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DIY Brand Blueprint
How to package up your brand strategy  
and make it accessible to your team
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A Brand Blueprint is an actionable 
doc that defines your brand strategy 
and articulates ways to express it.  


It’s used to guide strategic decisions 
and to develop comms, programs, 
marketing materials, and sales tools.  


It also helps get people on the same 
page and train new content creators.


Building your own 
Brand Blueprint?  
This DIY guide covers: 


• Who uses it 
• What’s in it 
• How to make it 
• How to make it stick 
• Questions to ask



https://bluegreenbranding.com/brand-blueprint/
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Who uses 
a Brand 
Blueprint?


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


• Marketing and communications 
• Digital content creators 
• Sales associates 
• HR and talent acquisition 
• Leaders of internal programs/initiatives


Your brand makers and boosters: any person 
or team who creates content for your brand, or 
who communicates internally or externally.


C O M M O N  E X T E R N A L  U S E R S :  


• Advertising, marketing, PR agencies 
• Strategic consultants 
• Channel partners (e.g. co-marketers, 


distributors and 3rd party sellers)
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What’s 
covered in 
Brand 
Blueprint?


B R A N D  B L U E P R I N T  M A Y  I N C L U D E :  


• Company mission/purpose, vision and values 
• Target audience ID (or buyer personas) 
• Brand architecture 
• Positioning statement  
• Brand persona and voice   
• Brand promise or value proposition 
• Messaging strategy  
• Copy guide (with example copy)  
• Creative expression (high level, not as  


detailed as brand/design guidelines) 
• Additional research details, for users seeking 


to understand how you arrived at your strategy 


Streamlined doc or kitchen sink? Depends on 
the nature of your brand strategy, your intended 
audiences, and the purpose of the document.



https://bluegreenbranding.com/resources/brand-architecture-primer/

https://bluegreenbranding.com/insights/messaging-like-a-boss-six-tips-and-one-tool/

https://bluegreenbranding.com/services/creative-ideation/
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W H A T ’ S  I N  A  B L U E P R I N T :  
C O M M O N  E L E M E N T S


C R E A T I V E  E X P R E S S I O N  ( H I G H - L E V E L  D E S I G N  P R O T O T Y P E S ,  N O T  A S  D E T A I L E D  A S  B R A N D  G U I D E L I N E S )C O P Y  G U I D E  ( W I T H  E X A M P L E  C O P Y )


M E S S A G E  M A P  
B R A N D  P O S I T I O N I N G  &  P E R S O N A



https://bluegreenbranding.com/services/brand-messaging-writing/

https://bluegreenbranding.com/insights/from-signs-to-spaces-a-twilight-case-story/

https://bluegreenbranding.com/services/brand-strategy-consulting/

https://bluegreenbranding.com/insights/the-future-is-brilliant-a-saylite-case-story/

https://bluegreenbranding.com/services/brand-strategy-consulting/

https://bluegreenbranding.com/services/brand-strategy-consulting/
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How do 
you build  
a Brand 
Blueprint?


T H I N G S  L I K E :  


• Voice of customer research (interviews, focus 
groups, online reviews, etc) 


• Review of offerings/product portfolio 
• Audit of marketing, sales and digital materials 
• Employee surveys 
• Market/industry reports 
• Competitive assessment 
• Benchmarking 
• Outputs from strategy meetings and activities 


(e.g. positioning and messaging workshops)


Gather inputs and whittle it down. For starters, 
collect and synthesize info on your customers, 
company, offerings, competitors, and landscape.



https://bluegreenbranding.com/insights/voice-of-customer-research/

https://bluegreenbranding.com/resources/interview-and-survey-guide/

https://bluegreenbranding.com/insights/voice-of-customer-research/
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B U I L D I N G  A  B L U E P R I N T :  
C O M M O N  I N P U T S


A U D I E N C E  R E S E A R C H  –  P R I M A R Y  &  S E C O N D A R Y


M A R K E T  E C O S Y S T E M  O V E R V I E W


O U T P U T S  F R O M  S T R A T E G Y  A C T I V I T I E SC O M P E T I T I V E  A N A LY S I S


C O L L A B O R A T I V E  W O R K S H O P S


CHINA 


- products

- parts for assembly

- LED controls

- LED lights 


JS Company 2 


- mfg/importer

- assemble to order

- build to order

- stocked products 


Independent reps 


- provide value-added 
services (specify, 
figuring out what’s 
needed) and sell 
whole package



- wine and dine 
architects to 
influence 
specification



- We have about 50 
reps



- Reps carry 100s of 
lines



- Hard to stand out


Electrical Distributers 
and showrooms 


- Can’t keep up with 
industry changes



- We can provide them 
with education 



- We can deal with 
them directly as long 
as rep gets credit



- We can private label, 
“act as their factory”


End user 


- office building

- warehouse/factory

- lower end retail

- hospital


Showroom 


- High end 18,000 sq ft 
showroom



- We sell high end lines 
as well as our own 
product; allows us 
insight on latest and 
greatest products; 
trends



- Also a way to sell 
directly to end user



JS Company 1 


- mfg/importer

- acquired by JS to act 


as the east coast 
presence. Mainly 
doing assembly. 


Architects / Engineers 


- Specify name brands 
(the big brands who 
woo them and have 
good marketing)


Contractors 


- They swap the name 
brands the architects 
specify for more 
reasonably priced 
products


JS Company 3  


- Sells directly to 
national accounts 
(such as Bed Bath 
Beyond, Dollar Store) 
with our violating rep 
agreements



 Current Distribution Eco System 



https://bluegreenbranding.com/resources/interview-and-survey-guide/

https://bluegreenbranding.com/resources/interview-and-survey-guide/
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How to 
make your 
strategy 
stick?


A  F E W  T I P S :  


• Invite users to co-create 
• Share examples and prototypes 
• Tell interesting stories 
• Train the users—and the trainers 
• Hold the team accountable over time 


(not just one-and-done) 
• Update (but not too often)


Don’t just drop a big PDF. To make your brand 
strategy accessible, provide the tools and training 
people need, and invite them into the process.



https://bluegreenbranding.com/insights/b2b-brand-stewardship-manage-now-or-pay-later/





B L U E G R E E N B R A N D I N G . C O M 9


What else 
should you 
keep in 
mind?


• What do we need to accomplish with this? (e.g. 
team alignment, efficiency/consistency of comms) 


• Are there different tiers of users (e.g. content 
creators vs sales team, internal vs external)? 


• Who should we invite into this creation process? 


• What resources already exist? (e.g. brand 
guidelines, customer surveys, core values)  


• Is the brand well established, or recently 
rebranded? 


• How should we roll this out? Do people need 
convincing, training, tools?


Every Brand Blueprint is different. If you’re 
building your own, here are some questions to 
consider as you get rolling.



https://bluegreenbranding.com/services/rebranding-2/
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Need more help? We offer custom 
workshops and brand strategy 
engagements for ambitious 
marketing leaders. If that’s you,  
drop us a line.  
Charlene Gervais  
charlene@bluegreenbranding.com 
312-440-6905



https://bluegreenbranding.com/services/workshops/

https://bluegreenbranding.com/services/brand-strategy-consulting/

https://bluegreenbranding.com/services/brand-strategy-consulting/

https://bluegreenbranding.com/contact/

mailto:charlene@bluegreenbranding.com
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