The Small Business
Branding Playbook

Five decisions, one consistent system, and the difference between a business that looks
put-together and one that looks improvised.
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THE BRANDING PLAYBOOK

BRAND IDENTITY

Your brand looks a little different
everywhere it shows up.

% Your logo, website, and social posts all use slightly different colors and fonts.
% There’s no style guide, so every new hire or vendor makes a slightly different call.
% Your brand hasn’t changed on purpose — it's just drifted a little every year.

% Customers can’t quite describe what makes your business feel different from the next one.

10-33% 70%+ 81%

REVENUE INCREASE FROM OF SMALL BUSINESSES CALL OF COMPANIES STILL PUBLISH
CONSISTENT BRANDING BRANDING CRITICAL TO GROWTH OFF-BRAND CONTENT
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THE BRANDING PLAYBOOK

WHAT'’S INSIDE

Seven practical chapters. No fluff.

01 Why “I'll Know It When | See It” Branding Fails

The hidden cost of making brand decisions one at a time instead of as a system.

02 The Five Decisions That Make Up a Brand Identity

Everything else — your website, your social posts, your packaging — is downstream of these.

03 Choosing Colors and Fonts That Actually Fit Your Business

Less about personal taste, more about matching perception to reality.

04 Writing a Brand Voice You Can Actually Stick To

The written equivalent of your visual identity — and the one most businesses skip.

05 Building a Style Guide (Even a One-Page One)

The single document that keeps a growing business from drifting off-brand.

06 Where Brand Consistency Breaks Down — and How to Fix It

The predictable moments a brand starts to drift, and the cheap fixes for each.

07 Your Rebrand-or-Refine Checklist

How to tell whether you need a full rebrand or a lighter touch-up.
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THE BRANDING PLAYBOOK

CHAPTER 01 - OF 07

O-I Why “I'll Know It When | See It” Branding
Fails

The hidden cost of making brand decisions one at a time instead of as a system.

Most small businesses don’t set out to have an inconsistent brand. It happens one decision at a time. A logo
gets designed in one sitting. A year later, someone picks a “close enough” blue for the website because nobody
wrote down the exact one. Social graphics get made in whatever template looked good that week. None of
these were bad decisions in isolation — they just weren't made against any shared standard, because no
standard existed yet.

This is what “I'll know it when | see it” branding actually costs you: not one big ugly mistake, but a slow
accumulation of small mismatches that add up to a business that reads as unfinished. Customers may not be
able to name what’s wrong, but they feel it — the same instinct that makes a knockoff product feel slightly off
before you can say exactly why.

A brand identity solves this by turning a string of one-off creative decisions into a small set of standards, made
once, applied everywhere. It's not about being more “creative” — it's about being decided. Once your colors,
fonts, and voice are defined, every future decision gets faster and more consistent, because there’s no debate
left to have.

The businesses that look the most “put together” usually aren’t the ones with the most expensive design.
They're the ones where every touchpoint was clearly made by the same hand, working from the same rules.

The tell
Open your website, your Instagram, and your last invoice side by side. If they don’t immediately look like the

same company, that’s not a taste problem — it's a missing-system problem.
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THE BRANDING PLAYBOOK

CHAPTER 02 - OF 07

02 The Five Decisions That Make Up a Brand
Identity

Everything else — your website, your social posts, your packaging — is downstream of
these.

A brand identity is smaller than most people expect. It comes down to five decisions, made deliberately and
written down, that every future design choice can be checked against.

Logo — your primary mark, plus the alternate versions you'll actually need: a submark or icon for small spaces, a
horizontal lockup, and a version that works in a single color. Color palette — a primary color, one or two
supporting colors, and a neutral or two, each with an exact hex code so “close enough” is never a decision
anyone has to make again. Typography — one typeface for headlines, one for body text, chosen to be legible
and licensed for how you'll actually use them.

Voice — the tone your business writes and speaks in, distinct from the visual identity but just as consistent.
Imagery style — the kind of photography and graphics that look like “you” versus generic stock. Together, these
five decisions are the entire system. A logo alone isn't a brand identity — it's one piece of one.

Once these five are defined, they don’t need to be reinvented for every new website page, flyer, or social post.
They need to be applied. That’s the entire point: less creative debate per project, more consistency across all of
them.
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THE BRANDING PLAYBOOK

CHAPTER 03 - OF 07

O 3 Choosing Colors and Fonts That Actually Fit
Your Business

Less about personal taste, more about matching perception to reality.

Color and typography choices aren’t really about what you personally like best — they’re about what they
signal to a customer before a single word is read. A law firm in bright pink sends a different message than a law

firm in navy, regardless of how well either is executed. The question isn’'t “what’s my favorite color,” it's “what
does my ideal customer need to feel to trust this business.”

Color carries emotional shorthand that's remarkably consistent across contexts: blue reads as trustworthy and
calm, which is why it dominates finance and healthcare. Green reads as natural or growth-oriented, common in
wellness and sustainability. Warm colors like orange and red read as energetic and approachable, common in
food and retail. None of these are rules, but they're strong defaults worth understanding before you
deliberately break them.

Typography sends a similar signal through shape alone. Serif fonts (with small feet on the letters) read as
established, traditional, editorial. Sans-serif fonts read as modern, clean, direct. Script fonts read as personal or
handmade. The mismatch to avoid is a playful script paired with a business that needs to be taken seriously for
a large purchase, or a rigid corporate sans-serif for a business that’s supposed to feel warm and personal.

