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SECRET WAYS 
TO BRAND 

YOUR BUSINESS
It’s Not All Logos and Packaging
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I  remember  one of  my 

f i rs t  introduct ions to  brand-

ing.  I  was  s i t t ing in  a  work-

shop and the Nike logo 

popped up on the screen 

and then Mercedes and then 

Coca Cola .  I t ’s  the  most 

common way to  explain 

branding.  Showing popu-

lar  logos and let t ing the 

audience real ize  they have 

a  connect ion to  that  logo, 

good or  bad ,  and therefore  a 

connect ion to  that  company 

and their  product .  That  is 

branding,  but  that ’s  not  al l 

that  branding is .

People ’s  l ives  are  becom-

ing more open and con-

sumers  more educated on 

what  a  sol id  business  brand 

should look l ike .  Consum-

ers  are  s tart ing to  have a 

more cr i t ical  eye and expect 

a  higher  level  of  experience 

when spending their  money. 

Starbucks wi l l  always redo a 

bad dr ink .  Victor ia ’s  Secret 

wi l l  wrap your  purchases 

l ike  a  bir thday gi f t .  Apple 

wi l l  forever  be dedicated 

to  sleek and sophist icated 

e lectronic  s tyle . 

“That’s not all that branding is.”
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You need to  f ind ways to 

communicate  your  brand to 

the world  l ike  these compa-

nies  do.

The f i rs t  thing that 

comes to  most  people ’s 

minds when thinking of 

branding is ,  “What  e lse  can 

I  put  my logo on”?  or  “Does 

my websi te  look consistent 

and f low nicely  and with 

my logo?”  Yes ,  al l  of  that 

matters ,  but ,  i t ’s  so  much 

more than that .  Branding is 

so  much about  the overal l 

customer experience which 

has  so  many in ’s  and out ’s , 

p laces  to  excel  and places 

to  improve.    To ef fect ively 

convey your  brand message 

to  your  c l ients  you need to 

look at  the  overal l  p icture 

of  what  you’re  communicat -

ing to  your  audience.  Walk 

yoursel f  through the c l ient 

process  and see how they 

see you .

“See how they see you.” 

“Starbucks will 
always redo a 
bad drink.” 
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Gary Vaynerchuk wri tes 

in  this  book The Thank You 

Economy that  individuals 

need to  work on their  own 

personal  brand.  He wrote 

this  book some years  ago 

and was foreshadowing to 

how powerful  social  me-

dia  would become and how 

i t     would require  that  ev -

eryone create  a  brand for 

themselves .  Think about 

how true that  is  today.  I f 

you f ind a  new business  or 

even a  person that  you ’re 

looking to  evaluate  for  one 

reason or  another,  what  do 

you do?          

“Require that everyone create a brand for themselves”
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You check out  their  so-

c ial  media  and in  just  a  few 

cl icks  and scrol ls  you think 

you know them and what 

they ’ re  about .

Your  customers  are 

not  the except ion to  this 

emerging social  norm. 

When they f i rs t  look at 

your  websi te  and want 

to  know more about  you , 

they ’ l l  c l ick  on your  Face-

book and see how many 

l ikes  you have.  They ’ l l  pop 

onto your  Instagram feed 

and see i f  i t  looks  artsy 

and unique but  s t i l l  profes-

s ional .  Your  social  media  is 

100% a  plat form for  te l l ing 

the world  who you are  and 

one of  the  f i rs t  ways that 

you can convey your  brand.

I f  you ’re  looking to  im-

prove your  social  media 

brand presence consider 

the fo l lowing t ips :

-Decide what  you’ l l  post 

about  your  personal  l i fe . 

Whatever  you decide is 

f ine ,  but  do i t  intent ional ly 

one way or  the other  and be 

prepared to  be judged on i t 

for  better  or  for  worse .

-Clean things up.  Feel 

f ree  to  go back in  your  feed 

and delete  posts  that  aren ’t 

conducive to  how you’d  l ike 

to  convey your  brand.

-Be everywhere.  Social 

media  helps  boost  SEO.

“Telling the world who you are ”
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Ever  experience buyer ’s  re -

morse due to  a  product  just  not 

being al l  i t  was  cracked up to 

be?  Or,  le f t  a  s tore  with  a  bad 

taste  in  your  mouth because of 

how they handled a  concern or 

complaint?  How you make your 

c l ients  feel  throughout  their  re -

lat ionship with  you plays  a  huge 

part  in  not  only  your  brand but 

how your  customers  wi l l  talk 

about  you .

one customer service  whi le  the 

other  s imply of fers  you c lothes .

