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Businesses have the goal of creating a recognizable and
successful brand in order to grow. In this chapter, we will discuss how to set brand goals that will align with your existing
business goals. As we discussed earlier, brand goals are not
the same as business goals, but these two types of goals
are connected and related to each other. Both goals need to
be clear and easy to understand, but most importantly, you
need to have a plan for how to accomplish both your brand
and business goals, and how you will measure your success.
In order to be effective, goals must be realistic, specific, and
measurable.
“A goal without a plan is just a wish.” – Antoine de Saint-Exupéry
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Business goals describe what a company expects to accomplish over a specific period of time. For example, if your goal
is to make $100,000 this year in your business, you will need
a certain number of clients or sales to reach that goal by the
end of the year. $100,000 divided by 12 months is $8,333 per
month. What will you need to do to reach that monthly revenue number? How many clients will you need to serve? How
many products will you need to sell? Whatever those numbers are, that is now your business goal.
Brand goals describe what a company expects to accomplish with its branding over a specific period of time. In order
to create a successful brand, your branding needs to have a
concrete goal and a brand strategy for it. You will learn how to
start creating your brand strategy in the next chapter, but for
now just think of a brand strategy like it’s a business plan—
but specifically focused on the branding itself. Everything that
we see, hear, and know about a company comes from its
branding. Whether that branding takes the shape of the company’s logo, theme song, video, stories from people who are
familiar with the company, website, colors, or anything else,
those branding elements were created on purpose to evoke a
specific feeling from customers.
Branding goals are very similar to business goals, and there
are a few guidelines that will help you set effective brand
goals. First, there has to be a reason behind everything you
are doing with your brand. Second, you need to be really specific in your plans about what you are trying to accomplish.
Otherwise, you will just waste your time and money and you
will not see the growth in your business. Your to-do list will be
based on these brand goals that you set, and you will know
what to focus on and what priorities and actions you need to
take so you can get your business to the level you desire. And
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it can all be done through a strategic plan instead of guessing
what the next step should and could be.
To understand the value of a powerful brand, let’s look
again at Coca-Cola and what the company has done with
branding. When someone mentions Coca-Cola, what is the
very first thought that comes to your mind? You probably think
of their logo or their nickname “Coke.” If you think more about
it, you will probably think about their ads related to Christmas, New Year’s Eve, Santa, family, friends, a nice and warm
home environment—it’s all connected. If I were going to describe their branding in one word, I would say “happiness.”
Now, I don’t know their business goals, but I see how they
are creating a positive impression on consumers by using the
right branding. They didn’t use their red color by accident or
create ads randomly. It’s all well-planned.
If you want to reach any goal, you have to constantly work
on following your brand plans and the steps to achieve your
brand goals. Each step needs to be related with the previous
one, and you need to set up priorities. This is where it helps to
separate your goals from your objectives. These words sound
similar and we often mix them up—they both are things that
need to be done in order to achieve something.
Objectives are like small goals inside one goal. Think of objectives as the specific steps that a business needs to take
in order to get to the main goal. Goals can be broad while
objectives are narrow and specific. Both have a certain time
frame. For example, if you want to build a website (goal), you
need to create one page at a time (objectives).
We use goals and objectives in our daily lives all the time.
Even making a pot of tea has a goal (drink tea) and objectives
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(boil the water, take a cup, put a tea bag into a cup, pour the
water over the bag, wait for a few minutes…). Once you know
your brand goals, you can break them into pieces and create
a plan. All the steps in that plan will be objectives. To summarize: Goals are your aspirations while objectives are your
to-do list.
It is very important to have objectives because they will help
you stay on the right track. If you don’t have a plan for how to
accomplish a certain goal, it will be really difficult to accomplish it, and you run the risk of wasting time on tasks that will
not directly lead to your goal.
When it comes to branding, the five major brand goals are:
◾◾
◾◾
◾◾
◾◾
◾◾

Build awareness.
Create an emotional connection.
Differentiate your offering.
Create credibility and trust.
Motivate purchasing.

Before deciding what your brand goal should be, you need to
ask yourself what you are trying to achieve through branding.