The practical test: show your color palette and typeface pairing to five people who don’t know your business,
and ask what kind of company they’'d guess it is. If the answers land close to reality, the choices are working.

Keep the palette small
One primary color, one or two supporting colors, one or two neutrals. A palette with six “equally important”

colors isn't a system — it's a menu, and it’s the fastest way back to inconsistency.
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THE BRANDING PLAYBOOK

CHAPTER 04 - OF 07

O 4 Writing a Brand Voice You Can Actually
Stick To

The written equivalent of your visual identity — and the one most businesses skip.

Brand voice is how your business sounds in writing — on your website, in emails, on social captions, in the away
message on your voicemail. Most small businesses have a visual identity and no defined voice at all, which
means every piece of writing gets reinvented from scratch, often by whoever's available that day. The result
reads exactly like what it is: several different people, several different tones, no throughline.

A usable brand voice doesn’t need to be elaborate. It needs three things: a short description of the tone (“warm
but direct, never salesy”), three to five words that describe what you sound like (confident, plain-spoken, a little
dry), and a couple of before/after examples showing generic copy rewritten in your voice.

The easiest way to define it: pull up five pieces of writing you've already sent — the ones that felt most like
“you” — and the ones that felt off. What's different between them isn’t usually vocabulary. It's sentence length,
formality, how much personality is allowed to show, and whether you sound like you're selling or explaining.

Once it's written down, voice becomes something you can actually hand to someone else — a new hire, a
freelance copywriter, an Al tool — and get consistent results from, instead of re-explaining “just make it sound
like us” every single time.
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THE BRANDING PLAYBOOK

CHAPTER 05 - OF 07

O 5 Building a Style Guide (Even a One-Page
One)

The single document that keeps a growing business from drifting off-brand.

A style guide is the document version of everything in this playbook so far — your logo files and usage rules,
your exact color codes, your typefaces, your voice description — collected in one place that anyone can
reference without asking you directly. It doesn’t need to be fifty pages. A single page that covers the essentials
beats an exhaustive guide that never gets finished or shared.

At minimum, it should include: the logo in its approved versions, with clear space and minimum size rules; hex
codes for every color in the palette; the two typefaces and where each is used; three to five voice descriptors
with an example; and a short “don’t” section — the most common misuses you want to prevent, like stretching
the logo or using an off-palette color because it “matched the photo.”

The style guide earns its keep the moment someone other than you needs to make a brand decision — a
printer, a new employee, a freelancer building a flyer. Instead of a back-and-forth explaining what’s “on brand,”
you hand them one document and the guesswork disappears.

Minimum viable version
If a full guide feels like too much right now, start with a single page: logo files, three hex codes, two font names,

and five words that describe your voice. That alone will stop most day-to-day drift.
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THE BRANDING PLAYBOOK

CHAPTER 06 - OF 07

O 6 Where Brand Consistency Breaks Down —
and How to Fix It

The predictable moments a brand starts to drift, and the cheap fixes for each.

Brand drift almost always happens at the same handful of moments, which makes it fixable once you know
what to watch for. It happens when someone new joins the team and wasn't handed a style guide, so they
make reasonable-sounding guesses that don’t quite match. It happens when a rush job skips the usual process
— the flyer needed by tomorrow morning gets built from whatever’s on hand instead of the approved files.

It happens when a business grows into a new channel — a TikTok account, a physical storefront, a wholesale
catalog — that the original brand identity never accounted for, so decisions get made from scratch without
reference to what already exists. And it happens gradually, through hundreds of tiny individual choices that
each felt too small to matter at the time.

The fix for all four is the same: a single source of truth — the style guide — that’s actually shared with everyone
who touches the brand, plus a five-minute habit of checking new material against it before it goes out.
Consistency isn't maintained by talent. It's maintained by a reference document and a habit of using it.
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THE BRANDING PLAYBOOK

CHAPTER 07 - OF 07

07 Your Rebrand-or-Refine Checklist

How to tell whether you need a full rebrand or a lighter touch-up.

Not every inconsistent brand needs to be torn down and rebuilt. Most small businesses need a refine —
tightening what already exists — not a rebrand from zero. Run through this checklist to see which situation
you're actually in.

Your logo still represents what the business does and who it serves today.

You can name your brand colors without opening a file to check.

Your website, social profiles, and print materials use the same fonts.

You have a style guide, even an informal one, that others can reference.

Your brand voice sounds like an actual person, not a generic template.

New team members or vendors can find brand assets without asking you directly.
Your brand still fits who your business serves now, not who it served years ago.

0
0
0
0
0
0
0
0

You'd be comfortable handing your brand files to a new designer today.
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WHEN YOU'RE READY FOR THE REAL THING

We build brand systems, not just logos.

Read the playbook, then hand it off. We design a complete, consistent identity — logo, color, type, voice,
and guidelines — built to hold up as your business grows.

v/ Logo & full visual identity
v/ Color, type & voice system
v/ A style guide your whole team can use

v Applied across web, print & social

Logo Package
3 concepts - revisions - all files

$900

Brand Identity
logo - colors - fonts - style guide

$1,800

Start Your Brand Project

hello@joskieproductions.com - joskieproductions.com - Portland, OR & remote nationwide

JOSKIEPRODUCTIONS.COM PORTLAND, OR - WEB - BRAND - GROWTH



