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5/1/2018
°1 check-in

I'm going to start my review with this is not a place to buy
cupcakes!! We thought it was the first time we came here!
They sell unique clothing items, stickers, and other items.
It's a really cool place to look around.

Iltems are a little pricey - | saw a rain jacket that | liked but |
saw the price tag - $100. Everything is one of a kind and
it's definitely worth a stop if you're near Newbury Street.

4:27 1
« Safari

< Reviews

Katherine G.
vwOB1@®0

2 months ago

THIS IS NOT A BAKERY AND DOES NOT SELL
ACTUAL CUPCAKES. Wish | could give 0 stars but
that was not an option. | was very disappointed.
Probably very good cloths but | literally do not care
because | feel tricked. It smelled and looked like a
bakery along with having a confusing name. Not
satisfied and would not recommend to anybody
who is even remotely hungry. Clothing is not edible.
Change your name.

Useful 1 @ Funny 4 @ Cool 0

Austin S. and 4 others voted for this review







AGENDA

Review the Definition of Branding

Find Out Why Branding is Important

Discover Key Elements of Branding
Understand Various Applications for Branding
Explore the Use of a Branding Tool Box

Q&A




10 years in the Fitness Industry

Group Fitness Instructor

General Manager at Stevenson Fitness
International Fitness Business Speaker

2019 Women Who Inspire - (CBI, IHRSA)

Ambassador, Women In Fitness Association
Fitness Business Consultant

Owner Be Military Fit California




BRANDING

Basics




What |s
Branding?

Branding is a marketing technique that
helps companies establish a unique
presence in the marketplace while
differentiating from their competitors.

It helps you define a unique name,
story, strategy and visual identity.




Your brand is what other
people say about

you when you're
not in the room.

Jeff Bezos, founder of Amazon.com



WwWhy Is It
Important?

Your brand is the personality of your business.

It what makes a memorable impression on
consumers but it allows your customers and
clients to know what to expect from your
company.



Your Personal

What Is a
Personal Brand?

~nJ

Your personal brand is
the image people see of
you. How you promote
yourself and the story
you want to tell.

Branad

Why Have a
Personal Brand?

~J

Consumers buy from
people (and brands) they
know, like and trust.

How to Use a
Personal Brand?

~Ny

Use a personal brand to
connect directly to vyour
audience, speak to them,
and get to know them.



Business Meets Personal

SOULCYCLE BUSINESS

For Fitness Business
Owners & Managers




Having a personal brand is important for an
entrepreneur because now more than ever, it's
important for CEOs and founders of
companies/brands to come out to the
forefront and connect with their audiences.

People connect with people’ ’ ’

Kevin Stimpson  Entrepreneur, Speaker, Branding Expert




Opportunities to
Rebrand

* Your existing brand identity looks old and dated.
* You’'ve recently refurbished your physical premises.
* You recently suffered a PR disaster.

* You’'re experiencing a period of growth and your brand feels lacking.




Rebrand Examples

(’ BARRY’S
- BOOTCANM

"~ BARRY'S
 BOOTCAMP

THE BEST WORKOUT IN THE WORLD®



Rebrand Examples

EQUINOX

o



Rebrand Examples

o h
erwE )N
stevenson STEVENSON
FITNESS FITNESS

Your community. Your gym.  Your community. Your club.



Rebrand Examples

@ Kentucky (‘

Fried \
Chicken )




Branding Options
OL=EE

@ Hire a student

Work with a large branding firm



BRANDING

Key Elements

O=




Guidelines to
Building a Brand

Brand Brand
|dentity Elements




Building a Brand

Brand Application

Brand Elements

Emails

Style

Imagery

Ads Social
Name Taglines

Banners

Newsletter

source: smpstudios.com



BRAND IDENTITY

Who You Are




Start with Brand ldentity

Brand Application

Brand Elements
Website

Layout” Brand Identity ' lLogo
Emails Signage
Purpose

Sl Vision
Club Core Values

Story

Colors
Blogs

Imagery Voice Fonts

Ads Social
Name IEIES

Banners

Newsletter

source: smpstudios.com



e

| Your
’? § Brand ldentity

* What emotions you want your

customers to feel when they interact

with your business?

* What purpose and vision do you have
for your company?

 What are your company core values?

* How you communicate your company’s
values and concepts?



Your Core Purpose
Why do you do what you do?

