
Janice Hostager: 0:01
Branding for your business is kind of hard to define. I thinkwe know good branding
whenwe see it, but it's really kind of hard to put intowords. In reality, a brand is
something that other people define for you. You can't fully guarantee that how you
shape your brand is how others will see it, but we, as business owners, can certainly
influence our brand. That's why it's helpful to have done your branding homework, and
that's just what we're going to talk about in this episode.

Janice Hostager: 0:30
If we haven't met yet, this is myWeeklyMarketing and I'm Janice Hostager. On this
week's episode, I've invitedWhitney Bateson.Whitney's a website designer and
branding expert, whowill talk to us about what a strong brand looks like and how you
can create one for your business too. But, starting our conversation, she talks about
what it's like to travel full time. Yep, she travels theworld working remotely from
destinations such as Colombia, Portugal and Indonesia. Pretty cool, right? Here's my
conversationwithWhitney.

Hey,Whitney, thank you for joiningme this evening, I should say becausewhere you are,
it's evening, right? So tell us about where you are and yeah, thank you somuch for
havingme.

Whitney Bateson: 1:15
I'm in Lisbon, Portugal, right now, so I am a bit of a digital nomad. It's not a term that I
actually like awhole lot, because I think it very connotes the idea of working from
hammocks and kind of like jetting around, you know, week toweek, different places, but
I like to call myself a full-time traveler. So I actually started traveling before the
pandemic, a couple of years before it, and I've been doing it now for six years, just
buildingmy business, working around theworld. My clients aremainly in the US and
Canada and those kinds of areas, so I don't necessarily pick up business as I go, but I just
takemy computer and the internet. I'm good to go.

Janice Hostager: 1:56
That is one of the things I just love about technology. Now, right, I mean, definitely
during the pandemic, it came in handy, for sure, but the fact that you can just you
literally canwork from anywhere, that you have the internet. How long do you stay in
places typically?



Whitney Bateson: 2:20
Sowe always traveledwithmy husband, who I actually met inmy first year. I did a travel
program. It was a company, um, it's called remote year, and they organize travel and all
the logistics for a year, uh, or shorter if youwant to do that with a group of people. And
so I met him through that program. So I did not start this onmy own.

Whitney Bateson: 2:38
Cold Turkey definitely had an agency doing all the logistics and then after you do it you
know it was called the kind of travel with training wheels and then after you do it for a
while, you start kind of getting into the habit of like “Okay, this is how I can research a
country and I can. Okay, this is how visas work, this is how finding a SIM card in a new
country works” and you know, you kind of start feelingmore comfortable. But so that
was for that time. It was 12 countries in 12months, so it was one country amonth for an
entire year.We did yeah, it was, it was a lot, it was too fast, it was.

Whitney Bateson: 3:14
It was nice to see theworld andwe stayed in Europe for a third of the year. Thenwe
went to Asia for a third of the year and thenwe did Latin America for a third of the year.
So at least weweren't changing time zones drastically during that time, because if that
was happening, then I never. You know already it was a little challenging, but then, um,
so that's been good. But now these days we try to stay twomonths or threemonths if
we can, if longer.We stayed in Panama recently for sixmonths.We're going to Columbia
next andwe're thinking I'm voting for like let's stay there as long as humanly possible,
just because I'm a little tired. But yeah, andwewere inMauritius during the pandemic
andwewere there for a year and a half. So it depends. But you know, staying for a year
you kind of start feeling like you're living there and it's not as exciting anymore and
there's different visa implications and tax implications and all of that too. You stay in
places for longer periods of time, so you have toweigh all of that as well, but it keeps life
really interesting.

Janice Hostager: 4:28
Yes, I mean I could talk to you for hours about this, butmy husband hadwe lived in
England andwe lived in Sweden, and thenwe did traveling while wewere there too,
becausemy husband's a college professor and so he had these opportunities to teach in
different universities around theworld. But I waswith two little kids at the time and
after a while you do kind of especially if there's a language barrier you do kind of get
kind of overwhelmed. And I rememberwewere planning on spending Christmas in Italy,
one year after having spent amonth in France and several months prior to that in



England, and I just had ameltdown. I was like I cannot do onemore culture. I cannot do
onemore language I cannot do.

