
WHAT A BRAND ISN’T

OUR PROCESS FOR AWESOMENESS

WHAT WE DO

WHAT A BRAND IS

WHAT YOU GET*

S ’ M O R E  A B O U T  

TEST MONKI

ALL PARTS OF YOUR BUSINESS EXPERIENCED BY SOMEONE 

1. MEET
A business “first date.” Meet and 
greet to learn about each other 

and the goal for the project.

2. RESEARCH
We hit the books, internet and 

bars all in the name of research.

3. SKETCH
We doodle.

4. CONCEPTS
Settle on our top concepts. 

Usually three; sometimes more, 
sometimes less.

5. PRESENT
We wow you with our 

mad skills.

6. REVISE
We ask you to choose one 

concept (we know it’s hard) and 
focus on that. Sometimes there’s 
one revision round, sometimes 
three; anymore and we start to 

dislike you.

7. DELIVER
We deliver the final 

pieces to you.

8. HOORAY
You made it to the end! 

Have a s’more to celebrate.

PARTNERS = WE WORK WITH  YOU, NOT  FOR  YOU

A LOGO A TAGLINE A PRODUCT WHAT YOU SAY/
THINK IT IS

A COLOR

1

2 THEIR UNIQUE INDIVIDUAL PERCEPTION

SERVING SIZE: 
1  CLIENT

*Legal ly  we can not guarantee ever y thing    
on this l ist.

% DAILY 
VALUE

A BRAND ECOSYSTEM

MORE RAVING FANS

BRAND EVANGELISTS

MORE, HAPPIER, BETTER 
CUSTOMERS

MORE BLING

ENTHUSIASTIC 
EMPLOYEES

INCREASED MARKET 
SHARE

JEALOUS COMPETITORS

PAPARAZZI FOLLOWING 
YOUR EVERY MOVE
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TAKE A BITE OF AWESOMENESS!

© test monki, llc

BRAND RESEARCH AND STRATEGY 

BRAND EXPERIENCE

BRAND DEVELOPMENT2

1

3

Yum...the chocolate goodness. The tastiest 
part of the brand in our opinion. Think of 
brand elements like a chocolate bar. Just like 
a bar of chocolate, a solid brand is made up 
of multiple pieces (i.e. logo, color palette, 
photography style, fonts, etc.) that work 
together to give your brand personality. 

Research and strategy (a.k.a. the crackers) are 
what hold everything together. Yes, we know 

this is the dry, boring part of the process that 
you'd like to skip because of time, money, 

energy or boredom. And yes, you can go 
straight to the fun stuff like marshmallow or 
chocolate but without the two crackers, your 

s'more (we mean brand) would fall apart. 

The largest and most emotional piece of 
your brand. Each time someone interacts 

with your brand, whether it's the music 
playing in your store, your tweets or the 

smell of your receptionist's perfume, they 
are "experiencing" your brand. Your brand 
experiences goes far beyond your website, 

brochure or even your product.

MESSAGING 

ARCHITECTURE

FONT SYSTEM

PHOTOGRAPHY STYLE

ICONOGRAPHY

CHARACTER CREATIO
N

TAGLINE/SLOGAN

LOGO/MARK/SYMBOL*

COLOR PALETTE

PRINT

DIGITAL

SOCIAL

Client

Need/Problem

Test Monki!
(X+Y)+Z = SOLUTION

FORMULA FOR SUCCESS

*This is
 not 

your 
brand

! 

See be
low.

CLARIFY VISION, 
STRATEGIES, GOALS AND 
VALUES

BRAND 
ARCHITECTURE 

STRATEGY

BRAND 
EXPERIENCE 

ASSESSMENT

BRAND 
PERSONALITY

CONDUCT 
BRAND 
AUDITS

DEVELOP 
POSITIONING 
PLATFORM