.  Part  of  your  brand,  and your 

ent i re  business ,  is  the  experi -

ence and at tent ion that  you 

give your  c l ients .  This  doesn ’t 

just  mean the formulated task 

l is t  your  have for  everyone that 

comes in  the door ;  this  also  in-

c ludes how you handle  problems 

as  they ar ise ,  and they wi l l  ar ise . 

One of  the  best  ways you wi l l 

demonstrate  what  your  company 

is  about  is  not  by how you make 

your  c l ients  feel  whi le  everything 

I t  s tarts  with  set t ing expec-

tat ions and del iver ing on your  

promises .  Don’t  bother  promis-

ing your  potent ial  c l ients  a  great 

c l ient  experience i f  al l  you do 

for  them is  your  job.  That ’s  not 

an experience,  that ’s  what  they 

paid for.  The di f ference between           

buying c lothes  at  Target  and 

buying c lothes  at  Bloomingdale ’s 

is  night  and day because one of -

fers  an experience and one-on-

is  hunky dory.  I t ’s  how you make 

them feel  when everything isn ’t 

qui te  so  peachy keen.  Things wi l l 

go wrong but  you don’t  have to 

let  mishaps turn into  disasters . 

Find ways to  turn your  unhappy 

c l ients  into  your  biggest  posi -

t ive  advocates  through address-

ing issues  with  sympathy,  under -

standing and compensat ion .  The 

experience given through the 

good and the bad is  what  your 

c l ients  wi l l  te l l  others  about  and 

how your  brand’s  reputat ion wi l l 

bui ld .

“That’s not an experience, that’s what they paid for.”
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TOMATO tomato POTATO potato

“People don’ t pay you for how good you are at what you do, 
they pay you for how good you are at who you are.”

Communicat ion is  para-

mount .  Don’t  worry,  I ’m not  go-

ing to  pick on your  grammar 

here  -  al though proper  grammar 

and e-mai l  et iquette  should be 

a  no brainer.  However,  how you 

speak and the words you chose 

to  use say a  lot  about  your 

brand.

For  example ,  i f  you saw a 

websi te  that  was br ight  and airy 

How you speak and how you 

portray your  personal i ty  deeply 

impacts  your  brand because 

you are  your  brand.  This  isn ’t  to 

say that  you need to  go change 

your  personal i ty  to  match your 

brand.  I t ’s  s imply  to  s tate  that 

who you are ,  especial ly  i f  you ’re 

running a  bout ique style  busi -

and whimsical ly  romantic  and 

then chatted with  that  company 

you’d  expect  the same cheery 

personal i ty  coming through the 

other  s ide of  the  phone,  or  a 

smiley face or  two in  an emai l . 

I f ,  on the other  hand,  you went 

to  a  websi te  that  was more 

moody and dark ,  you ’d  expect  to 

correspond with  someone a  bi t 

more ser ious in  tone. 

ness  and are  playing an act ive 

role  in  f ront  of  customers ,  is 

more so what  your  c l ients  are 

buying than the product  i tse l f . 

As  the saying goes ,  “People 

don’t  pay you for  how good you 

are  at  what  you do,  they pay you 

for  how good you are  at  who 

you are .”
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Whenever  you meet  with 

your  c l ients ,  where  you’re 

meet ing with  them speaks 

volumes about  your  brand 

and your  business .  Meet -

ing at  a  local  Starbucks or 

Panera?  I t ’s  s t i l l  impart ing a 

brand image to  your  c l ients 

and you absolutely  can twist 

i t  to  be a  posi t ive  one.  I f 

you ’re  fortunate  enough to 

have studio or  of f ice  space, 

or  a  retai l  locat ion ,  then 

you have much more control 

over  the environment  you’re 

br inging your  audience into.

Do yoursel f  a  favor  and 

strol l  in  your  nearest  Toyota 

dealership.  Then head down 

the road immediately  af ter 

and waltz  into  a  Porsche 

dealership.  Just  af ter  taking 

one step in  each door  you’ l l 

be  met  with  a  completely 

di f ferent  atmosphere .  Po-

tent ial ly,  wi thout  even tak-

ing a  look at  the  actual 

cars  in  the showroom you’ l l 

know which car  is  better,  or 

at  least  that ’s  what  Porsche 

wants  you to  “know” .  You 

want  your  c l ients  to  know, 

without  even seeing your 

products ,  that  you ’ve  got 

the best  there  is .  Eventu-

al ly,  the  reverse  ends up 

being true and they ’ l l  see 

your  photos  or  name and        
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correlate  i t  to  the atmo-

spheric  experience they 

had and draw conclusions 

about  you and your  brand 

from i t  ( hopeful ly  good 

ones) .

