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Transcript - How to Create Your Studio Brand 
 Style Guide – Kelly Doe 

 
Hello, lovely Studio Squared members. It’s Kelly Doe here, executive assistant and communications 
assistant here at Studio Expansion. I’m so excited to be here with you today to talk about a real passion 
of mine, brand styling. But before we get into the juicy details of the subject, I thought I’d give you a 
little bit of a background about me. I’m an ex-professional dancer and an ISTD trained dance teacher 
based in the beautiful Yorkshire in the UK. At the beginning of this year, I sold my studio to focus 
further on my passion as a web designer and brand strategist for studios. I’ve joined Team Expansion 
back in June and I am loving it. I love this community and the absolutely amazing work that Chantelle 
is doing for our wonderful industry. Seeing what you’ve all achieved, achieving through the Facebook 
group and the value that you really have gained in this industry that is so close to my heart. It’s such 
a supportive, connected community and the whole thing really lights me up. It’s been the most amazing 
thing to witness in my first few months with Studio Expansion and I cannot wait to see all of the magic 
we can all create together. 
 
So Brand Styling. This is definitely not something I considered when I first started my studio as a 
graduate straight from dance college but I became a little bit obsessed with learning all about web 
design and brand styling. And now it is something I have the privilege of helping other studio owners 
with. Branding is such an art and not necessarily something that all studios pay much attention to. But 
in order to stand out from the really crowded competition, I think it’s essential for studio owners to 
really create cohesive brand for their studio so that you’re able to reach new heights of success within 
your business.  
 
I love the saying that “a picture is worth a thousand words.” Images can send a message you can't 
always communicate verbally. As a business, you want your first impressions to really project exactly 
what your values are, what you stand for, and to ensure that you’re really singing straight to the hearts 
of your dream students and not just trying to attract everybody because we all know that just does not 
work.  
 
So Brand Styling: The Basics. What is the one thing that Apple, McDonalds, Virgin and Prada all have 
in common? They don’t sell the same products, they don’t necessarily serve the same audience, but 
they are all big businesses with cohesive branding. You’re going to hear me say that word a lot, 
cohesive. That’s what we’re trying to aim for within all of these brand styling is cohesion. The branding 
of these companies, it really displays their values and it speaks to their target audience and positions 
them within their own markets. McDonalds is not trying to put across the same message and 
aspirations as Prada really, if we’re honest. The visual representation of these brands has been 
tailored especially for this. Now we’re not trying to be the next Apple, McDonalds, Virgin or Prada but 
having the same cohesive and well-designed brand is integral to the success of any future you have 
with your studio. 
 
So what is brand styling? Brand styling is all about bringing out the personality in your business with 
flare and intention. It’s about emphasizing your best assets and creating a compelling look. It’s about 
telling a story and evoking the senses and really captivating your dream students. Ultimately, it’s about 
aligning your identity with your aspirations with a studio and helping to achieve them faster. By carefully 
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combining the right balance of colour, typography, photography, you’ll create a studio brand identity 
that’s authentically you.  
 
Now let’s have a little look at the anatomy of a brand style guide. So here we have a little mockup of 
Studio Expansion’s style guide. So as we can see, they’ve got—we’ve got everything in there that 
makes anything you put together distinctively us. So at the top we’ve got the logo. And I always think 
of the logo as the face of your brand. It’s instantly recognized. It really gives a distinctive feel without 
having to tell your entire story because that’s what are the other elements are for. So with your logo, 
you should have a couple of variations so that you are able to use the logo in multiple platforms on 
any marketing collateral of any shape, size and color.  
 
I remember when I first opened my studio, my wonderful cousin who’s actually a draftsman for movies, 
she painted my logo that I’ve designed, but I haven’t really anticipated how it would look different on 
different backgrounds, on T-shirts, on Facebook, on the website. But with Studio Expansion’s logo, 
we have so many different variations. We know that we can use them on different backgrounds and 
we’re not going to get stuck let’s say if we need to put the logo on to a blue background or a white 
background. We have sorted all of those at hand, which is great. So make sure with your logo if you’re 
having a new designed that you really have multiple versions that can have multiple uses. 
 