Core Purpose Defined: An organization’s most fundamental reason for being
® Guides and inspires
® |sbroad, fundamental and enduring

® |sajourney, not an end result or goal




Company Core Purpose
Examples

® Stevenson Fitness - Empowering people to live healthier lives
® Disney - To make people happy

® Core Power of Yoga - To show the world the incredible life-changing things
that happen when you root an intensely physical workout in the mindfulness
of yoga.

® Soul Cycle...




AT SOULCYCLE...WE ASPIRE TO INSPIRE.
WE INHALE INTENTION AND EXHALE EXPECTATION.

WE COMMIT TO OUR CLIMBS AND FIND FREEDOM IN OUR SPRINTS. WE ARE A FITNESS COMMUNITY RAISING
THE ROOF AT OUR OWN CARDIO PARTY. THE PUSHES US HARDER THAN WE EVER THOUGHT POSSIBLE.

OUR OWN STRENGTH SURPRISES US EVERY TIME.

ADDICTED, OBSESSED

UNNATURALLY ATTACHED TO OUR BIKE HIGH ON SWEAT AND THE HUM OF THE WHEEL.
CORE ENGAGED, WE RESHAPE OUR ENTIRE BODIES, ONE RIDE AT A TIME.

TAKE YOUR JOURNEY

FIND YOUR SOUL.




Your Core Values
How do you do what you do?

Core values inform, inspire and instruct the day to day mindset and behaviors

At Stevenson Fitness

e Build real relationships.

* Do what others won't.

* Play like a championship team.

* Make our community better.
 Grow through constant learning.




Your Core Values
How do you do what you do?

Core values inform, inspire and instruct the day to day mindset and behaviors

At Barry’s Bootcamp

 Family - We support, trust, and respect each other.

 Work Hard - We are tenacious in our pursuits to create value.
* Honesty - We speak, live, and fearlessly pursue the truth.
 Fun - We are joyful, positive, and humorous in how we think and what we do.
e Fearless - We are courageous and optimistic in our thinking and actions.
* Innovation - We are open to learning, improving, and evolving.




Brand Voice
& Tone

* Brand voice refers to the personality and
emotion infused into a company’s
communications. It’s consistent and
unchanging.

* Tone is the emotional inflection applied to
your voice. It adjusts to what's suitable for a
particular piece or message.




Pay Understanding

with Voice & Tone
yourSEIﬁ  What are your brand values?

e Ask your current members or clients how
they would describe your brand (survey).

>
¥ atlantic Enjoy.

9 inches
* Get to really know your audience

O'F (Customer Avatar).

Is your tone usually formal or informal?

pleasure.

(This should then adapt to your current message. i.e. a
social media post about a sale or promotion would have a
more light-hearted tone than one breaking news or sad
news about your business or a person).

U g atlantic Enjoy.



Build your brand.
Sell more stuff.

MailChimp is the world’s largest marketing automation platform. It's like

a second brain that helps millions of customers—from small e-commerce
shops to big online retailers—find their audience, engage their customers,
and build their brand.



BRAND
ELEMENTS




Brand Elements

Brand Elements

Colors

Imagery

Name IEIES

source: smpstudios.com



Brand Elements




Brand
Name

Picking the right name for your business is
one of the tasks that small business
owners struggle with the most.

How do you pick the “right” brand name
for your small business?

Brand names, should be easy to say, read,
spell, and remember.




Brand
Tagline

* Atagline is usually a short phrase that captures a
company’s brand essence, personality,

and positioning, and distinguishes the company
from its competitors.




Brand Tagline
Examples

energie 'Oreal Skittles Crunch
Where You Because Taste the No
Belong You're Rainbow Judgements

Worth It




Tips for Writing a Good
Brand Tagline

* Keep it short and on point
e Setvyourself apart

e Highlight a key benefit

e Explain your commitment

* Evokes an emotional response Source: ebaqg design

 No negative connotations (know your audience)- -



Customer
Avatar

e A customer avatar is a detailed profile of your

ideal customer to help you position your brand
and tell your brand story.

e |t starts with determining the characteristics of
your Avatar, researching them and
understanding as much information as possible.




