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hello
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Nice to meet you.
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A LITTLE ABOUT ME
I’m David Jacob Duke, an Illustrator - Web Designer - 
Graphic Designer - Professor and much, much more.

That’s the basics, but lets examine that in more depth.

I’ve been a teacher at St. Clair College since 2013 in 
the Graphic Design Program and recently in the new 
Web and Interactive Advertising Program.

I’ve been running my own Graphic Design/Marketing 
Agency since 2000 which began in Toronto and 
migrated over to Windsor.
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IS THIS BRANDING?



06

NO.
THOSE ARE LOGOS.

THEY ARE NOT BRANDING. 
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Branding is a fairly misunderstood concept, especially for start-ups.

Some oversimplify it, and use it interchangeably with the idea of logo design. Others blow 
it way out of proportion, and think it only has a place with the big boys in your industry.

In truth, branding encompasses nearly every aspect of a company’s personality, including 
its logo, how it speaks to its customers, and how it is perceived by the public.

Branding is not just for the power players. It’s for every business of any size, including 
start-ups that want to grow their income and create a powerful reputation for themselves.
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LOGO
The term logo is an abbreviation of Logotype, which is Marketing 
jargon for a trademark made from a custom lettered word.

“Logos” is Greek for Word.

Graphic Designers and Marketing Managers often use the word Logo 
in place of the word trademark.
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TRADEMARK
A trademark can be a Logo, Emblem, Monogram, Symbol, or any other Graphic. A trademark 
is not the Brand itself. It is just a symbol for it.

If you think of what you do, it’s your trade, it’s what you do, and the mark is the symbol that 
represents it.
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BRANDING
A Brand is an impression about a product, service, or company that an individual has.

You cannot control what people think, but you can influence it.
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This is Marketing.
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If someone else says it for you, this is Public Relations.
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If you keep saying the message repeatedly, that’s Advertising.
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If you say it with a symbol instead of words, that’s a Graphic. A visual manifestation of the words.



15

When someone else tells you, that’s Branding!
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IT’S NOT WHAT YOU SAY IT IS, 

IT’S WHAT THEY SAY IT IS.
Now that you understand Branding, you now know that looking at a logo that it is not “the brand”.



17

THERE ARE A LOT OF COMPONENTS 

THAT DEFINE THE BRAND:

• Graphics

• Customer Service

• Staff

• Product

• Logo

• Messaging

• Packaging

• Signage

• Website

• Décor

• And more…
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BRANDING IS THE SECRET SAUCE THAT MAKES YOUR 
BUSINESS MEMORABLE.

Dove, improves your self esteem

Apple, is the best at innovation

Amazon, is the easiest way to buy anything

ARE THESE STATEMENTS CORRECT?
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MIGHT BE, MIGHT NOT BE.
Most people believe them to be true because a company will invest money to make you believe it. That’s Branding.

You need to remember that the person the Brand is truly for, is the customer.
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THE IMPORTANCE OF PERSONAL BRANDING 
Good branding makes any business memorable. Your business can benefit from being remembered. There is always a lot of 
competition, so you will need to brand yourself in a unique way, in order to stand out from the pack.

Whether you’re just getting started on the road to building your business, or you’re a seasoned pro, here are some actionable 
steps to taking the guesswork out of what makes a memorable personal brand, and how you can start putting them into 
practice today.
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YOUR BUSINESS PERSONALITY IS YOUR BRAND
The first step in the process is defining the unique personality of your brand.

This goes for all businesses.

To present a false front to the world would be unnatural, and ultimately very difficult to keep going.
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THE 3 ADJECTIVE ACTIVITY
Here’s my quick process to defining the personality a brand’s going to adopt. On a piece of paper, 
write down three positive adjectives that:

• You think describe your business.

• You want your clients to use to describe your business.

Now it’s gut-check time.
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Just because you think these words describe your business, doesn’t mean other people will agree. So, gather a few of your 
closest friends that you can trust to be completely honest with you. Ask them to do the same activity, giving you three descriptive 
adjectives based on the personal brand they feel describes your business.

After that, show them your words, compare, and see if they agree. 

If they also used similar words to describe your personal brand, then you’re already on the right track. If not, it’s time to take a 
hard look at the forward-facing image you’re currently giving off, and get feedback on how you can better align yourself with 
your three adjectives.

These three words will be instrumental in determining all of your personal branding efforts, so it’s important to get them right.
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YOUR NAME VS. COMPANY NAME
The next big decision you need to make is your business name.

Many people decide just to use their own name with their discipline after it, such as “David Jacob Duke Creative Design Studio.” 
Others find it more advantageous to use a separate company name. With a longer term focus, there are several reasons to go 
the route of branding yourself under a company name:

1. If you have a common name.

2. If you envision yourself expanding the business into a team.



25

Having a commonly used name can come with certain drawbacks. 

Can you get the domain name you want for your website? 

What about social media profiles? 