What do you need in order to get people to purchase your
product or services? Every company’s branding needs all of
the five major brand goals because every business needs to
build awareness, people need to trust you, they need to be
connected and engaged, and they need a reason or motivation to make a purchase. You will work on all of the goals, but
I suggest you pick one that you will concentrate your focus on
for the next three to six months.
When you focus on one goal, you can break it into steps and
have a plan for how to get where you want your business to
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be. If your goal is to differentiate, you will still build awareness
by showing your brand. If you want to create an emotional
connection, you will still create credibility and trust by engaging with your target and so on. All of these brand goals are
connected, but having a focus will accelerate your results.
1. Building awareness for a brand means increasing brand
recognition, either offline or online. With this strategy and
brand goal in mind, a business is trying to reach as many
people as it can and do it again and again. Potential customers are able to recall and recognize the brand because they
already saw it a few times and remember it. After that, they
feel like they know enough about the brand and are ready to
learn more, eventually getting closer to the brand to make a
purchase.
Brand awareness is important because it helps businesses
stand out from their competition, build an audience more effectively, and generate more leads. You know how people say
that people buy from people that they know, like, and trust?
It’s the same with brands. People will buy from your brand if
they know about it, like it, and can trust the product or services your business is offering. But they need to know about
you first.
Every business is building brand awareness, no matter if that
was the focus (goal) or not, but depending on the type and
size of your business, building awareness might not be the
right goal for you right away. Mercedes, Pepsi, Gucci, and
other big brands do this constantly. We are all aware of those
brands, but this is a goal for which you need to have a certain
budget in mind because most of the time this is done through
advertising and social media marketing.
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Brand recognition is built through brand awareness as well.
How many times have you seen an ad for McDonalds? You
know exactly what they offer, and you might even know their
pricing as well. You will always recognize their colors, their
golden arches that are meant to be reminiscent of the letter
M, and even their menu.
There is no strategy for how to build brand recognition faster.
Your brand simply needs to constantly be in front of people
for a long time. Besides the ads and marketing I mentioned
above, you can find people who will help you promote your
business, or create referral programs, print your logo on pens,
or do social media contests. The strategy with brand awareness is to reach out to as many people as possible.
If your startup needs revenue immediately, building brand
awareness is not going to be the right choice for you. It can
take years of constantly creating content (either text or images), doing promotions, and reaching out to people before seeing any results. Brand awareness is worth it in the long run,
and big brands do it, but if you don’t have years to spare in
the beginning, then your focus should be on something else.
2. Creating an emotional connection starts with storytelling.
Storytelling consists of stories that resonate with the target.
That doesn’t mean that the story needs to be personal and
private, such as Himalayan salt helped you with your blood
pressure and now you are selling packages of Himalayan salt
and want to help other people, but you can create a unique
story for your brand. Car companies always have stories
about how and why their products are safe, and they have
stories that people resonate with, such as driving with a family
member or going for a vacation.
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However, creating an emotional connection is not for all
businesses and brands. Do you remember the last time you
bought a sponge for your dishes? You looked at the sponges,
saw packaging, glanced at pricing, and bought the one that
made the most sense in that moment. You may not even remember what company made it. On the other hand, imagine
buying sunglasses. This is where emotions come into play—
sunglasses marketing is all about making people feel good
about their decisions. You might feel good about buying the
right sponge too, but not in the same way that you for sure
feel good about buying the right sunglasses, and that’s because you made an emotional connection.
Do your clients need to feel good about your services or
products? Most of the time the answer is yes, but you need to
figure out if this goal will be your focus. To create an emotional connection, your business will need to create a lot of content—content that tells stories and speaks to your potential
clients in a way they understand. The content will be textual
and visual as well.
Through text, you can directly express your brand’s feelings,
as if your brand were a person, and through visuals you can
connect it even more to the potential buyers. Colors will be
included as well. All colors have different meanings (which
we will cover later in this book), and the photos you use in
your branding can be related to your target—such as a businesswoman, family, something simple and beautiful, nature
etc., depending on who you’re trying to speak to.