Dan Smith

® 44 years old

® Married with two Children (5 and 8)
® Accountant

® Works in the area

® Sits all day at work

® Hasn’t exercised in a few years
Enjoys running

® Has lifted weights in the past

® Has some low back pain

Would love to lose a few pounds and build muscle




Jenny Donovan

® 49 years old

® Stay at home mother

® Has teenage children

Lives in the area

® Loves group X classes

Enjoys the gym environment
Loves to workout with friends

® Doesn’t use other area of the gym

Wants to be lean, toned and have fun



KNnow Your Avatar

Learn how to
' bring out the great again
BN -~ ] with '
GREAE | , Loarn how to

ABOUT YOURSELF ' AN gbliagiout the great again

AGAIN! =

—

This sixX™eck program includes:
*» Guided training 3x’s per week
» Dailysexercise journal
. & ] % y -
Visit our * Nutritional guidance
for deta . * Motivation & support

Spots are limited!

: ’ Visit our for details!
" - Your Gym. Your Community. LY fo ots are limited!




Your Brand Avatar

DIY Brand Bootcamp Customer Avatar Template

Age:

Gender:

Relationship status:

Work status:

Income:

Lives:

Activity Levels:

Health:

Fitness Experience:

Other considerations (Major health issues) :

GOAL:




Why Are Logos
Important?

e After your company name, your logo is the most
important part of your brand.

* |t's the one thing you want everyone to
immediately recognize as belonging to your
company and only to your company.

e Standing out in the marketplace is one of the
main reasons you are creating a visual brand in
the first place.




Brand Logo Variations

A full color version
An alternative color version
A black and white version

A vertical lockup
A horizontal lockup
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Name That Brand




Brand
Colors

 Arecognizable color palette that’s applied
consistently over time can be a powerful asset.

* When you pick colors, start with obvious choices.
Research the industry and the competition.

* Colors are flexible and should reproduce well in a
variety of mediums.

e (Colors should be classic to stand the test of time.



MEANS:
passionate
active
EXCITING
bold energy
youthful
physical
PIONEERING

leader wilpower
confidence

ambition

POWER

BRANDS:

(Nintendo)
Red Bull
e

MEANS:

love calm
respect
WARMTH
longferm

feminine
intuitive Care

assertive
sensitive
NURTURE
possibilities
UNCONDITIONAL

BRANDS:
B|B|C

U‘TQQ

COSMOPOLITAN

VICTORIA'S
SECRET

MEANS:
DEEP

creativity
unconventional
original
stimulation
individual

WEALTHmodesty
coOmpassion

DISTINGUISHED
respectable

fantasy
BRANDS:

YAHOO'

—-Tal.hua >

Zoopla co. uk

age in property

MEANS:

frustorder
LOYALTY
sincere
authority

comn'!unicaﬁon
confidence

PEACE inegriy
control

responsible

SUTICCESS
C ALM masculine

BRANDS:

Ei G

Reebok
>
British Gas

G

MEANS:

BALANCE
growth
restore

sanctuary
EQUILIBRIUM
positivity NATURE
generous

Clarity
pro_sp_e_riiy

S(j fe f'ystc ble

BRANDS:

LACOSTE %!\,

MEANS:

spirit
perspective

CONTENT

control
rescue

determination
self-sufficient

modern gOGIS
AW IerurrOSE

OPEN

ambition
BRANDS:

= (intel.

=

Blet-royDisc

L AW

MEANS:

WARMTH
optimistic

extrovert

MNEW IDEAS

impulse

BRANDS:

om

orange

Oe

bitly

oo .\1\/&&



Brand Color Examples

Stevenson Fitness Soul Cycle
h ﬂ h RS -
\ , \ ’ \ , Color Palette (

White  PM3 White
Tallow  PMS Process Yellow
PMS PMS PMS S e
Cool Gray C 2226 C 285C
Prodess
RGB RGB RGB White 0,0,0,0
167 | 168 | 170 60 | 203 | 218 0| N4 | 206 Vellows - 0,0,700,0
Black 63, 42, 59, 94
CMYK CMYK CMYK -
Beln|inj2z 60]0]23]0 90|48]|0]|0 SR C—
Yollow  FFFECOD
HEX HEX HEX Black  BOODOO0

A7A8BAA 3CCBDA 0072CE



Brand
Font

* |tisn’t just the font that you use for your logo,
it should also include the fonts you choose to
use on your website, blog and other
marketing materials.

e Font choices often set the tone for the whole
design and can influence viewers’ feelings
toward and interactions with your design.

 The font should match your message, should
be legible and easy to read and versatile.




