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6 Essential   
qu�stions
TO ASK ABOUT YOUR BRAND AND COMMUNICATIONS 
STRATEGY SO THAT YOU CAN BREAK THROUGH.
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Thank you for 
downloading  
this guide!
This guide is intended to make you pause and think critically 
about your organization's current branding and communications 
approach. There are several quick exercises to get your wheels 
turning and make you really think. Some exercises may seem 
simple, while others you have to sit on for a while.

One thing you want to keep in mind: the question will ask 
about your "organization." You can easily replace the word 
"organization" with "department" or "program." The exercises will 
still equally apply...and even moreso when done with intention.

If you are a university, for example, you may answer some of the 
questions one way to reflect the institution as a whole, but then 
drill down deeper and answer the same questions for particular 
schools, programs, and departments.

Let's get started and take a closer look so you can get your 
communications to take off.
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01
What is your brand? 
Let’s start with a fairly obvious question: “What is your brand?” Before you can do 
anything else, you must know how to answer this question. Let’s dive a little deeper:

YOUR CORE
What do you do?

Why do you do it?

What are your goals?

What are your values?

PERSONALITY
What is your story?

What are your voice  
and tone? 

What is your brand 
personality?

What is your brand’s 
specific style?

PERCEPTION
How do you view your 
own organization?

How do others view 
your organization?

How do you want 
people to view your 
organization?

These are all critical questions to have answers to before you can do anything else. If 
you don’t know how to answer to several of these questions, then your organization 
should sit down and talk them through.

What are three 
attributes/adjectives 
you would use to 
describe your brand?

01

02

03

Quick exercise
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02
What is your unique 
value proposition? 
In other words, what makes your different? Each and every organization is different 
from its competitors in some way. You have a core benefit or solution that you offer in a 
way that no one else does. What is your’s? It could be location, type of services or areas 
of study, those you serve, your approach or process, etc. Try the quick exercise below to 
start the process of discovering your unique value proposition.

Our ______________________________________________________  

helps/serves _____________________________________________  

who want ________________________________________________ 

by ______________________   _______________________________ 

and ______________________   ______________________________.

Our ______________________________________________________  

helps/serves _____________________________________________  

who want ________________________________________________ 

by ______________________   _______________________________ 

and ______________________   ______________________________.

accounting and finance department

students in Central Florida

a career in accounting

reducing

helping secure
jobs with starting salaries above the 
national average upon graduation

the burden of student debt 

Quick exercise

organization/department/program

audience segment

audience need 

verb (e.g. “decreasing”)

verb (e.g. “increasing)

audience pain

audience gain
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03
Who is your audience?
Who is it that your organization serves? Seems simple enough, but have you 
done a deep dive on who you are serving? I’m not just talking demographics, but 
psychographics as well. What is your audience motivated by?  How well do you really 
know them and consider their needs/passions rather than just your own?

This could look very different if you are talking about a major donor vs a monthly 
donor,  a student vs a patient. Have you properly segmented your audiences out?

And what is more, once you have done this, do you know how you are going to 
communicate with said segments? Communicating with alumni from an engineering 
school could potentially look very different than how you would connect with business 
school alumni.

This full process should be a heavily involved deep dive, but for now, this is a simple 
starting point. List out all of your organization’s audience segments below.

Quick exercise
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04
How would you 
describe your 
marketing approach?
Think about your marketing materials. Whether it is a print magazine, video, social media 
post, or even a postcard. How would you describe them? Are they text heavy, traditional, 
modern, dated, bold, bland?

Now how does that match up with the three words you used to describe your organization 
in question #1? Are they consistent? Does your organization claim to be cutting edge and 
modern, but send dated, text heavy marketing materials? This is an inconsistent brand. If 
you are cutting edge and modern, so should all of your marketing materials. If your focus is 
on tradition, then your marketing should reflect that.

01 01

02 02

03 03

Brand attributes (From Q1) Current marketing attributes

Does your marketing match your brand?

Quick exercise
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05
How consistent are 
your marketing 
materials?
This question is a little more straightforward. When you scroll down any of 
your social media feeds, does your eye instantly recognize a post simply based 
on what it looks like, before you even read the content or see 
who posted it? This is brand recognition. Consistency is key 
towards brand recognition.

Think about your marketing materials. How consistent 
are they? Does each piece have similar fonts, colors, 
patterns, tone, voice, photography, layout, 
etc? Or is each one vastly different? 
Could you or your audience quickly 
and unmistakeably pick out your post 
while quickling scrolling through a 
social feed?

Where you definitely do NOT want 
to find yourself is in a place where 
your audience does not recognize 
you or—even worse—confuses you 
for another organization because 
you spend too much time trying 
to emulate what others do rather 
than standing apart as your own 
unique self.
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06
What is your specific 
call to action?
What do you want your marketing materials to accomplish? What do you want the recipient 
of your marketing efforts to do? Specifically. 

Nearly every one of your marketing efforts should have a specific call to action. Whether it 
is your website, a social media post, appeal, or postcard, keep in mind what you want the 
recipient to do. 

And this is different depending on your organization and/or department. If you are in annual 
giving, you probably want to direct the recipient to your giving site or crowdfunding page. If 
you are in admissions, a view book should have them set up a campus tour or apply for the 
school. There is no cookie cutter solution.

List out all of your organization’s possible calls to action and different ways to say them.

Quick exercise
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What is next?
Hey there,

I hope this guide has helped you step back and 
really consider your organization's current brand 
and communications strategy and ask some 
tough—though critically important—questions.

If you find yourself stuck and/or needing assistance, 
Wessel Creative is here to have your back and 
help you stand out. There is so much more to 
communications and branding than simply how 
things look. Oh yes, we do much more than design. 
Whether you are planning a campaign, building a 
website, designing a new program, or just need an 
overall brand refresh, we are here to help. 

Learn more about how we serve clients through an  
in-depth process from discovery to creation. You 
can reach out to me directly via email or phone 
if you are interested in learning more about our 
process, capabilities, and offerings. Schedule a call 
and see what possibilities exist.

Tyler Wessel 
Owner and Chief Creative Officer

tyler@wesselcreative.com 
786.459.8806 
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