Janice Hostager: 5:17
You know, and it's just really. You know, you don't realize it, and it's very fun and very,
full of adventure, but at the same time, my kids were starting to fray. I can't even
imagine. Yeah, you know, andwe just ended up going back to France and having a lovely
Christmas there.

Whitney Bateson: 5:40
I mean, youwent back to France. You didn't retreat all theway back, you know so, but at
least it was somewhere that wasmore familiar thanwhere youwere planning to go
next. Right yeah.

Janice Hostager: 5:50
We had just planned on going to Italy right across the border, but you know it was so it
does sound fun and it is amazing and I just feel so blessed to have had that opportunity,
but at the same time, it definitely has its challenges, for sure, and every country is
different. Like youmentioned, immigration not immigration, but visa and social work
visas, if you have that, which it does sound like you do because you bothwork remotely,
right?

Whitney Bateson: 6:18
Just the tourist visa? Yeah, exactly so. But yeah, it's. You know, it's almost like a lot of
little um, like challenges every single day like, okay, what's the hairdresser, I'm going to
seewhat.Where's the grocery?What do they call grocery stores? You know, like it just
is, if you're staying for longer term rent, like in Panama, I had to figure out how to pay
the electric bill and that was awhole challenge and awhole wild goose chase to figure
out. And so it's fun and you know, you learn all these things and you learn to be very,
very flexible.

Whitney Bateson: 6:52
I feel like I've gotten really good at getting comfortable. Once I land in a place, within a
week I feel like, okay, yeah, I could stay here forever. You know, this is great. Yeah, I think
it's. It's helpedwithmy adaptability a whole lot. But yeah, we are looking for just like a
little bit more stability. Maybemake some friends in a place, come back to a place and
have some routine, but never stop traveling fully.We're, we're not.We don't have any



plans or desires to just live in one spot, butmoremaybe do like a quarter of the year
here, a third of the year after the year here and then go somewhere else.

Janice Hostager: 7:28
So oh, very cool Very cool.

Janice Hostager: 7:31
Yeah. So your story about paying the electric bill remindedme that whenmy daughter
and I andmy in-laws came to visit andwewere in Paris andmy daughter got a terrible
case of stomach flu, and so I waswandering all around Paris, not sure, looking for
popsicles, right? Sowhich is what we call them here in the US. In England they call them
ice lollies. I had no ideawhat the Frenchwordwas, and so, you know, I'm just trying to
communicate inmy school girl French, which is terrible. Even though I had five years of
French, I still, you know, it's like they don't teach us everyword. This was before I had a
smartphone inmy pocket.

Janice Hostager: 8:13
So, yeah, it was like I'm sure you keep journals and thewhole process of this, but yeah,
you should write a book afterwards, because I think there's going to be a cause. I felt like
I should have because if you, you're, if you're a parent and you're taking kids to Europe,
here's some things you need to know straight up, yeah, and even if you know you don't
have kids and you're going living anywhere else, in another country. There are some
things you should do um and know about beforehand, but anyway, I am totally off topic
herewe're talking yeah, so. So how did you get into branding andmarketing and all of
that?

Whitney Bateson: 8:55
So I, as a young kid, I always loved art and design and all that, but I just didn't think you
could have a career in it. So I went themore logical route and pursued a science degree
and got into nutrition and dietetics and I did that for 10 years. So that wasmy first
career. But I foundways to bring in the communications, themarketing, the design, as I
was creatingmaterials for nutrition education, or we had to. I was working in DC public
schools andwewere introducing salad bars andwe had to teach all the kids how to use
the salad bar without getting your hands in everything and all of that. And sowe kind of
branded it.Wemade a nice little package that we could give to the school so that they
could put signs up and educate the kids and all of that.

Whitney Bateson: 9:44



And I had to train people and it just really hit home forme that in order for ourmessages
to be heard, nomatter what professional we are, we really need to ensure that it's being
communicated in away that people want to hear and see. Otherwise it's just we're not
doing any good.

