
Having the rig
ht in

formation 

is critic
al to

 building a 

successful brand.

PHONE 

MEETINGS

Frequent phone 

meetings 

develop a strong 

relationship.

THE SOFT 

SCIENCE

Understand the 

"why", and you 

are well on your 

way to develop-

ing a successful 

brand.

plan

aha! m
oment

Define the brand early in the 

planning process.

Solidify goals and identify
 

Resources.

In order to
 grow brand value, 

communications must be 

delivered to the appropriate 

audience at th
e rig

ht tim
e in 

the rig
ht w

ay.

It's
 tim

e to pick the brand 

development to
ols.

Each idea and execution can be tested prior 

to mass release in order to
 maximize the 

effectiveness of th
e communication.

Run down the hall a
nd see if S

usan can do it. 

After all, s
he does spreadsheets.

Get on the phone and talk to your fr
iend who 

has flo
ral design experience. They know what 

looks good and what doesn’t.

Search for a fir
m that has experience developing 

strong brands in the marketplace.

Find a fre
elancer fr

esh out of school w
ho 

knows Photoshop and won’t c
ost m

uch.

TEST CENTER

research

present

SIGN-OFF

Client approval (a
djustments) 

of fin
dings.

SIGN-OFF

Client approval 

(adjustments) on 

the master plan.

ONLINE

MEETINGS

Depending on 

proximity and 

travel budgets, 

face-to-face 

meetings via the 

web are a good 

alternative.

SIGN-OFF

Client approval 

of (a
djustments) 

on master plan 

and the creative 

concept.

Combine gathered 

knowledge with experience 

gained fro
m similar brand 

development exercises.THINK / S
TRATEGIZE

How are we going to accomplish

these brand goals?

BRAND SCANNER

Do the planning and tools selected 

reflect th
e brand definitio

n?

broadcast

Initia
l fin

dings are presented to the 

client via an audit w
ith suggestions 

on how to move forward.

Drawing on years of re
sults-oriented 

experience, w
e go over th

e existing, 

available information.

We want to
 get to

 know you, your story 

and who you are as an organization.

Video

Mobile

Social M
edia

Advertis
ing

Everything Else

Brochures

Websites

Logos

Stationery
Photography

Using a master plan and the proper to
ols we strategically build 

devices that deilver th
e desired message.

Once the message has been 

delivered – lis
ten. Your audience 

will t
ell y

ou where you connected 

with them and where you didn't.

Organized data allows for 

effic
ient understanding.

evaluate

planning

intro
duction

execute

Nobody 

knows 

who we are!

Who are

we?

Our communications 

don’t r
epresent 

our heart a
t all! 

We need help!

Your brand 

communications 

aren’t w
orking well. 

How do you fix
 them?

What are my

options?

There is no way 

we can meet our 

goals with this 

litt
le brand 

recognitio
n!

Status quo OR 

find someone 

to help us build a 

stronger brand?

People don’t 

understand why 

we do what 

we do.

radiant 
process

the

Gather, Plan, Execute and Broadcast. 
Although it may seem simple, 
implementing these processes takes 
experience, objectivity and a tremendous 
amount of discipline. You are called to 
strive for excellence in all that you do; 
you need partners who understand that 
and have the skills to help get your 
communications to that point

the pillars

Honesty:
Be true to yourself.

Quality:
Be the very best you can be.

Consistency:
Stay the course.

Frequency:
Strategically tell it over again.


