

What do we need?
Here’s a small list of things that are essential to doing a good workshop.

1. What are we doing and how do we do it? 
This is about the product, the service, how it works, what it is. These are 
functional descriptions, features. For example: “Tesla manufactures electric 
cars and solar panels.”

3. What makes us different? 
I usually start by listing the main competitors here. Help the client see the 
competitors from the customers point of view, not from their perspective. 
Then ask: what makes you different from them, how do you deliver more 
value? 

4. Who are we here for? 
This is a really important question. I break this up in to 2 categories: 
demographics and psychographics. Start with the step: Age - Region - 
Economics - interests. Then start with pains/objections, what are things that 
the customer hates, what are his problems, then dreams and gains.

5. What is our personality?
The personality is a really important asset, it’s how the brand will speak and 
look like. As for personallity traits that are easy to imagine, to hear and to 
see. Do not confuse these with values, as they are another thing. Ask for well 
known (fictional or non) people that could be related to the brand. 

2. What do we value the most?  
Values are the main beliefs of the company, the driving principles. Make sure 
you go deep and ask follow-up questions. A lot of times you willl get cliché 
answers like ‘authenticity’ or ‘quality’. Ask, why is quality important to you? 
Why do you want to be authentic? Then you’ll get better values.

* The idea of the 6 questions originated from Michael Johnson’s Branding in five and a half steps.

— A nice clean wall
— A quiet room
— Good chairs and table
— Coffee, water, tea (beers just in case)
— Post-its & Markers
— Pre-printed papers or a writing board
— The brand’s coalition of the willing*
— You and your team
— An open mind and attitude
— A time window of about 4 hours

At the start of the workshop it’s important that 
you set clear expectations for the workshop 
and some ground rules for your client and 
workshop team.

1. There are no ‘dumb answers’, neither wrong or right answers.

2. This workshop is built around the ‘brand’, meaning, the 
customers gut feeling about your product or service.

3. Try to approach all answers in a simple, emotional way, do not 
bring out any material that was written before.

4. Again, short is the answer, write down key words or sentences, 
no long form sentences or explainations. If you are explaing to 
much, you’re doing something wrong.

5. Leave room for thought, it’s okay to have a minute and let 
things sink in, don’t try to fill in silence.

6. Don’t worry if some things are left open, this is not a scientific 
approach, it’s about finding the brand essence and getting 
everyone on the same page. 

7. Have fun! This is not an accountant meeting. If you’re not 
having fun, customers won’t see the point.

8. Take a break from time to time, have lunch, talk about the latest 
episode of Black Mirror.

9. Beers in the end taste better.

10. End the workshop with a postitioning statement, that way you 
can summarize the whole thing in a nice way.  

What to avoid.
A lot of things can mess up a good workshop, here’s a few of them.

How to facilitate.
This workshop is all about facilitating your clients thoughts.

— People that don’t believe in the brand
— Powerpoint presentation, brochures, ...
— Smartphones, tables, devices
— To much alcohol
— To much ego
— More than 6 people

— Have an open mind
— Ask why
— Bundle ideas and post-its together into concepts
— Be a thought provoker, not creator
— Leave room for silence.
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pg. 1*Coalition of the willing: People that live, breath and stand for the brand. 
These are usually founders and the CEO/CFO/CMO but can also include staff 
members and even externals. Make sure you have someone that knows the 
customer’s pains and gains.

Flip order for new
 brands and startups.
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Time

Why are we here? 

Positioning statement

Ambitions

1. Intro (5 to 10 minutes)
Introduce everyone from your team and the client’s 
team. Have a nice informal conversation about what the 
session is about and explain some of the ground rules 
(see page 1). Make sure everybody feels comfortable.

2. Asking Questions (2 to 3 hours)
Start asking the different questions and let everyone write 
down their short answers on post-its. Put them on the wall. 
Bundle similar concepts and answers and decide together 
what is not necessary on the board.

What are we doing 
and how do we do it? What is our personality? Who are we here for?

Demographics

Pains, objections

Competition

Maximum 5 values Who’s desired target audience vs current audience?
This session is more about discovering the desired
future state for the brand. 

Age (average)

Region

Interests

Value proposition

Personality traits

Personality axesHow

Dreams for the company

What

Gains, dreams

What do we value the most?

What makes us different?

Bundle similar post-its together

For (target customer)   

who (statement of the need or opportunity), 

the (product name) 

is a (product category) 

that (statement of key benefit )

Unlike (primary competitive alternative), 

our product (statement of primary differentiation).

3. Conclusion ( 5 to 10 minutes)
Go for the positioning statement as the final excercise. Do not 
be afraid of the outcome, work together with everyone in the 
room to have this draft, it will give a feeling of closure. Make 
sure to mention this is not a final statement.

4. Outro ( 5 to 10 minutes)
Do a round of feedback, ask what everybody felt and how 
they experienced it. Ask for honest feedback and do not 
‘defend’ yourself, this is the time to listen and learn. Make 
some clear agreements on the next steps forward. Beers are 
optional.
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