What Fonts Can Convey

Source: designmantic.com

Display

IMPORTANT
EVIDENT
BOLD
IMPACTFUL

GLAMOUR
CLEAN
LUXURIOUS

EXQUISITE

PROMINENT
QUIRKY
FRIENDLY
ECCENTRIC

SIMPLE
SENSIBLE
EASY TO READ
NEUTRAL

DOMINANT
SIGNIFICANT
GALLANT
REPUTABLE

FEMININE
PERSONAL
FANCY
ELEGANT

STABLE
TIMELESS
FORMAL
TRADITIONAL

OLD SCHOOL
RETRO
STYLISH
REMARKABLE



Branding
Consistency

* Consistency is a key rule in branding.

* |t will help you build trust and a connection
with your members and clients.

 The more consistent your messaging, the
more they will start to feel familiar and
comfortable with you and your brand.

Source: ClearVoice.com



Brand Consistency
Examples

DISCOVER === STRENGTH

—
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Brand Consistency

Examples
EQUINOX

Equinox * -
2hrs - Q

Love is love is love is love is love. Check out
Equinox Instagram Stories to tag your S.O.
#EquinoxMadeUsDolt #ValentinesDay

- http://bit.ly/EQXIG

Equinox
Friday at 2:01 PM - @

#GLUTES

#BodybyEquinox: Trainer Jose Olivia

Shot by Steven Klein

# Sign Up (~)



Brand Consistency
Examples

Stevenson Fitness
Jeir Us Satunday, Kay 11th

" DAY ONE OR
mom%%qg %%@ ONE DAY

from all of us at Stevenson Fitness

REFER A FRIEND

Get a $50 Gift Card of
Your Choice When They Join

ONE WEEK
PASS

+ Private Training Session
+ $10 gift card of your choice from

Stevenson Fitness
STEVENSON
f) FITNESS N







BRAND
APPLICATION

—_—c




Brand Application

Brand Application

Emails

Banners

Newsletter

source: smpstudios.com



WHERE?

Website

Signage

Marketing materials
Stationary

Biz Cards

Apparel

Newsletter

Social

Mats

Equipment
Paint/Wall Covering
Even Garbage bags
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BRANDING
1 OOLBOX




Brand Tools

Brand Style Guideline

Canva

Resource Center



Brand
Style Guideline

A document that includes all the design styles for
your visual content.

* Your brand style guide is the collection of
specifications that help you present a consistent
visual brand to the world.

e Share both externally and internally that help you
say who and what your brand is.
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Brand Style Guideline

COLOURS

AT

[
LRl

Righd ey
SFRFRER

Wi
FEEERRE

FOMTS

HEADER Aileron HHH"-"H'
SLE MEADER li'_‘“l aron

BOOY Al

LOGD

s (@ INSTITUTE

o

ot
SECOMDNRY ﬂg

Examples ps

BE MILITARY FIT

BRAND
GUIDELINES

BRAND GUIDELINES

WHO WE ARE

LOGO

COLOUR
TYPOGRAPHY
PHOTOGRAPHY
TONE OF VOICE

VISUAL LANGUAGE
EXAMPLES

Color 2226C Color Cool Gray C

Hex #3CCBDA Hex # A7ABAA

STEVENSON o 2 e

Color 285C

Brand Guide Hex #0072CE

RGB O 114 |206
Vision

Empowering
People to Live
Healthier Lives

Mission

Everyone Leaves
Better Than When
They Arrived

95 % STEVENSON

STEVENSON



Your
Brand
Style
Guideline




Canva

* (Canvais a graphic design app that has a variety
of templates from which to choose.

 Templates are sized for various uses including
social, newsletters, fliers, etc.




@ Marisa Hoff v

Home

All your designs
Photos

Brand Kit
Design School

Create a team

3 Folders
+82 Shared with you
(}5 Uploads

@ Trash

—y

e

-
Design anything.

Q Search templates and your designs

Create a design>

4R
K

Canva Print >

Instagram Post

Celebrate friends and family with a birthday card
[ D) =

Facebook Cover Poster Email Header

Days & Events Social

ranhir

Custom dimensions

Social Media

Flowers




Canva

* (Canvais a graphic design app that has a variety
of templates from which to choose.

 Templates are sized for various uses including
social, newsletters, fliers, etc.

e (Canva has a BRAND KIT that allows you to
upload all your brand elements.