To maximize your  envi -

ronment  just  think of  the 

f ive  senses  and walk  your -

sel f  through your  space. 

What  do you see?  Messy 

areas  or  neat ,  color  coor -

dinated spaces?  What  do 

you hear  and smel l?  Noisy 

neighbors  and dinner  cook-

ing or  a  crackl ing f i replace 

and l i t  candles?  Encourage 

taste  and touch by of fer ing 

them food and dr inks  and 

invi t ing them to  hold your 

most  luxurious products 

as  wel l .  Anything you can 

think of  to  posi t ively  en-

gage the senses  wi l l  create 

a  last ing impression about 

your  business  and product .

“You want your clients to know, without even seeing 
your products, that you ’ve got the best there is.”
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As a  wedding photogra-

pher,  I  always te l l  my c l ients 

about  my second photog-

raphers  that  wi l l  accom-

pany me on a  wedding.  I 

s t ress  to  them that  not  only 

do I  care  about  them be-

ing about  to  produce qual i ty 

imagery,  but  I  also  look for                                                 

people  with  s imilar  person-

al i t ies  and demeanor  to  me 

as  wel l .  I f  I ’m trying to  get 

my cl ients  to  “pay me for 

who I  am rather  than what  I 

do”  l ike  I  said  before ,  then 

who I  am needs to  be seen 

in  my personnel  as  wel l .

 

“Who I am needs to be seen in my personnel”
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I  of ten te l l  the  story  about 

an amazing photographer 

that  I  chose not  to  hire .  Typ-

ical ly,  before  I  hire  a  photog-

rapher  they come along on 

a  test  wedding not  only  so 

I  can see the work that  they 

produce under  the same cir -

cumstances  that  I ’m shoot -

ing in ,  but  so  I  can see how 

they work as  wel l .  Once,  I 

had a  photographer  jo in  me 

for  this  on- the- job interview 

and wow did I  love the im-

ages that  came back .  What  I 

didn ’t  love was that  through-

out  the whole  day the pho-

tographer  looked angry. 

When I  addressed this ,  the 

photographer  s tated he was 

so  focused on creat ing great 

imagery that  he was in  “the 

zone”  and didn’t  real ize  he 

was coming of f   negat ively. 

Ok,  f ine .  I  could accept  that , 

so  I  gave him another  shot . 

The second t ime around i t 

was  unfortunately  s t i l l  the 

same.  His  images were  fan-

tast ic ,  h is  abi l i ty  to  smile 

through stress  was not .  One 

of  the  biggest  day -of  perks 

my br ides  experience is  that 

I  am calm,  col lected and 

seemingly  in  control  the  en-

t i re  t ime.  Even when every -

thing is  going haywire ,  I ’m 

st i l l  smil ing.  Being able  to 

be a  rock for  my cl ients  is 

part  of  my brand and indica-

t ive  of  the  experience I  want 

my cl ients  to  have,  so  every 

member  of  my team needs to 

know how to  do the same.

“Think of the five senses.”
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This  may sound s i l ly  but  I 

have a  proven track record on 

this  one.  One of  the  f i rs t  c l ients  I 

ever  booked for  my wedding pho-

tography business  was a  beau-

t i ful  b lond gir l  wi th  an impec-

cable  fashion sense.  I  met  with 

her  in  person for  a  consultat ion 

in  dress  pants  and a  nice  blouse 

and i t  went  ok .  I  was  within her 

budget  and soon af ter  she asked 

present  yoursel f  says  a  lot  about 

your  brand.  I t  doesn ’t  have to 

be designer  c lothes  necessar i ly, 

but  I  have found that  I  wi l l  re late 

better  with  my high end c l ients  i f 

I  am wearing them.  They ’ l l  rec-

ognize  the designer  brand and I 

reap the benef i ts  of  that  luxury 

brand,  and al l  they ’ve  worked 

hard to  represent ,  being associ -

ated with  me and my business . 

The second part  of  se l f  pre-

sentat ion has  to  do with  style . 

