
BRAND?
15 ways to power-up your brand

IS YOUR
STRONG
HOW



2

Brands are powerful influencers in today’s 
marketplace. So, how strong is yours?

Whether you’re a business owner, marketer or brand 
manager, our brand assessment will help you 

understand your brand strengths and highlight any 
areas for improvement.
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“Products are made 
in a factory but 

brands are created in 
the mind.”

WALTER LANDOR
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How this guide works

We’ve outlined 15 reflective questions to ask yourself about your brand.
These are broken down into three sections:

1 - Brand DNA
The essence of your brand and what it stands for.

2 - Brand Identity
Your logo, colours, and everything else that defines the way you look.

3 - Brand Experience
How customers interact with your brand and the experience they recieve.

Read each of the statements below and rank your brand out of five on each (1 being 
poor and 5 being excellent). It’s a chance to reflect and learn how you can improve in 
certain areas. With each question we’ve provided helpful advice and useful tips.

This guide has been created to accompany our free online brand assessment. 
If you haven’t already, try it and find out how you measure up.

https://s.surveyanyplace.com/3r-brand-assessment
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Brand 
DNA

SECTION 1

ONE to FIVE

The essence of your brand 
and what it stands for
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“Your brand is what 
people say about you 
when you are not in 

the room.”
JEFF BEZOS, FOUNDER OF AMAZON
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We have a clear mission 
and vision that is shared 
with our whole company.

ONE - VISION AND MISSION

How do
you rank 
from 1 to 5?
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Having a short and well-defined mission and vision statement can 
really help with alignment and focus. The two are interlinked. Your 
mission is about today, defining who you are and what you have set 
out to achieve.

Your vision is about tomorrow, stating where you want to be and 
what the world looks like when you’ve achieved your mission. Your 
mission and vision should be short and easy to understand by 
anyone in your organisation, so that they can act on them and help 
make them become a reality. It’s important that your entire 
organisation knows these from heart.

We have a clear 
mission and vision 
that is shared with 
our whole company.

ONE - VISION AND MISSION
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We have distinctive brand 
values and use them to 
guide decision-making.

TWO - BRAND VALUES
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Every organisation has ingrained values, whether they realise it or 
not. Values are inherently formed in the culture, and it’s essential to 
get control of them so that your operation can scale smoothly.

When thinking about brand values, ensure that they come from 
within - bringing your teams along for the ride can be fun and 
rewarding, helping build unity. Employees will adopt them more 
readily if they feel real, compared to values that are enforced from 
the top down. Ensure that your employees understand your brand 
values and what they mean in practical terms. With clarity, your 
teams can be more autonomous and effective at reaching your goals.

We have distinctive 
brand values and 
use them to guide 
decision-making.

TWO - BRAND VALUES
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Our employees are 
passionate about our brand 
and are our biggest 
advocates.

THREE - EMPLOYEES
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Ensuring that your employees share your passion for your brand has 
a powerful effect on a business, generating a shared culture for 
positive growth.

Use internal comms to educate your team about your brand and 
what it stands for. Explain what it is about your brand that helps 
customers achieve their goals and what makes you the best at what 
you do. Getting teams involved in these conversations is empowering 
for everyone.

Our employees are 
passionate about 
our brand and are 
our biggest 
advocates.

THREE - EMPLOYEES
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Our brand name is easy to 
say and remember.

FOUR - BRAND NAME
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Sometimes companies grow up with names that aren’t quite right for 
the future - too many words, complicated acronyms or names that 
are misaligned with an evolving offer. Renaming a business or 
product is a big step, but it’s sometimes the right thing to do.

Great brand names are short, easy to recall and ‘feel’ right. With over 
190 million companies in the world, you’ve got to work hard to be 
remembered. Some things to consider: do all of your staff and 
customers call you by your correct name? Do they shorten it? Do you 
get called different things by different people? Imagine answering the 
phone to a prospect, does your name roll off the tongue? All of these 
are good indicators for the suitability of your brand name.