If people search for you on Google, are you anywhere near the top of search results? 

If not, you may want to go with a “doing-business-as” (DBA) name.

Similarly, if you see yourself growing into a larger company with staff over time, you might not want to go with your own name either. 

If you see yourself growing in the future, it makes way more sense to start your brand sooner, rather than later. Otherwise, once 
you make the leap, you’ll be starting all over.

If you decide to go with a DBA, keep your three words in mind, and pick something that reflects them.
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THE WRITING FUNNEL
A big part of becoming a successful business is having an impressive web presence that can sell your services round the clock. 
And because many of your prospects will be seeing you on-line long before they ever get a chance to meet you in person, the 
words you choose will have a big impact on whether they use your business or not.

When you consider what has to go into your website, as well as your social media channels, it can seem like a lot of writing. 
But, if you write in the right order, you can cut your workload down significantly, while maintaining a consistent personal brand.

Think of it like a funnel. Write the biggest chunks first, and distill it down into smaller versions for other purposes.
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1. START WITH YOUR FULL BIOGRAPHY. 

This is what will go on your website. Start with your three adjectives that describe your company’s personal brand, and tell a 
compelling story. Who are you, and what do you do for your clients or customers that will make their lives easier, or better?
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2.  CONDENSE IT DOWN TO A FEW HUNDRED WORDS OR 
LESS FOR YOUR FACEBOOK AND LINKEDIN PAGES. 

Keep the tone consistent, but really focus here on what your clients or customers get from you.
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3.  SHAVE IT DOWN TO 140 CHARACTERS OR LESS 
FOR TWITTER, AND FOR YOUR MOST BASIC 
ELEVATOR PITCH. 

Remember, lead with your most essential core benefits from a client or customer perspective.
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4.  NARROW IT DOWN EVEN FURTHER TO JUST A FEW 
WORDS FOR YOUR TAG LINE. 

This should still strike the right brand message, while being super-succinct. No more than a few-word sentence.
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Keep all of these descriptive personal brand statements in a single document, in a folder on your desktop. 

In the beginning, you’ll want to refer back to these descriptions often as a source of inspiration for writing style and general 
guidelines as you expand outward and publish content around the web.
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YOUR LOGO

Now comes the fun part.
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Most people get the idea of branding confused with logo design, but as you can tell by now, 
creating your logo is only one step in the process.

At the expense of sounding like a broken record, you will need to start with your three adjectives. 
Your logo should be a visual interpretation of your personality, so it’s very important at this stage. 

You want your prospective clients or customers to be able to get a sense of your personal brand’s 
core values by taking one look at your logo.

If your branding is playful and quirky, you would have a very different logo than if it were 
upscale and sophisticated.

Keep in mind that there’s no single right answer when it comes to choosing how to brand yourself. 
As long as your brand resonates well with your target customers, you’re on the right track.

In the worst case, you can always come up with a purely type-based logo on your own. Many 
businesses opt for no logo image, and the right typeface can strike a chord all on it’s own when 
done right.
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OWN YOUR BRAND
The final step in your company brand is an ongoing one. Starting today, you have to be your brand. Since your branding is 
based on what makes your business unique, this should never be a problem.

At the end of the day, you are the one who is in charge of your brand, so protect it. Embody it with every single client or customer 
interaction, and keep it consistent.
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BRANDING
WORKSHEET
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WHO

WHAT

HOW

WHY
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WHO DO

YOU SERVE?
Describe the communities, organizations, customers and clients you intend to do business with. 

Pick the top 3. 

Then, narrow to the one that resonates the most with you.
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WHAT DO

YOU DO?
Describe what you do to help others or your services/products.

Pick the top 3.
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HOW?
Describe in tangible terms how you are able to help others. Or meet your customers needs.

Pick the top 3.
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WHY YOU

DO THIS?
Describe the emotional, intangible benefits you create for others. 

Pick the top 3.
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PUT IT ALL TOGETHER
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POSITIONING

STATEMENT:
I HELP ___________________________________________________________________________________________

Community/Organization/Customers

TO _____________________________________________________________________________________________

What You Do To Help Others (Maximum of 3)

BY _____________________________________________________________________________________________

How You Help Others

THAT ___________________________________________________________________________________________

Why: Emotional Impact You Create
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EXAMPLE:
I HELP Start-Up Companies

TO Achieve clarity of their Brand

BY Assisting them in delivering the correct Brand Message

THAT Inspires Action and driven Impact
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BRAND STANDARDS GUIDELINE
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One of the most essential documents any business can have is a brand style guide, yet many don’t have one.

WHY ARE STYLE GUIDES SO IMPORTANT? 
They ensure brand consistency throughout anything you produce – no matter who created it.

Style guides (or brand standard guidelines) contain all the necessary information to create whatever your company needs. 
Whether it be a website, advertisement, internal memo, or whatever else, this little document will make your life a breeze. So, if 
these guides are so important, why isn’t everyone on the bandwagon?

