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HAPPY NEW YEAR!
What are your plans for the year ahead? And are your brand identity and 

marketing communications in a good place to help you get there?

As entrepreneurs our businesses tend to change pretty rapidly. New opportunities 

come our way, markets move on and, unlike corporate giants, we can respond 

quickly: offering new products or services, tapping in to new markets or 

redefining our businesses to suit our inspirations and lifestyle. 

This ability to change quickly is one of  the most exciting things about what we 

do, but it also means that we need to stay on top of  how we’re communicating to 

ensure that what we put out there continues to serve us well.

I’ve created this workbook to help you align your brand with your business 

aspirations. Work through it at least once a year and you’ll find that your brand 

is as powerful as it can be. Switch off those emails, clear your head and prepare 

to think big. Enjoy!

Warmest,

Fiona

ps. Share your progress on Instagram by tagging me @thebrand_stylist and use 

the hashtag #howtostyleyourbrand

Pps. Loved this? Have a friend that  would find it useful? Please 
do share the link to my blog where your contacts can download 
a copy for themselves. I’d really appreciate it if you didn’t  
upload the file or distribute yourself.  
Many thanks!
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1REVIEW YOUR  
COMMERCIAL GOALS

Let’s start by taking stock of  what’s 

happened over the past twelve months. Did 

you achieve your commercial goals? 

As well as profit, take a moment to think 

about the other things you set out to 

achieve. Perhaps you wanted to launch 

a new product or service? Maybe you 

planned to raise your prices, develop a 

network of  stockists or gain new partners or 

collaborations? How did you do?
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2TIME TO CELEBRATE YOUR 
SUCCESSES

Now we’ve started thinking about the 

big picture, let’s be more precise. 

What successes can you celebrate 

from the past twelve months? Be really 

specific here and write down as much as 

you can think of. It might be something 

major like making a long held dream 

come true, it could be something much 

more smaller like being featured on a 

blog you’ve admired for a long time. 

Try and think back over each month 

and look at your blog or Instagram feed 

if  it helps – it’s easy to forget everything 

we achieve over a year!
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3OPPORTUNITIES TO EXPLORE

When we’re caught up in the overwhelm of  the day to 

day it can be easy to overlook the chances that come our 

way or new directions that present themselves. 

Now that you’ve had a break you’ll probably have 

much more clarity around where you want to take your 

business this year. 

Think back to the opportunities that have come your 

way this year – maybe things you’ve dipped your 

toes into or tentatively explored. Perhaps someone’s 

suggested something to you and you just haven’t had 

time to follow it up yet. 

What opportunities have come your way, and 

importantly, what would you like to do about them?
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4AND TO THE FUTURE?

What are your goals for the year ahead? What would you like 

to achieve this year? What would you like to do?

What would you be doing if  nothing were standing in your 

way? Think about the sorts of  projects you’d be working on, 

who you’d be working with and how you’d be doing it? What 

would your business look like a year from now?

Imagine yourself  sitting here twelve months from now. What 

have you achieved? What did you do differently compared to 

last year? How do you feel?
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5LET’S EXPLORE THE MISSED 
OPPORTUNITIES

Think back over the opportunities you’ve missed 

this year. Maybe it was that project you didn’t 

win, the collaboration that didn’t come off or the 

magazine that didn’t feature your stuff. 

Missed opportunities can be a great thing – they 

help you focus in on what you really want. They 

encourage you to value what you have to offer and 

they give you fantastic insight into where you’re not 

communicating your value effectively. 

If  someone tells you you’re too expensive, for 

example, it might be that they weren’t a good fit, or 

it could be that you’ve not given them confidence 

that you’re worth what you’re charging. 

Treat missed opportunities as a chance to refocus 

on what really matters, where you want to take 

your business and what you can change about your 

communications to make sure people take you 

seriously in the future.

What can you learn from the opportunities you’ve 

missed? And what can you put in place to mitigate 

this in the future?
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6ARE YOU SENDING OUT 
THE RIGHT MESSAGES? 

The way your website, social 

media channels and brand identity 

communicate have a huge impact 

on the sorts of  opportunities 

that come your way. Let’s take a 

moment to check in with whether 

your communicating what you 

want.

Do the opportunities/ enquiries/ 

press/ collaborations that have 

come your way play to your 

strengths? Do they reflect what you 

want to be known for? And most 

importantly, do they inspire you? 

What will your website and brand 

identity need to do to support you 

in your goals for the new year?
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7YOUR BRAND TOUCHPOINTS

What sort of  impression do your current and prospective 

customers have when they come into contact with your 

business? 

Gather together every ‘touchpoint’: from your social media 

channels and blog to your website (print out screenshots), your 

packaging and your business cards. Don’t forget about your 

invoices, proposals, estimates and promotional literature too. 