You create an emotional connection between your brand and
your target in the same way that you create a connection with
your friends—don’t push it, don’t force it, make it feel natural,
talk with them, be there for them when they need you, reach
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out when you need them, and just let your brand and business be what they are. When you can effectively and naturally communicate this to your customers, people will resonate,
connect, and make a decision to buy based on the relationships you created with them.
3. Differentiating your product or services means trying
to stand out from the competitors and highlighting those differences. We will go through this process and you will learn
how to separate yourself from the crowd in Chapter 6: Brand
Positioning, but this is a very focused and strategic goal that
can be accomplished via analyzing your competitors first.
The easiest way to differentiate your company is to find that
one thing that makes you different. Is it the reason why you
started your business, is it the extra service you provide, is it
the convenience, is it the location, or is it the price? Whatever it might be, you need to use that thing all the time in your
content, on your website, in your flyers, etc. Customers need
to see your offering as unique and different in a good way.
They need to answer to themselves, “Why would I choose this
brand over any other that provides similar services or product?” When they understand why you are different, they will
have a clear reason to buy from you.
4. When people invest in something, they need to be sure it’s
the right move for them. They need to believe that the product
or services they are purchasing is providing the quality they
expect. In order to create credibility and trust, a business
needs to look established, professional, and appealing to potential clients. For many small brands, consistently creating
relationships and keeping the same communication style can
develop a deeper level of trust. Some businesses require networking in person; some require an online presence such as
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social media. However, you need to find your way of talking to
people, engaging, communicating, and building a long-lasting
relationship with them.
This brand goal is extremely important to understand, even
if you don’t set it as your main goal. Just think for a second:
you, like everyone else, prefer to buy things from people that
you can trust and people that can really help you. Trust is built
via word of mouth, client referrals, and partners in real life, or
online by positioning yourself as an expert in your field, creating tutorials, writing educational articles, and sharing them
through social media.
Depending on your type of business, you can choose this as
your goal and then break this goal into objectives such as
asking clients for testimonials, writing two educational blogs a
month, or going to one networking event per week.
If you are in the service industry, you can prove that you’re
an expert by creating an online course, becoming a speaker,
or writing an e-book. All of these things can serve as proof
to people that you are knowledgeable and that you can help
them. If you are in the retail industry, you can always write educational articles about the product you are trying to sell and
set yourself as an expert that way.
5. Motivate purchasing is for brands and businesses that
have existed for some time and already have a high level of
brand awareness. Usually these brands motivate purchasing
through offering discounts or some other “sales push.” You
can actually try to motivate someone to purchase your product or service using any of the above five goals. You might
motivate someone to invest in your brand by connecting your
story with them, maybe by explaining how you are different
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than your competitors, or maybe by displaying your customers’ reviews (which demonstrate credibility and trust). If motivating purchasing is your main brand goal, focus on the
objectives—what specifically will motivate them to purchase
your offerings?
It’s a really thin line between all these brand goals, and no
matter which goal you choose as your main focus, you will
end up making progress on all of these goals as you move
forward through BrandFix. For example, any actions you take
to motivate purchasing will naturally increase your brand
awareness as well—even if brand awareness wasn’t the primary focus.
If you are just launching a brand, I recommend that you
choose to create an emotional connection or differentiate your product as your focus goal. And if you have a large
budget to spend on your new brand, then I would also recommend building brand awareness.
If you are already in business, I suggest you choose to create
credibility and trust or motivate purchasing as your focus
goal.
Once you have a business goal, a brand goal, and corresponding objectives, you can put these concepts together.
Here is an example of what it looks like to combine these
goals:
◾◾ Business Goal: Our business needs to make $50,000
by the end of July.
◾◾ Brand Goal: We need to create an emotional connection so people can relate to us, trust us, and purchase
our product.
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◾◾ Objectives: To accomplish these goals, we need to
write one blog post a week, attend three networking
events per month, finish our promotional video (storytelling), and redesign our website.
Now that you have decided on your primary brand goal and
created your objectives, we can move on to creating your
overarching brand strategy that will influence every aspect of
your branding.
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