Whitney Bateson: 10:02
And I saw that I had this gift to figure out away to communicate things that were
technical or not interesting like how to use a salad bar in away that was a little bit more
interesting and something that people would actually want to listen to and hear, and so I
really had this passion to take that and help other health practitioners and dietitians and
wellness folks, to help them communicate and reach their customersmore and really be
seen as experts, because I know that for somany I mean somany entrepreneurs no
matter where they're learning, they're not learningmarketing and design, necessarily,
and branding.

Whitney Bateson: 10:43
They're focusing on the business, and focusing on however they started their business.
You know they're great at that skill, but they're not also learning all these other things,
but it's just so critical and important, so I just made the shift and startedworking in this
field of branding andmarketing andwebsites. I really enjoy thewhole process of
creating websites, and obviously, in order to have a great website, we need to first have
a really great brand. So it was always important, as I was workingwith clients, to ensure
that theywere really clear on their brand andwhat theywere trying to get across,
becausewe can't create a powerful website until we have a powerful brand.

Janice Hostager: 11:27
Oh yeah. I'm glad you said that, because I used to have a design agency andwhen people
would come tome for a logo, theywould say I just need some branding. And I remember
a couple of timeswhere I would sit downwith them and just start going in deep and
talking about their mission and their vision and all the things, and theywere a little put
off by that because they just weren't expecting that. You know, but a brand is not
something that is a logo or fonts or colors, right? So talk to usmore about how a brand is
deeper than that.

Whitney Bateson: 12:06
Right, right. So a brand begins with how you are positioning your business andwho you
are and all of that. And really a brand is how youwant to form this relationship with
your customers and how you're going to be showing up for them and really allowing
yourself to figure out what is this great first impression I'm going to be giving to



customers and thenwhat can they keep expecting from this relationship? As time goes
on, it's like this roadmap of okay, this is how I'm going to look inmy business, this is how
I'm going to speak inmy business, this is just how I'm going to be, and it's honestly
having that predictability, it's building trust. And going back to parenting if you're
parenting your child and every day you're acting differently to them, like one day you're
being all nice and sweet and then the next day you're screaming at them and then the
next day they're going to just be like what the heck is going on here, like this is so
unpredictable. You know theymay not say that to themselves, but they're definitely not
going to, it's not going to be a good interaction. Sowewant our brands yeah, wewant
our brand to to really be that predictable place, becausewe need our customers to build
that know, like and trust factor with us. And if we are not letting them know hey, this is
whowe are, this is what you can expect when youworkwithme then they're not going
to trust you and they're just not going to buy from you. And, honestly, a haphazard
brand at its worst is going to just completely repel customers and turn them away, and
at its best it's just going to bore your customers. So, okay, maybe your brand is okay,
maybe it's not sending people away, but it's also not connecting with them on that
deeper emotional level, and instead they're going away from thewebsite, they're
scrolling past you on social media, they're leaving thewebinar that you started and
thought it was going to be great, and they're like no, becausewe're just not having that
strong brand. So theworld is really crowded.

Whitney Bateson: 14:26
Customers do have a lot of options, and so they'remaking these quick judgments,
they're going off of their feelings and these gut reactions, and so our brand is howwe
stand out, and so our brand is howwe stand out. It's howwe get our customers to feel
like we see them andwe understand them and really from that first interaction, and
really make them feel like your business is tailor-made for them, because our business is
the perfect solution for our ideal customer out there, andwewant them to feel like this
was tailor-made for them so that when they are hearing what you're saying they're
seeing your content, they are just saying like wow, this is for me. How did she know that?
This is exactly how I'm feeling. This feels so comfortable. I want to just devour the
content, the emails that are coming out, all of that stuff. That's really what wewant.We
want to just devour the content, the emails that are coming out, all of that stuff. That's
really what wewant.Wewant people to feel like we read their minds, and that takes
time. I definitely will say.