Next up we have your comprehensive colour palette, which is going to really support your brand’s 
messages. I strongly suggest you have a colour palette and stick to it. The amount of [Indiscernible] 
[0:05:56] who are kind of all over the shop as they use different colors depending on basically how 
they feel about [Indiscernible] [0:06:03] and it gives mixed messages and doesn’t give that distinctive 
authentic feel to your brand.  
 
So next up on here we have illustrations and devices and icons. And here we’ve got the add, retain, 
and expand. But you’ll see quite a lot within Studio Expansion. It is within the logo, we also use it within 
worksheets and things like that. These kinds of illustrations and devices and icons, they just add a 
different layer of interest and some personality to a brand. It really reinforces what you’re trying to say 
within your brand. Excuse me. 
 
So next set we have typefaces. The things like your web copy, headings, marketing materials, 
registration forms, absolutely anything you put out there with text on for your brand should have the 
same typeface. Now we’re going to talk about typography a little later on because it’s a whole kind of 
topic in itself but I want you to kind of get used to using just those 1 or 2 fonts in everything you do. 
It’s hard I know, but I think it’s the best thing you can do for your studio as a brand. 
 
So the Brand Styling Process. Now you’re an existing studio owner and I’m assuming you’ve got 
elements of your brand styling already put together. But if you’re interested in having a rebrand or a 
makeover of your studio, we’re just going to quickly walk you through the process you should consider 
following in order to be completely thrilled with the finish product.  
 
When I work with clients, my number 1 focus with their brand styling is to communicate with intention. 
We work together to select colours that really create an emotive connection. We select fonts with just 
the right tone and personality and we work to use pattern, illustration icons and photography to really 
add texture depth and character. Now this is definitely something you can do yourself with a little bit 
of guidance, but it is imperative to the success of your brand styling that you as the studio owner are 
100% involved in the creative process and that you don’t just hand over to a designer to half way. You 
know your studio better than anyone and a lot of brand stylist will want to have you completely involved 
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and in control of this really super fun process.  
 
So Step One: Planning. If you’re going to go back to the drawing board and have a redesign, if you’re 
starting from scratch with a new vision, you’re going to want to start by defining your intention. Defining 
your intention for your brand is so important. As you know anyone can choose their favorite colors, 
choose some pretty fonts and pay for the best, but all these things are creating a subconscious 
conversation with your audience. And we want to make sure that conversation is definitely the 
conversation you are wanting to have with them. Now intention will make the difference between a 
superficially pretty brand and one that has traction, one that captures the essence of your studio and 
wins you students. It really doesn’t cost you anything other than a little bit of your time but you really 
need to sit down and consider how your business should be perceived.  
 
In my experience, a lot of studio owners just don’t think hard enough or really often enough about 
branding basics such as who are their most profitable students and what makes their studio unique? 
This is why you guys have the advantages as Studio Squared members as I’m sure you’re exploring 
these elements as you invested on working on your business and not just in your business. When 
you’re in the creative process of styling your brand, you don’t want to be a slave to design fans or be 
subject to what I call magpie syndrome. I don’t know whether this is a universal term or whether it’s a 
British thing, but I’m a definite magpie when it comes to clothing. I like sparkle, I like a bit of bling and 
this is just pure magpie syndrome. You don’t want to have magpie syndrome and go straight sparkly, 
lovely, fabulous things but in a couple of years’ time it’s just going to look dated and you’re going to 
have to back to the drawing board all over again with your brand. So stick with things that are going 
to stand the test of time.   
 
In this session you are going to really focus on what you want your studio to be known for, you want 
to consider your current students and your perspective students, your space in the market and exactly 
what bring—what you’re going to bring to the party. By the end of this session try have such a clear 
idea of exactly what your new identity means for your business. It will form the foundation of a clear 
brief and will serve as your benchmark as you move through the more creative elements of your styling 
journey. Having this level of focus will ensure that your newly styled studio really reflects your business 
and it will keep you living towards your ambitions faster.  
 
You probably have a really good idea of who your ideal students are. You probably got enough ideas 
and images when you create your ideal customer out of her, where you have a picture, a name and 
you describe what this person looks like, how old they are, where they live, what they like to do in their 
spare time. It’s a really fun process and creating this character. And this character is at the heart of all 
you create marketing-wise for your studio. If you have a good idea of this person, it will really help you 
within your brand styling process.  
 