S ince I  am my brand I  want  to 

dress  the part  and rarely  wi l l 

I  le t  my c l ients  see  me in  dark 

to  meet  me again with  her  Maid 

of  Honor.  Having already met  her 

and knowing the fashionista  she 

was ,  I  chose to  wear  a  fun fash-

ion forward dress  and heels  this 

t ime.  She commented on i t ,  more 

than once,  saying how much she 

l iked i t  when we met  and she 

booked with  me later  on that 

week . 

What  you wear  and how you 

colors  because my brand is  l ight 

and airy  with  pastel  logo colors . 

I t  may sound s i l ly,  but  I ’ve  had 

comments  on my looking l ike  my 

brand and i t  is  not  an accident 

that  I  wear  a  lot  of  l ight  pink 

and turquoise  colors  and c lothes 

f rom Free People  in  f ront  of  my 

www.vanessajoy.com cl ients .  I t ’s 

al l  part  of  my Vanessa Joy brand 

and how I  want  my cl ients  and 

potent ial  c l ients  to  perceive me. 

This  is  why so of ten c lothing 

companies  wi l l  make their  em-

ployees  wear  their  brand.  That 

and for  the next  t ip  below.

“Reap the benefits of that luxury brand.”
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You want  your  c l ients  to 

value the product  and service 

you’re  of fer ing them.  Especial -

ly  i f  you run a  bout ique busi -

ness  and are  charging a  premi-

um for  i t .  Part  of  being able  to 

do get  your  customers  to  pay 

your  pr ice  is  conveying to  your 

c l ients  that  you too value what 

you’re  of fer ing. 

I f  you ’re  sel l ing high end 

fashion apparel ,  you cannot 

be t rying to  sel l  i t  whi le  wear -

ing of f - the-rack .  You need to 

wear  s taple  pieces  f rom high 

end brands to  be convincing 

to  your  c l ients  and to  re late  to 

them as  wel l .  Too bad c lothes 

aren ’t  typical ly  a  tax-deduct -

ible  purchase.  I f  you ’re  sel l ing 

photography and want  your 

c l ients  to  pay top dol lar  for  i t , 

then you have show you trea-

sure  captured moments  too.                                                
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Hang professional  pictures 

of  you and your  family  up 

in  your  s tudio space or  talk 

on social  media  about  your 

next  planned t ime on the 

other  s ide of  the  camera .

Even more speci f ical ly 

the brands that  you buy,  

wear  and show your  sup-

port  of  says  a  lot  about  the 

kind of  person you are  and 

what  your  business  is  an 

extension of  (more on that 

later) .  Pol i t ical  a f f i l iat ions 

aside ( though not  to  bel i t -

t le  the ef fect  that  can have 

on business) ,  the  brands 

and type of  brands you vis -

ib ly  support  wi l l  communi-

cate  one thing or  another 

to  your  audience.  Make 

sure  that  i t ’s  communicat -

ing exactly  what  you want 

your  brand to  represent .

“To o  bad c l o t h e s 

ar en ’ t  t y p i ca l l y  a ta x-

d educ t i b l e  pur c has e ”

44





“Go above and beyond”

Truth be told  this  is  where 

the rubber  meets  the road .  The 

start - to- f inish experience you 

give your  c l ients  e i ther  holds 

your  brand true to  i t ’s  word or 

cal ls  i ts  b luf f .  Your  brand sets 

the expectat ions for  your  c l i -

ents  and you have to  fo l low 

through with  i t  110%. 

One way I  keep up my brand 

brand,  i ts   recognit ion and rep-

utat ion .  I  give  them a “Hel lo” 

gi f t ,  “Goodbye”  gi f t  and a  “ I t ’s 

Almost  Your  Wedding Day”  gi f t . 

Gi f t ing is  one of  my favori te 

love languages so I  re l ish in 

showering my cl ients  with  sur -

pr ise  presents .