Whitney Bateson: 15:23
When I was startingmy business, I was like I don't really knowwhat people need. I'm
taking guesses, and I thinkwe all are taking guesses all throughout our business. As



we're launching a new product or positioning ourselves in a newway ormaybe going
after like a slightly different audience, we are going to have tomake some educated
guesses about. Okay, what is it that our customers are going to resonatewith when it
comes to our brand?What is that thing that they need to see and hear? But the best way
is to start andmake a guess andwork through a process to kind of surface those guesses
and those best guesses. And then, as you interact with your customers, you're going to
be picking up little clues here and there of oh, this is something that people are telling
me they're really struggling with, or this is a phrase that they keep using about this, and
then you can keep adjusting from there too.

Janice Hostager: 16:17
So Love that.

Janice Hostager: 16:18
There's a couple of things you said. First of all, you said that you know somebodywill
just know if it's right for them, and I and I love that, because somuch of what we pick up
on is not even rational thought. You know, youmay go to awebinar and just immediately
know that this person is not for you. Or go to awebsite and say, you know this is notmy
thingWhatever, but it also has to be. I think it has to be kind of amarriage betweenwhat
they're looking for, but also you need to be true to your own personal brand andwho
you are, and for a lot of entrepreneurs, you are your brand, at least initially.

Janice Hostager: 16:58
Even bigger corporations, like there is somuch of Steve Jobs in Apple, for example, right.
So they started out that way and of course you know he's gone now, but Apple still lives
on and they have a brand that really was, I think, hasn't changed awhole lot fromwhen
hewas there, because it worked for them, obviously, you know, versus a brand that's
more generic, for example, so, how do you feel like? How is it that you can distinguish
yourself from everybody else out there? You can distinguish yourself from everybody
else out there.What's the first step in doing that? That wouldmake sure that your brand
is unique. To look inward first and say, okay, who am I, or what am I about, what's the?
process that you recommend that people do like in your online course.

Whitney Bateson: 17:49
Yeah, so I would recommend answering a couple of questions, and these are going to be
getting at kind of like what youwerementioningwith themission and vision and all of
that, and then they're going to help you start forming that idea of like what your
business is about andwhat your brand is about. So, first off, who your ideal customer is
and that can be you knowwe'vemaybe seen people talk about, okay, you knowwhat's



the age, what's the gender andwhat's their education level and all that. It's like, yes,
those things can be helpful, but I would just almost word vomit, like who is this person in
yourmind that youwould love toworkwith and just go and talk about it and try and
describe them.What are the things that they like to do?What are the things they like to
read?What are they struggling with?What are the things that are really just keeping
them up?What are the things that they've been trying? So, getting to that
understanding of your ideal customer, which, funny enough, is similar. I had these
experiences when I was doing customwork in the past, where people wanted branding
and I sent them a questionnaire to get started, and this is now the questionnaire that I
give our students in our course.

Whitney Bateson: 19:03
But it's asking these deep questions of like, who's your ideal customer? And I think it's
surprising that there's a lot of businesses that actually aren't that clear about who their
ideal customer is, so that's really important. That's then going to keep driving it forward.
Sowhat they're struggling with, what their needs are, all of that and then thinking about
how is your product or servicemeeting those needs?What is the thing that you are
doing that is addressing that problem? And then how is what you're doing different from
what's out there? And you could go about that a few different ways, but you could just
be talking about the things that your customers have already been trying that haven't
beenworking for them, and that's why your solution is a solution that's going towork
for them.

Whitney Bateson: 19:52
And so defining, just like how you're different, what you've seen out there, that you
think there's somethingwrongwith it, and this is why your product exists and your
service exists, because I think every business owner, if you do talk to them and you say
you knowwhy did?Why did you start this business?Why are you so passionate about
this? They're all going to have some kind of deep personal story about whatmade them
want to start that business, and I think that that's really a great place to go and explore,
because that is similar to what youwere saying about your brand. Is you, when you're
getting started, your brand is going to come from your heart.Why did you start your
business?Why are you so passionate about serving this personwith this solution? And
themore you can just kind of get that written out and teased out, I think that's really
going to help.