Now if you’re redesigning your brand yourself, it’s really tempting to skip the part of writing your brief 
and getting clear on your ideal student. It’s tempting to just jump straight into the fun researching and 
mood boarding stage but this can lead you to lose focus quite quickly. Having a focus brief will stop 
you getting carried away and behaving like magpie. It will stop you from trying to include all of the 
elements that you come across and you’ll keep coming back to your brief and ask yourself “How does 
this present my brief?” my brand and my brief or if it could be for the brand.  
 
I always say when you’re creating your brief you should always have 3 keywords that really sum up 
what you want your brand to be known for. The truth is when you’re designing your new identity, you 
can't tick 100 different boxes. You’ll end up with a watered down, very confusing and messy design 
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and it won’t appeal to anyone as you’re trying to appeal to everyone. But if you’ve got 3 words and 
you know 3 sounds really achievable so you can be really strong and really focused on your design. 
For example, your 3 words might be clean, smart, distinctive. They might be fun, youthful, colorful. I 
want you to write down your 3 words for your brand. Write them down within your workbook that you 
will have received as well, or just on a scrap of paper. Just have a think about what 3 words you really 
want your brand, your studio brand, to be known for. Okay, so hopefully you’ve got them written down 
they’re going to come in handy a little bit later.  
 
So we’re going on to Step 2: Creating your vision. Now this is a fun part of brand styling process. I 
love this step because you can be as creative, brave and bold as you like. It is super, super fun. I love 
it.  I always recommend starting this process with a little bit of research. You should end up feeling 
really inspired by this process as you can see what is really possible with styling your brand.  
 
First off you’re going to get into your creative zone. You’re going to work out what you love and why. 
In this phase, you’re going to try—not trying to replicate another brand but you’re trying to take 
inspiration from other brands. I would highly recommend not taking inspirations from other studios, 
regardless of whether they’re you’re competition or not. I recommend looking at completely different 
businesses but they could be related to your niche. So for example, if you have a heavily focus on 
your studio in your preschool dance program, you might take inspiration from a local children’s clothing 
boutique for example. They might have the most beautiful colour palettes that really sings to your heart 
and you feel is going to really sing to the heart of your dream students. We’re trying to be distinctly 
you, not watered down version of someone else. 
 
So with all of this research, we’re going to be putting together a mood board. This is the fun bit. If 
you’re creative, you’re going to love it. Now all these wonderful, beautiful inspiration you’re finding, 
you don’t want to lose it. So we’re going to store all of these inspirational nuggets within your mood 
board.  
 
Now the way I want you to go about this is completely personal. If you’re happy with technology and 
finding most of your inspiration online, I recommend creating a secret board on Pinterest. This is only 
feasible to you and if you’re working with a brand stylist, you can invite them in via email. Here you 
have your online scrapbook of all your ideas. You can include colours, textures, fonts, absolutely 
anything that is really singing to your heart.  
 
If you’re more of a hands-on creative person, you can get yourself a scrapbook or a pin board and 
take cuttings from magazines, printouts, or even those little colored charts you can get from DIY stores 
with all the different paint brands, with different visuals which is really good for this. So this is all about 
fun. This is not about being too strategic about things. But you’ll still keep referring back to your brief 
because your brief is going to keep you in the zone and stop you getting into magpie syndrome. So it 
is tempting at this point to be like, ‘I like this. I like that. I want this. I need that.” And then you get 
completely off track and ends up being something completely unrelated to your actual brief. That’s 
why it was so important before to really get clear on your brief and your ideal students.  
 
So let’s think about your competition. And this is a really sticky area. I advise looking at their website 
in social media once. See what they’re doing, see what they’re trying to communicate but don’t try and 
emulate what they’re doing. Only look once. It is important to understand what your competition are 
up to but I don’t suggest that you start continually checking their social media feeds. Following your 
competition’s every mood is—move is the thief of joy. It is so bad for business. It’s going to harm your 
confidence and distract you from what you’re really wanting to do. So let’s pour our energies into your 
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own vision.  
 