However  you want  your  c l i -

ents  to  remember  your  busi -

ness  and how you want  them to 

share  i t  wi th  f r iends and family 

image through my cl ient  experi -

ence is  through cl ient  gi f t ing.  I 

want  my cl ients  to  feel  special 

and I  want  their  decis ion to  go 

with  me to  be val idated through-

out  our  t ime together.  Better 

yet ,  I  want  to  give them tangible 

i tems to  share  on social  media 

and brag to  their  f r iends about , 

further ing my establ ishing my 

is  how you’ l l  want  to  ta i lor  their 

experience.  Do you tout  your -

sel f  on being an expert  in  your 

f ie ld?  Continual ly  of fer  t ips 

and tr icks  to  your  customers .  Is 

your  business  about  qual i ty  of 

l i fe?  Then look for  ways to  help 

improve your  c l ient ’s  wel lbeing 

outside of  the  service  or  prod-

uct  you ’re  providing.  Go above 

and beyond for  your  c l ients  in 

a  way that  superbly  represents 

your  brand mission and you 

won’t  go wrong. 
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This  is  u l t imately  what 

branding is  about  i f  you ’re 

a  smal l  business  owner 

and your  face is  the  face 

of  the  company.  The best 

part  about  this  is  that  you 

can s imply bui ld  the busi -

ness  around who you are .  In 

fact ,  the  most  wel l -branded 

smal l  businesses  I ’ve  seen 

are  ones where the owner 

has  done exactly  that .  A 

wedding planner  I  know, 

who is  an Anthropol igie  nut 

with  Restorat ion Hardware 

al l  over  her  house,  became 

wi ldly  successful  by making 

her  business  an extension of 

hersel f  and her  personal  and 

home l i festyle .  I t  seems l ike 

a  no brainer  but  i t ’s  amazing 

how many people  I ’ve  seen 

at tempt  to  create  a  business 

that ’s  the  opposi te  of  who 

they are .  One of  two things 

wi l l  happen in  that  case . 

Ei ther  the business  owner 

changes who they are  to  be 

a  ref lect ion of  their  busi -

ness ,  or  there ’s  a  disconnect 

between the owner  and the 

brand that  leaves  c l ients 
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subconsciously  confused . 

Take Steve Jobs for  ex-

ample .  That  man looked, 

dressed and acted l ike  every -

thing we know Apple  to  be. 

He was s imple  and sleek with 

an intel l igent  sophist icat ion 

about  him.  He pract ical ly  was 

a  black iphone.  Could you 

imagine i f  he  was the oppo-

s i te?  I f  he  wore Free People 

c lothing and acted l ike  a 

f lower  chi ld?  Or i f  al l  of  a 

sudden he took up the hipster 

t rend and traded his  black 

shir ts  and almost  wireless 

glasses  for  plaid  and thick 

f rames? He wouldn’t  be  Apple 

anymore. 

To quote  Gary Vaynerchuk 

again in  his  book Crush I t , 

“Watch me for  two seconds 

and you know exactly  who I 

am and what  I  s tand for.  Au-

thent ic i ty  is  key… I ’m not  put -

t ing on a  performace when I 

do the show or  my blog spots 

-  I ’m just  being me.”  When 

you make you business  about 

you ,  al l  of  the  above wi l l 

more easi ly  fal l  into  place. 

- -

Branding is  a  cont inu-

ous task that  evolves  as  your 

company grows .  There  are 

endless  ways to  brand your 

business .  I t  can be seen in 

something as  smal l  as  the 

type of  post  i t  notes  you use 

or  as  large as  the bi l lboard 

space you just  rented .  But  i f  I 

were  to  sum i t  up,  these three 

words perfectly  descr ibe the 

basis  of  branding in  a  smal l 

business  set t ing.  Just  be  you . 

Start  with  you ,  end with  you 

and be t rue to  you every -

where in  between.

 “Build the business around who you are.”
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Vanessa Joy has  been an inf luent ial  photographer  in  the photo-

graphic  community  for  years .  Start ing her  photographic  journey 

in  1998 ,  she has  s ince earned 5  col lege degrees ,  s tar ted her  own 

business  in  2008 ,  and began teaching around the world  in  2009 . 

Vanessa has  spoken at  almost  every  major  convention and plat -

form in  the industry  such as  Creat iveLIVE,  Cl ickin ’  Moms,  WPPI , 

ShutterFest ,  Imaging USA Trade Show,  PPA related conventions , 

in  addit ion to  host ing personal  workshops and numerous smal l 

business  and photography conventions around the globe.  Recog-

nized for  her  talent  and more so her  business  sense,  her  c l ients 

love working with  her  and industry  peers  love to  learn f rom her 

generous ,  informative and open-book style  of  teaching.
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https://www.instagram.com/vanessajoy/
https://twitter.com/vanessa__joy
https://www.facebook.com/VJoyPhoto/
https://www.pinterest.com/vanessa__joy/