Whitney Bateson: 20:46
And then just kind of a little bit also of like why your customers should believe you that
your claims of what you do are going to help them. How are you the one that is best



equipped to serve them? Is it because you've been doing it for 20 years? And I kind of
toldmy story at the beginning of how I saw the value in creating great branding and
marketingmaterials and communicationmaterials and how that can really translate
into things. So even just what you've seen that is making you feel that this is going to be
the right solution and just why you're qualified to be the one actually providing this
service.

Whitney Bateson: 21:29
And even if you're getting started, because the branding process is often at the
beginning of the business and if it's a new business, maybe you don't have customer
testimonials and a lot of success stories. Somaybe a business ownermay feel like, oh
well, I can't really say that, why should they believeme? It's like, well, there's something
in your background that hasmade you get up to this point, that you feel confident that
you can get this business going and help people. Sowhat is it that you've done? And I
think that also having those unique perspectives is what creates the uniqueness of your
brand and the uniqueness of your business.

Whitney Bateson: 22:09
If you're just going off okay, I'm just going to yeah, it's amomswith kids, I want to give
themmeal plans and it's better because the othermeal plans out there aren't good.Why
do I want to do this? I don't know. I just need tomake somemoney.Why am I equipped? I
mean, I know I'vemademeal plans formyself. Like there's no heart there. So you're not
going to differentiate from the competition because you didn't really connect yourself
emotionally with your brand. So you have to kind of form that connection and then that
is the connection that we're then going to put into the rest of our brandmaterials and as
a brand expands out into visuals and copy and all of that kind of stuff.

Janice Hostager: 22:59
How do you feel like, okay, if I have a small business andmaybe I kind of went and kind
of followed somebody else that was a little more successful and I feel sort of like I
adopted their brand a little bit, how do you know if you have a strong brand? First of all, I
would ask you, is that a good process? But we all know that's not A brand that sets you
apart, right? So if you're following somebody else and I thinkwe all do that, especially
whenwe're starting our businesses we'll look at another website andwe'll say, oh, I love
this website, I want tomake one just like that, or a logo that you really like, or the colors
or whatever. So how do you know if your brand is truly effective or what? Is there away
to know or how?Howwould you figure that out?

Whitney Bateson: 24:08



Yeah, I would say like you know, first, if you didn't go through the process, I just talked
about asking these questions. And having all that informationwhen youwent into then
your visual branding process so I’ll just talk about the visuals evenwhen I said the
brands are you know. If youwent into that visual process of like, okay, I'm going to pick
these colors because, yeah, maybe it's a slightly different shade of green, but generally
it's kind of picking the same colors that I've seen out there. But if you are just picking
them because you saw a competitor use those, then that's not going to line up and
matchwell, because you didn't take the time to say, okay, this is whatmy business is
about. Now I'm going to select the visuals based on how Iwantmy customers to feel,
because you start after you create your brand personality and that positioning, you're
then going to start thinking about, well, how does this extend now into the aesthetic
that represents this feeling? And you can be there. I have a brandingworkbook that I'll
share the link for. I have someword banks that people can use to kind of just start
associating words with how, howwould customers describe your business and all of
that, and then the kinds of colors, even in fonts, that would represent that. And so if, if
you didn't go through that process and you just literally were like this is my business and
now I'm going to go and pick some colors, then I would say that, even if, because it's
really hard to pinpoint what's not working in our business if we're not getting customers
coming in the door, it's really hard to know is it my brand? Is it mywebsite? Is it my
price? Is it my discovery call process? Is it that the services are not? Is it my copy?

Whitney Bateson: 25:55
You know, I think the best thing that we can do is look atmore of these, these tangible
things of well. Did I go through the process of clarifyingmy brand? If I didn't do that,
then I need to do that. If you did go through that process and you came upwith a brand
and you're still not sure if that brand is working forme or not, I would say I would look
then at some of these other things I just mentioned, like what are your services?Who
are you selling them to? Are they really addressing a problem?Who are you selling them
to? Are they really addressing a problem?