Now Colour Psychology. This is your secret weapon when it comes to branding. This is the main tool 
that enables you to create a cohesive brand identity that resonates with your target audience. With 
colour we are trying to create that all important emotive and instinctive reaction. Remember it’s this 
reaction that compels people to buy into you and most importantly buy from you. Colour works on a 
subconscious level. And when we understand how different personalities react to colour, we can really 
structure our brand colour palette that has your dream students at the heart. It’s the gut response 
colour creates for people and we want a brand that feels as good as it looks.  
 
Your studio is going to fall into one of the four season personalities. Now this sounds bizarre but stick 
with me. Now I’ve included in the worksheet that you should have received a list, a little chart with 4 
different columns. Now what I would like you to do is take a minute, take your 3 words that you wrote 
down earlier and have a look through these columns and try and find your words. If your words are 
not there, try and find something similar.  
 
So I’m going to take a minute. Don’t worry about pausing the video, I’m just going to hang around 
whilst you complete this. So take a look down the little columns and if your words aren’t there, try to 
find something that’s similar. Just don’t overthink this and whatever you do, don’t try and select more 
than 3 words. We’re trying to be very selective here, so just 3. If you’re finding that you have 1 in each 
column, then look through those columns and see which contains the most words that really resonate 
with you. If you have 2 in one column but 1 in another, your column is the one with 2 in it. And if you 
have all 3 in one column, voila, that’s your season.  
 
When you’ve identified your season, either write it down or add it into the conversation. I’d love to see 
what you’ve all got. I find this fascinating because everybody is different and this is the really exciting 
creative part for me. There’s no right or wrong answer, there’s just your own personal answer, so don’t 
feel like, “I don’t want to be autumn or I want to be spring”. Stick with your 3 words just on this one.  
 
So hopefully now—by now you’ve kind of all identified which season you’re falling into. If you’re not 
quite there, feel free to pause the video and join in again when you’re ready. So, how you’ve identified 
your season? Let’s take a look at what this means about your studio personality. Your season is going 
to dictate the tone of colour palette, the shapes you use, the fonts and even patterns you chose. Each 
season has positive and negative qualities to it. What’s really important is that you stick to one season 
only so that you only communicate the positive qualities of that season and avoid any potential 
negative connotations when things get a bit muddled and muddy if your kind of switch between too 
many seasons.  
 
So let’s see what spring studios mean. If you’ve identified your studio season personality as being 
spring, you’ve got key attributes, colours and fonts that are going to sit within that season. So spring 
attributes include, clarity, simplicity, they’re sparkling, forward thinking, creative, open, communicative, 
bursting with life, bubbly, on trend, contemporary, quick thinking, friendly and optimistic. The usual 
colour palette for spring studios, they usually they have light, bright and clear colours. Think the bright 
warmth of spring bulbs or the pustules of spring blossom. Colours like primrose yellow and lime green. 
Spring studios use fonts with clarity, and rounded shapes and usually very fine lines. Studios with a 
particularly youthful focus on pre-school and children based programs, 10-4, usually within spring 
season. 
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Now let’s take a look at summer. So summer studios, we have elegant, romantic, graceful, reserved, 
efficient, balanced, harmonious, abstract, dreamy, luxurious, quality and aspirational. The usual colour 
for summer studios include cool, delicate and muted hues. Think lavender, English roses, and even 
traditional colours such as navy blue and British raisin green. Think beautiful script fonts and traditional 
serif fonts. They’re kind of the norm because they give that feeling of quality that some studios really 
project. Think flowing, elegant lines, delicate florals and water colours. Studios with a focus on ballet 
usually fall into the summer season because of the grace and elegance and the discipline that it 
portrayed through the branding. 
 
So autumn studios. We are passionate, warm, energetic, ambitious, earthly, authentic, abundant, 
cozy, comfortable, family oriented, lifelong learners and they usually have a lot of history to them. Their 
colour palettes are usually warm, intense but muted. Think about the leaves turning colour or colours 
of harvest. Autumn is definitely the season with the widest range of colours really. The fonts that 
autumn studios usually use are chunky, bold headers with more of a natural hand-rendered fonts. It 
kind of gives that feeling of approachability rather than being so bold. Usual studio that I see falling in 
this category is a salsa studio or studios that offer quite a lot of adult classes because it has this 
maturity, autumn studios. A lot of the community—studios who have been in the community for a very 
long time tend to fall into an autumn category just because of their heritage.  
 