Does what you see reflect where you want to take your business? 

Is it aspirational; for both you and your clients? Is it consistent? 

Are you proud of  what you see or are you cringing inwardly?

Is the way you communicate helping or hindering you? If  

you’re not sure, there is a wealth of  information in my book, 

How to Style Your Brand, that’ll help you understand the messages 

your brand identity is sending out and how to align them with 

your business aspirations.

Look at your tone of  voice, the colours you’ve used, the fonts 

and the images. Look at your patterns, the buttons on your 

website and the sidebar images on your blog. Consider the 

finish of  your business cards, the panache in your packaging 

and the filters you’ve used on your instagram feed. Zone in on 

the specifics and you’ll probably find you don’t need to throw 

everything out but just work on some updates.

What’s working, what isn’t and what do you need to do about it? 

Should you retain, refine, refresh or rebrand?
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8

10

YOUR ACTIONS

What specific actions can you take to ensure your brand identity and marketing 

communications are working as hard as they possibly can for you?

WHAT WILL YOU HAVE ACHIEVED IN SIX MONTHS?

9WHAT THREE THINGS WILL YOU 
IMPLEMENT IN THE NEXT MONTH?

Remember - be specific so you can tick these off!



11

THE NE W YEAR BRAND SHAKEDOWN© Fiona Humberstone 2016. For non-commercial use only, please do not distribute. thebrand-stylist.com.

WHAT NEXT?
I hope that this short workbook has helped you gain some clarity on 

how you can set your brand up to serve you well over the next twelve 

months.

It’s likely you’ll have some work to do (I know I have - do we ever 

stop tweaking?!) and whether that’s just some small adjustments or a 

complete overhaul, I hope you find the process enjoyable and rewarding.

If  you find yourself  in need of  creating a new brand identity, you’ll 

find my book, How to Style Your Brand: Everything You Need to Know to 
Create a Distinctive Brand Identity the perfect resource to have by your side 

throughout the journey.

Throughout the year I’ll be publishing more, useful guides like this one, 

and so if  you haven’t already, do make sure you’re subscribed to the 

newsletter to be one of  the first to hear!

You can subscribe at thebrand-stylist.com.

FIONA HUMBERSTONE

Author, Speaker, Creative Director.  

If  you would like Fiona to speak at your next 

conference or event you can get in touch 

directly at speaking@fionahumberstone.com or 

find out more at fionahumberstone.com.
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EVERYTHING YOU NEED TO KNOW TO  
CREATE A DISTINCTIVE BRAND IDENTITY 

The right brand identity has the power to attract, engage 

and compel people to do business with you. But for many 

entrepreneurs, creating an effective brand can be a challenge. 

Whether you’re a start-up on a lemonade budget, or a seasoned 

entrepreneur planning on working with a professional, an 

understanding of  the process is essential. 

In this comprehensive workbook, branding expert Fiona 

Humberstone will walk you through the process of  styling your 

brand. Find your focus, create an inspirational vision, unlock the 

power of  colour psychology and understand the design details 

that will make your business irresistible. How to Style Your Brand will 

ensure you get your branding right, first time.

Drawing on her experience from developing hundreds of  brand 

identities for companies worldwide, Fiona’s tried and tested 

framework will give you the clarity, confidence and creative know-

how to create a brand identity that wins you business.

ORDER YOUR COPY TODAY ON AMAZON OR VISIT  

YPD-BOOKS.CO.UK FOR WORLDWIDE SHIPPING

T H E  N U M B E R  O N E  B E S T S E L L E R !

“ F A B U L O U S  B O O K .  H I G H L Y  R E C O M M E N D ”  M A R K  T W A I N

Now available on Amazon
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COPYRIGHT NOTICE

They say that imitation is the sincerest form of  flattery, but 

it’s not great for business - yours or mine. 

You’re very welcome to use this resource to gain clarity 

in branding your own business, but please note that it is 
protected by copyright. That means that you may not 

reproduce it to promote your business.

Using my questions, structure or phrasing and presenting 

them as your own work – whether you change a couple of  

words, swap out a question or two or put the workbooks into 

your own brand style is breaching this copyright.

Please do not upload this guide to your blog. Of  course, you 

are very welcome to link to the original post.

All rights reserved. No part of  this publication may be 

reproduced, stored in a retrieval system, or transmitted, 

in any form or by any means, electronic, magnetic tape, 

mechanical, photocopying, recording or otherwise, without 

prior permission in writing from the Publisher.

The moral right of  Fiona Humberstone to be identified as 

author of  this work has been asserted by her in accordance 

with the Copyrights, Design and Patents Act 1988.

All images © Katie Spicer/ Matt Pereira 