Whitney Bateson: 26:44
Can I get evenmore specific in how I am describing them orwho I'm selling them to? Am
I getting them in front of enough people? And then take those ideas of “Okay these are
some other things that are like the tangible services and all of that” and then look at
your brand and say, okay, is my brand going to support me in getting these services
really looking good and being clear. Is it that I have no brand voice and that I didn't get
clear on how the kinds of words that I'm using to describe things tomy customers? So
maybe it's just picking little pieces of where your brand is maybe not so strong, or it
needs to bemodified a little bit in the different parts of your business, versus just being



like, well, I need to rebrand because you know I'm not getting any sales, although I don't
thinkmost people go to their if they're having sales issues. I don't thinkmost people go
there if they're having sales issues. I don't thinkmost people like to look at their brand,
you know.

Janice Hostager: 27:37
Yeah, I think a lot of times people will grow tired of their brand, or at least their brand
components, before their customers ever will. You know, becausewe look at our
websites all the time and look at our logo all the time andwemay say, oh, it's just time
for something fresh. But thatmay not necessarily be the case. In fact, it can really work
against you in some cases, where even the huge corporations if you look I'm trying to
think of companies that have been around for generations you know that when they
rebrand or re-logo, put a new logo on something, they do it very gradually because they
don't want to lose people in the process. Right, Oftentimes not always, but that's often
the case.

Janice Hostager: 28:20
Yeah, So does strong brandingmatter? Nowwe can talk about how branding is
important, but how is it? Because somebodymay say, well, I just started a business, I
don't really have time to go intomywhole branding and have or have themoney to do
that. So how important is a brand really? Is that something that we should look at right
away? Is it something that canwait a little bit until we're a little further on in our
business, or what are your thoughts on that?

Whitney Bateson: 28:56
I would say that a strong brand is important, or at least defining your brand and then
using it consistently. Now do you need to go and spend thousands for a full brand suite
when youwere just starting out? Probably not. I think, going through the process of
figuring out who you are as a business andwho you serve and getting a logo, I think
keeping it simple is great. Picking some color palettes that are again fonts too, that are
really informed bywho youwant to be as a brand andwho you think your customers are
going to resonatewith, and then deciding on that and feeling good about it because you
can defend your choices. I think it's a good exercise, if you DIY your brand and you pick
your colors, to then explain to someonewhy you picked those colors, what theymean,
and if you're kind of like, well, I picked pink because I like pink, that's not a very strong
reason.Maybe I picked pink because it's warm and soft and nurturing and I'm really
looking to create this comforting, welcoming place forme. And it's this more peachy
pink. It's not like bubble gum in your face, pink. Then it's starting to feel like okay, you
picked that for a reason. I'm glad about that. So once you pick those things and there's



somemeaning and purpose behind the choices that you'vemade, thenwhat you really
need to be doing is just being consistent with how you use that branding. So I've seen
people where they pick.

Whitney Bateson: 30:40
Well, there's a few things that can gowrong. People can pick a bunch of different colors
for their color palette, and toomany colors is really not a brand, I would say and I have a
podcast episode about this too. Like I would say like twomain colors and then two like
supplemental accent colors, and then just use shades of those colors for different
purposes, but really pick like a primary color that is usedmost often and then a second
one. So I think that's a problem. I also see usingway toomany fonts. Honestly, you could
have one for your headings, one for your body font, so this goes for both on your website
and also like in Canva, when you're creating graphics or handouts or anything like that,
and then if youwant one accent font that's a little bit more fun, like a script font or
something like that, that's okay, but use it sparingly. But I wouldn't gomore than that in
terms of different fonts. So you have all of those, and then you're going to be consistent
and that is allowing people to connect with you and connect with your brand and begin
remembering you and thinking about you, evenwhen you are not immediately in front
of them, and then they're really considering you and, after they've seen you a few times
and your offer a few times, they're going deeper and they're getting that full picture and
they're forming that relationship with you and getting close to committing.