So on to winter studios. Love you, love you, winter studios. They are strong, they’re dynamic, they’re 
dramatic and focused, they’re uncompromising, luxurious, opulent, lavish, glamorous, theatrical, 
decisive. It’s a very strong season with a definite feeling of opulence and a certain kind of luxury to 
studios in the winter season. The colours that they use are really cool, strong and clear. The ice blue, 
sparkling metallics and kind of neon tones. This is the only season that contains black and white. Black 
should not be used in any other season. If you’re a bit concerned about this, with—in terms of fonts 
and what have you, because a lot of people obviously use black within fonts in websites, and if you’re 
not necessarily a winter studio, there are so many alternatives. If you’re particularly worried, ask me 
in the Facebook group and I’ll kind of give you some ideas about different alternatives to just black. 
There are so many of them. So winter fonts are clean, they’re strong, they’re quite minimal but they 
have a really highly opulent feel. Think a luxury. So if you are a studio and you offer private reformer 
Pilates classes within a state-of-the-art studio, you’re definitely a winter studio. If you’re a dance or 
drama academy and you offer classical training at a kind of higher price tag, you are probably a winter 
studio as well.  
 
So now you’ve identified your season, you have a better understanding of the hue and tone of the 
colour that you’re going to work with for your personality. Now you can use any colour and change the 
tone to suit your particular message that you want to send out. In the workbook I put together for you, 
I’ve popped a little explanation of all the difference colors in there, which is a really, really handy 
resource if you want to come back and have a rebrand of your studio. It’s a really good point of 
reference really but it’s also just interesting to have a good old read about it. I would go into it here but 
I don’t want to make you sit here all day. I could write a whole book about one of this. 
 
So Typography. You can call it fonts, lettering, typefaces, whatever you want to call it. They all have a 
dramatic difference on the impact of your brand identity. Look beyond the system fonts that come 
preinstalled on your computer and you can find an exciting array of fonts with personality and style 
that really represent your studio. Choosing a white font to go with your colour palette and the other 
design elements can be game-changing for your brand.  
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What’s exciting about choosing fonts is the sheer selection and quality of the fonts available. You can 
have a quirky hand-drawn lettering to solid bold serifs. Once you start looking at fonts closely, you’ll 
see how tiny, small details really communicate subtle personality traits. You can compare it to very 
similar fonts. And when you compare them closely, you’re going to find that they have very different 
things to say about any business. This is a really fun, inspirational and slightly addictive part of the 
styling process.  
 
Included in your workbook, I did a description of the different types of fonts with kind of examples. And 
again this is a really good point of reference if you would like to restyle your brand in the future. We’ll 
just have a play around with your fonts and get them really clear now. You’ll find a selection of fonts 
that any brand stylist would have you avoid at all costs. These fonts that I’ve included in the workbook, 
they just lack finesse and they’ve just really been used to death really and they’re not communicating 
the same things for brands anymore. 
 
There is so many fonts that are available for you and they all have so much character and personality 
and style. And they’re really low-cost and majority of them are free. If you go to Google Fonts, you can 
download any of them onto a computer so you can use them within your website, in marketing 
materials, within registration forms, absolutely anything.  
 
So with your fonts I want you to narrow it down and have definite fonts for your logo and strapline and 
you’re not going to use those fonts anywhere else. The logo and strapline font you do not use 
anywhere else because it just—it detracts from your actual logo itself. You’re going need a font for 
headlines, a font for body copy and at least one accent font that really adds interest. You can maybe 
use this old testimonial or to highlight something on your website. A very exciting part.  
 
So Step Three: Your Brand Style Guide. I’ve created a template for your within your workbook. You 
can literally just insert your colours, your logos, your fonts and voila, you have your brand style guide. 
It’s as easy as that.  
 