Color palettes Fonts

Be Military Fit

. Headings are Aileron
Heading, Space Mo... + Regular, size 42

Sub Heading, Space Mono Sub-headings are Aileron Regular, size 24
Body textis Aileron Thin, size 16 It should be comtfortably readable for
long passages. Serifed fonts are widely used for body text because
they are considered easier to read than sans-serif fonts in print Sans-

Logos
Core Co I our Pa I ette serif fonts are considered to be more legible on low-resolution
computer screens
) F
STEVENSON Uploaded fonts
Secondary COlour PaIEtte CirclePNGWhite.p... circleonly.jpg CircleOnly_StevFit...
[ ]

Yo

x| STEVENSON X STEVENSON
7; 7; STEVENSON

StevFit_2019_Hort... StevFit_2019_Hort... StevFit_2019_Vert...




Canva

* (Canvais a graphic design app that has a variety
of templates from which to choose.

 Templates are sized for various uses including
social, newsletters, fliers, etc.

e (Canva has a BRAND KIT that allows you to
upload all your brand elements.

e (Canva also allows you to create templates that
can lock specific features so that only some
elements are interchangeable. This allows
multiple people to collaborate on projects.




Your Resource Center

FIND

A PRACTICAL GUIDE TO DISCOVERING

PURPOSE FOR YOU OR YOUR TEAM

YOUR

SIMON SINEK

TOMY HSIEH,

TRIBAL

LEADERSHIP

Leveraging Natural Groups

o ELIE]'J i TI]F]I g G]’i{d AiZation

£l 7 277

DAVE LOGAN, JOHN KING
& HALEE FISCHER-WRIGHT
; . &

41 Wall Street Jaurnal Bestseller
DONA LD MILLER

uuuuuuuuuuuuuuuuuuuuuuuuuuuu

Lo tter 7 Elewsrers off Goood Steepinifig infienw Towr Brvsm

Logo Design
Fiverr.com
99designs.com.au

Graphic Design
Canva.com
Animoto.com



Building a Branad

Brand Brand Brand
|dentity A ERLS Application







THANK YOuUl
[et's Connect!

G Facebook.com/marisaghoff

@ Linkedin.com/in/marisahoff
marisa@stevensonempowers.com




20% OFF!

$6.58/Month or
$79/year

(Norm. $8.25 month or $99/year)

500+

Educational Videos

70+

Leading Presenters

20+

Fitness & Health = "
Topics Available scwfit.com/OnDemand

-

~— E - _T"'_.
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* ACTIVE AGING

« ACTIVE AGING NUTRITION
* AQUA BARRE

+ AQUATIC EXERCISE

* BARRE

* BOXING

* CORE TRAINING

* FLOWING YOGA

« FOAM ROLLING

* FUNCTIONAL FLEXIBILITY
* FUNCTIONAL PILATES

* GROUP EXERCISE
* GROUP FITNESS DIRECTOR/STUDIO OWNER
* GROUP STEP

* GROUP STRENGTH
*HIT +
* KETTLEBELL

e e FREE LIVE COURSE included with
:=:E:|;T:;$H|=usmn : every Online EE_rtl.flcatlﬂn
: ::gsl;:lﬂ:,ul':l;:':lﬂHEﬁ & METABOLISM w It h I n 1 v Ea r
* PERFORMANCE STABILITY TRAINING
+ PERSONAL TRAINING ]
 PILATES SMALL APPARATUS & scwfit.com/certifications
* SMALL GROUP TRAINING ~ i

+ SOCIAL MEDIA ¢

L
- SPORTS NUTRITION -
- T'Al CHI g
E ]
L]
'

* WATERINMOTION®
* WEIGHT MANAGEMENT
*YOGA I &I

_ ]
BN GO AFAA S e === AEA NFPT



140+
More
Videos

scwfit.com/CECS
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DailyBurn Kettlebells 2 (=
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Enjoy this one-of-a-kind educational series on how to
successfully run a virtual Group Ex class, Personal
Training session and progressive program. Everything
from start-up to sign off will be addressed to take your

training to the next level.

www.scwfit.com/virtualtrainin
g

Virtual
Training
Certification

? Lights

(1 Camera

% Action
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W
TRAIN WITH THE TRAINERS

We’'re bringing the world’s finest
trainers directly to you by offering
real-time classes at only $10 each
through zoom. Get top notch
training and the best fitness >
education the industry has to offer SCW STAR PRESENTER™
without even leaving your home

© e A
..--__\’--EH"_‘ ‘—‘:?‘_ ...- .':'l.'I-— E

g

e —— i it
S Bt il

www.TrainWithTheTrainers.com
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