Our brand name is 
easy to say and 
remember.

FOUR - BRAND NAME
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We have a clear brand 
proposition and 
understand the value we 
provide to our customers.

FIVE - PROPOSITION
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Clarity in your message and proposition is paramount, especially in a 
competitive marketplace. In just a few words, why should a potential 
customer choose you over another brand? What is it you offer that no 
one else can? Make sure you can answer these simple, and often 
tricky, questions.

If you’ve got that right, then a memorable tagline that communicates 
the essence of your brand is a useful tool in aligning your brand both 
internally and externally. “Just do it!”

We have a clear 
brand proposition 
and understand the 
value we provide to 
our customers.

FIVE - PROPOSITION
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Brand 
Identity

SECTION 2

SIX to TEN

Your logo, colours, and 
everything else that defines 

the way you look
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“Though we see 
the same world,

we see it through 
different eyes.”

VIRGINIA WOOLF
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Our brand identity is 
modern, distinctive and 
professional.

SIX - IDENTITY
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When searching out a service or product, customers make quick 
decisions. Having a modern and distinctive brand identity will single 
you out as a forward-thinking organisation who can be trusted to 
lead the way. Compare your branding to that of your competitors and 
other leading brands. Is yours up there with the best? There’s no 
reason why it shouldn’t be.

If you’re considering rebranding, this doesn’t mean starting from 
scratch. A refinement of your logo and overall look and feel can have 
a significant impact on the way you are perceived as a business.

Our brand identity is 
modern, distinctive 
and professional.

SIX - IDENTITY
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We have documented 
brand guidelines.

SEVEN - BRAND GUIDELINES
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A quality, consistent image is one of the fundamentals when it 
comes to good branding. If you don't have brand guidelines, it's a 
good idea to get your brand documented and share this with your 
teams. Include information about your logo and how it should be 
used, your brand colours, and your fonts. Think about imagery and 
photography - what's right, what's not? How does our brand look 
online, on social media, in documents, around the office? The results 
will be well worth it.

If you have guidelines in place, check that they are up-to-date and 
make sure they are being used by everyone. Sales teams are 
well-known for 'going rogue', adding their own 'creativity' and 
wacky styling. 

We have 
documented brand 
guidelines.

SEVEN - BRAND GUIDELINES
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Our branding is applied 
consistently across our 
business.

EIGHT - CONSISTENCY
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Consistency in branding is easy to lose track of. Does your 
branding look sharp at all times, whether online, around the 
office, in your marketing, in your software? Is it time for a 
brand refresh?

By giving a consistent quality image of your business, you will 
raise awareness, increase familiarity and inspire trust 
internally and externally.

Our branding is 
applied consistently 
across our business.

EIGHT - CONSISTENCY
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We have our own library of 
professional photography.

NINE - PHOTOGRAPHY



26

These days, many marketing departments rely heavily on 
stock images, and that's understandable - they're plentiful, 
cheap and easy to get hold of. However, it's been shown that 
stock images don't add much value. They're often overused, 
feel false and don't provide a connection with customers.

Good photography is a precious asset for any marketing 
team, giving the impression of a 'real' business, helping to 
build trust in customers. If you don't already, start building a 
library of quality photography that showcases your people, 
services and products really well. It will be time and money 
well-spent.

We have our own 
library of 
professional 
photography.

NINE - PHOTOGRAPHY
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Our internal templates 
(documents, sales 
presentations etc.) are 
professional and engaging.

TEN - INTERNAL DOCUMENTS
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One of the issues we commonly see is internal templates 
going off on a tangent, with a unique look of their own. Often, 
these are important interaction points with a customer. A 
sales presentation, for example, should be well-designed, 
impressive and easy to follow, and importantly, 'on-brand'. 
Review your internal documents to check their fit and adjust 
accordingly.