The biggest reason is time. Style guides don’t just magically appear. They take time and effort to create, and time is a precious 
thing. But how much time does it take to explain to a designer how much space you need around your logo at all times? And 
how they’re not supposed to change any of the colours? What about finding every font you use and having to relay that to them 
as well? Not to mention any iconography you’ve got circulating. Then when you hire a second designer since your business is 
booming, you’ll have to explain it all over again.

Do yourself a favor. Create a style guide now and save yourself a lot of time and frustration down the road. Let’s get started with 
some basics:
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1. DICTATE YOUR LOGO SIZE AND PLACEMENT
Your logo is an incredibly important part of your brand, and you want it to be reflected consistently along the way. In your guide, 
you can dictate exactly how to use your logo.

It’s also important to show how to not use the logo. Designers are creative by nature, and it’s important to show them what they’re 
not supposed to do alongside what they should. This way if there’s any issue, you can refer them to the style guide and show 
where it clearly states how the logo can and cannot look.

If your company has multiple logos it uses you can condense the pages down and include all of the above information in single 
pages, or have pages dedicated to each logo.

For reference do a google search on Brand Standard Guidelines as there are several live examples online.
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2. PICK YOUR COLOUR PALETTE – AND STICK WITH IT
Colours can be easily shifted from designer to designer or program to program. It’s important to give the exact hex code for web 
use as well as CMYK values and Pantone colours for items that will be printed.

Shifts between RGB and CMYK can be severe, so be sure to manually check any conversions to make sure they’re accurate, 
which saves both time and money if printing.
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3. CHOOSE FONTS THAT REFLECT YOUR IDENTITY
Fonts are a large part of any collateral you produce, and it’s essential to be consistent with your typography throughout in order 
to look professional. Often you’ll have many different typefaces each for a different purpose. In your guide you can dictate what 
typeface goes where and how to use it.
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4. SELECT ICONOGRAPHY TO SET YOU APART
Iconography can really help set your brand apart. Include it in your guide to make sure it’s being used appropriately. You can 
link specific sets within the guide so they’re much easier to find.
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5. SET A STYLE FOR YOUR PHOTOGRAPHY
Photography can also be a reflection of your brand. Specific styles evoke certain responses, and people can recognize a brand 
based off of a photo. While photos are necessary for all brands, if it’s an important part of yours it’s something you should 
include in your guide for any photographers you work with to reference.
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6. DON’T FORGET ABOUT WEB-SPECIFIC ELEMENTS
Today it is a necessity to have your brand on-line in one form or another. Your site should feel like your brand just as much as 
anything else you produce. A lot of the things you use for print will translate just fine over to the web, but there are some things 
that are strictly on-line that you might not have thought about.

There are often multiple pages to a website, and each page needs to look related to the next. Decide what information is most 
important and form a hierarchy to be used throughout. The buttons and navigation bar should match your brand style, as well 
as a 404 page (fun 404 pages make light of an inconvenient situation).
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7. SET YOUR BRAND VOICE
A brand voice is just as important as the brand style. Your brand should sound and look a certain way. In an ideal world, you’d 
have one person constantly writing everything your brand needs, but most of the time that’s not possible. Giving the writer you 
have on hand guidelines for how they should dictate your brand will help avoid any instances of sounding off-brand.

You might include particular words and phrases that should always appear, or be sure to say which words should be avoided. 
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Now that you know the basics, you may be wondering if everything mentioned is necessary for your brand, and the answer is 
probably not. Every brand will need different information. There are some brand guides that are over 100 pages, and some that 
are as short as a single sheet. Determine what is most necessary for you and go from there.

It’s also important to realize that brands change. The style guide you create this week might be different than the one you’re using 
in a year. Allow for flexibility, but always be sure to save old versions to refer back to.

That last thing you need to decide is whether this is a public or internal document. There are pros and cons to both. If your 
document is public you can give anyone who needs it the information directly through a link. The downside is anyone can get 
their hands on it and potentially rip off your branding.

If you choose to keep it internal it can be a lot easier to update. You won’t have to worry about how professional it looks either 
since it won’t be viewed outside of the company, although it is more difficult to relay to outside sources.

However you decide to make your style guide, it should be clear and concise. Whether it looks so fantastic you want to make 
it available for all to see, or not so great and you just want to keep it within the family, it should do one thing: make the design 
process smooth and simple for all. 
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BRANDING AND SOCIAL MEDIA
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Social Media is no exception to your brand standards that you set out. You need to create a voice, and that voice has a tone, 
look, and feel. With consistency it makes your brand easily recognizable.

Make sure all of your profile pictures are the same across all social media. You don’t want to confuse your target audience, and 
this way they know it is your brand for sure.

Maintaining your style of your brand is essential.

This is not to say that you cannot deviate away from your brand by launching a campaign that takes on a slightly different look.
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thanks.
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