So at the top, you’re going to insert your logo and any variations. So you might have a big and small 
logo, you may have a text logo or like a little icon you might use. You’re going to put all of them and 
their variations at the top. Next, I want you to get really, really clear on your colour palette. I’ve put 
space for 5 colours, and you can have more if you want but please don’t go overboard as things start 
getting really muddled and unclear. If you stick to 5, you’re going to be in a good place. In these circles, 
I want you to input your colour, your 5 different colours. If you don’t have 5, that’s fine as well. Then 
over that circle with your colour, I want you to pop a little text box and include hex colour code. Now 
this code is made up of letters and numbers and has a # in front of it and this is the most universally 
understood and translated on to different platforms so you know you’re going to be getting the same 
colour on your website, on your marketing materials, etcetera. Fox example the hex code we use for 
Studio Expansion turquoise, it’s background, is #3ADFF2. That’s the kind of layout you should expect 
from your hex code. If you have any trouble trying to find your hex codes, just let me know in the 
Facebook group and I can help you find out what your hex codes are. It’s going to be really helpful for 
you.  
 
So next up I want you to include your typography. So we want a heading font, a body font and an 
accent font. Just 3, let’s start with 3. Let’s not go too wild. Really, I feel a lot studio owners using a 
number of fonts and not just using the specific brand related fonts. I want you to get really laser-
focused on this. I want you to pick those 3 fonts and I want you to insert them into your style guide 
and never use a different font for your studio again. That’s your challenge. So pop the name of that 
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font in the style of that font. So if you’re going to use, for example, railway, railway is one of my 
favorites. I love it. Fantastic. You will find railway in that typeface in your brand style guide.  
 
Now underneath typography, we’re going to have your textures, icons and patterns that you’re going 
to use for your studio identity that is really distinctly you. Now you may already be using some. You 
might not be—it might be something that you now want to consider maybe using. It could be a 
silhouette of a dancer maybe or a musical note icon, something like that or something related to your 
studio. Now you could have absolutely anything in this section. If you use it, put it in there. If you want 
to use something, put it in there, see how it works, see how it translates with your brand. If it doesn’t 
work, you can take it out, start again. That’s the beauty of this process. You want these icons really to 
be synonymous with your brand identity and you’re going to use them strategically.  
 
If you’re really unsure about anything that we’re talking about this brand style guide, please just ask 
me in the Facebook group. I’m going to be there all day, everyday. So just don’t be afraid to ask me 
any questions that you might have about any of this.  
 
Now I'm a big lover of Canva and I know a lot of studio owners are as well, because you can create 
all sorts in Canva, all for free or with a Canva for Work account. Now if you haven’t already, what I’d 
love for you to do is take your brand style guide and input your brand colours and your fonts into 
Canva. So this is as easy as just inputting your hex code and then it’s there for you. Every single time 
you want to create something, it makes life a breeze. You’ll love this. If you haven’t already done this, 
do it now. That’s going to be your first thing to do.  
 
Now I would love to see of all of your studio style guides if you post them at Studio Squared Facebook 
group and share your creations, I would love it. If you need any guidance, again feel free to ask. If you 
want to bounce ideas off one another, I’ll be there as well to help you out.  I really want to help you out 
because it’s such a fun process and seeing everyone’s style guide. It is going to be just much cool—
it’s just going to be—make your life so super easy when you’re trying to create anything in the future, 
even if you’re trying to outsource things. If you’re trying to outsource for Facebook ads or for your 
website or anything like that you can hand that over to them and know that they have absolutely 
everything they need to create something that is distinctly you. They’re not going to come back and 
you’re going to “What the heck is that? That does not look like me and my brand.” This is going to be 
transformational with—for your business.  
 
So it has been an absolute pleasure just to scratch the surface with this with you today.  I wish I could 
have been here live with you, but unfortunately at the time this is going off, I think it will be around 
midnight in the UK, so I’ll be catching up with my beauty sleep. But yeah, I could talk all day until the 
cows come home about branding and studio branding in particular, but I will let you get on with your 
day. I look forward to seeing all your creations in Facebook. And please don’t be afraid to reach out 
for advice. I’m here for you guys. I really want to see you make some fantastical, magical things 
happen. So don’t be afraid to reach out.  
 
Have the most wonderful day and I look forward to seeing you on Facebook. Bye. 
 
 
 
 
 