Our internal 
templates 
(documents, sales 
presentations etc.) 
are professional and 
engaging.

TEN - INTERNAL DOCUMENTS
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Brand 
Experience

SECTION 3

ELEVEN to FIFTEEN

How customers interact 
with your brand and the 
experience they recieve
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“A great brand is a 
story that is never 
completely told.”

SCOTT BEDBURY
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We know our customers 
well and understand what 
they need from us.

ELEVEN - CUSTOMERS
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By focusing on your customers' needs and expectations, you 
can serve them better and communicate with them more 
effectively. Doing so increases the likelihood that they will do 
business with you.

There are lots of ways to understand your customers, from 
surveys and interviews to an in-house personas exercise. As a 
starter, try getting an internal team together (including 
leadership, sales, customer service, product development, etc.) 
and discuss common traits of your different types of customers. 
It can deliver incredible insights in just a few hours.

We know our 
customers well and 
understand what 
they need from us.

ELEVEN - CUSTOMERS
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We have reviewed and 
optimized every step of the 
customer journey to give an 
excellent experience.

TWELVE - CUSTOMER JOURNEY
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It's worthwhile to periodically review every touchpoint of 
existing and potential customers. Is there an aspect of the 
experience that can be enhanced to drive more conversions? 
Does it give that elusive 'wow-factor'? Is their experience 
first-class, smooth and straightforward throughout? Sometimes 
small changes can make a huge difference.

We have reviewed 
and optimized every 
step of the customer 
journey to give an 
excellent experience.

TWELVE - CUSTOMER JOURNEY
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Our customers know what 
we do and why we do it

THIRTEEN - CLARITY
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It's easy to get your head down in your business and forget that 
your customers might not know you as well as you think.

Try asking yourself, if a customer were to describe our brand 
and offering to me, what would they say? Would they describe 
it correctly? Are they aware of all of our services and products? 
If there's potential for confusion, then re-educate them through 
your marketing activities. You could end up with more sales.

Our customers know 
what we do and why 
we do it.

THIRTEEN - CLARITY
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Our marketing strategy and 
activities are set up to 
achieve our business goals

FOURTEEN - MARKETING STRATEGY
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Marketing activity should be aligned with your organisation's 
goals so that you can achieve your future vision. With this 
approach, you will waste less time, save money and achieve 
results more quickly.

Aligning your marketing activity with your organisational goals 
means you can set objectives and tactics that achieve 
meaningful results to the business.

With open collaboration between all departments (no more 
working in silos!) you can plan activities to collectively and 
effectively work towards one goal.

Our marketing 
strategy and 
activities are set up 
to achieve our 
business goals.

FOURTEEN - MARKETING STRATEGY
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We provide useful 
marketing content that 
customers value.

FIFTEEN - CONTENT
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Today's customers expect value from the outset. Like all of us, 
they're looking for support to achieve their goals. By providing 
helpful advice and guidance, you can build trust in your brand, 
and generate awareness with potential customers.

Create useful content in the form of guides, videos and articles 
to win customers over and show them that you're the experts 
that they can rely upon.

We provide useful 
marketing content 
that customers value.

FIFTEEN - CONTENT
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So, how did 
you score?

Add up your scores from each question 
and see where you rank below.

65 to 75 points - Your brand is in great shape
48 to 64 points - You’re not too far off
31 to 47 points - You’ve got some work to do
15 to 30 points - Alarm bells are ringing!

Now, take action!



42

Need help 
with your 
brand?
Well, guess what, we can help with 
each of the 15 sections above. That’s 
what we do best - we help build 
successful, memorable brands.

Get in touch today to speak to one of 
our team and learn how we can help.

https://threerooms.com/contact-us


Let’s do 
something 
amazing 
together.

Call: 0115 8577 571
Email: hello@threerooms.com
Threerooms, Strelley Hall,
Nottingham, NG8 6PE, UK
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