Whitney Bateson: 32:17
If your brand isn't connecting though, if it's being used inconsistently or you came up
with just more of a generic brand, that the colors are not really there, you just picked
them because you like them, even if it's not. It's not science here, unfortunately, it's, but
it's true. So if you didn't put any purpose behind it, this is what will happen, and it's like
you're restarting the process of getting to know that person and that person getting to
know you every time, becausewhat's going to happen is that they'll see your post in a
social media feedOkay, great, but it wasn't verymemorable in terms of branding and
thenmaybe they're going to see a blog post from you and the branding on there is also
notmemorable and they're not going to realize that this was actually the same person
and it's like they're they're just restarting that, getting to know you every time and
they're not saying, oh okay, I'm going deeper and learningmore and all of that it's similar
to. I was trying to think of analogies before this recording. I don't know if this happens to
you, but when I hear a song for the first time, generally from an artist, I like, I'm like I
don't think that's a song I'm going to like. And then I hear it again I'm like, oh okay, it's
growing onme, and then suddenly it becomes the only song that I listened to on repeat
for like a goodmonth. And so I think that repetition is important in lots of many, lots of



different places. It's definitely important inmarketing as well. So having that, that brand
that is memorable and connecting with people, and then using it consistently is going to
get people tomove towards that sale and that purchase, whereas if it was generic or not
really memorable, people are just not going to get that pull. They're going to remember
other businesses and they're going to pay attention to those businesses and buy from
those businesses.

Janice Hostager: 34:07
Because essentially you're starting over. Then every time you see a new post or new
something that you've put out there, they're not connecting the dots. And I think one
thingwe really haven't talked about is a brand story, and you know, a story will always
connect with people. I mean if even like an entertainer, like you're, if it's a singer or a
songwriter that you really like, if you know their story, it's going to connectmore deeply
with you.

Janice Hostager: 34:37
And so having that brand story, a brand voice, whichwe really haven't talked toomuch
about either, they're always really powerful in connecting those visual components of
your brand to the deepermessage or the story that they have and to product or service.
So it's kind of a full spectrum and different people connect in different ways of course
too. But you know, even seeing, like, if I'mwalking into a store and I see somethingwith
MickeyMouse on it, I'm going to immediately recognize the Disney font, for example,
and you know everything that is Disney is going to come tomind, and it's so powerful.
And yet I maybe just sawMickeyMouse orMousey or something like that.

Whitney Bateson: 35:22
Or just the font. I mean these days, like I mean also, especially around theworld, that
font is used in all sorts of places that are not Disney. Font is used in all sorts of places
that are not Disney and but I, I see that font and I know that that's Disney and you know,
it does. It evokes a feeling that it's it's not a heavymetal brand, it is, you know, it's a
childhood nostalgia connection, you know, enjoyment and, granted, these brands are big
brands and they spend lots of time doing this and lots of money, and so, not expecting
that someone's going to like recognize your business just from the font that they see.
But that's what we're going for andworking towards and if we can even just have a small
smidgen of that, that is what's really going to help us deepen these relationships with
potential customers and get them towant toworkwith us.

Janice Hostager: 36:18



Yeah, AbsolutelyWhitney.Where can people learnmore about you and your course and
all the good things?

Whitney Bateson: 36:27
Oh, thank you.Mywebsite is whitneybateson.com and if youwould like to get the
brandingworkbook that I mentioned, that takes you through some of these questions
and comes upwith a brand positioning statement there's lots of good stuff in there. You
can go toWhitneyBateson.com/brandingworkbook slash brandingworkbook and I also
talk aboutmy course there. So if you're an entrepreneur who is looking to get a website
up and going, thenwe have a program that helps youwith that.We remove, like, the
tech overwhelm and guide you through thewhole process and yeah, it's a lot of fun.

Janice Hostager: 36:59
Of course, I'll put all the links in the show notes for today, yeah, so thank you somuch,
whitney. I will let you go to bed now because I know it's late there, so thank you somuch.

Whitney Bateson: 37:08
I was looking forward to this. This was a lot of fun. Thank you somuch for havingme.

Janice Hostager: 37:14
So did you have some ideas for your brand?

To learnmore about anythingwe talked about, visit myweeklymarketing. com/64.

Thanks somuch for joining our conversation today. If you likedwhat you heard, I'd
appreciate a review on the podcast app of your choice. See you next week. Bye for now.

http://whitneybateson.com
http://whitneybateson.com/brandingworkbook

