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Developing value propositions per persona




WHAT IS YOUR STRATEGIC MISSION?

Scottish Enterprise

Green Heat

Accelerator

wered by CLTiE 2

Process

Purpose




Example

Scottish Letirpe

Scottish Enterprise

Green Heat

Accelerator

WHY Powered by CLT
We believe mainstreaming a healthy, high-performance and
zero-carbon built environment is key to tackle the climate
emergency.

[OAY
That's we promote the NetZeroBuild standard which is the most
energy efficient building standard thanks to its rigorous design
and build approach, quality assurance and demonstrated
performance.

WHAT
> Awareness and education campaigns for all built
environment stakeholders —incl the public.
> Support the training of designers and contractors of
NetZeroBuild buildings.
> Maintain the rigorous standard and certification process.
Collect and communicate evidence of performance.



Your strategic mission

Scottish Enterprise

Green Heat
Accelerator
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Purpose

Process

Result
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Value proposition per persona

Scottish Enterprise

Green Heat
Accelerator

wered by CLT =82

The company....
* helps social housing or public organisations’ building/estate managers

 whowant tobuild affordable, net zero ready building

* by providing a tried and tested building framework that is the only UK standard fit
to achieve net zero

* andoffers healthy, qualitative and sustainable buildings that are affordable to run.

* helpsHomeowners

* whowantto build beautiful, affordable, healthy, high quality and sustainable
homes

* byeducating them on reliable sustainable building solutions

* andallowing them to gain more understanding on how NetZeroBuild work, their
benefits and connecting them with PH design & build experts



Value proposition per persona

Product

Benefits

Experience

Features

Persona

Company:
Product:

ldeal customer:

Substitutes

Based on the work of Steve Blank, Clayton Christensen Seth Godin Yves Pigneur and Alex Osterwakder. Released under creative commons lcense to encourage

Scottish Enterprise

Green Heat
Accelerator
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Value proposition per persona

Scottish Enterprise

Green Heat
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Benefits
Never

forget
————

Experience

External
brain

P————
Features

everything
—

Company: Evernote ;
Product: Online notes 5::2;; S u b St | t u teS Text
Ideal customer: Mobile professionals — Soomente

Based on the work of Steve Blank, Clayton Christensen, Seth Godin. Yves Pigneur and Alex Osterwalder, Released under creative commoens flicense to encourage adaption and iteration. No nghts asserted.




Value prOpOSition per persona Scoftish Enterprise
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My company....

* helps -

* whowant—

* helps -

e whowant-—

* by-




Developing your brand
messaging



DevelOping a mOdU|ar Set Of messaging Scottish Enterprise

Green Heat

Accelerator

e Strategic mission statement * Key benefits and proof points,
(WHY-HOW-WHAT) for each persona

* Value proposition per persona

© The C Collective - Theccollective.com




Muscle up all these claims with
facts / proof points

Key messages for persona X

Benefits of xx Features / reason to believe

Benefit 1 XX

Xx

Benefit 2

X

Benefit 3

X

o _
X

€7




Key messages EXAMPLE — per persona

Benefits of xxx

Increased profit
Reduce OPEX while maximizing power generation

Mitigated risk
Help anticipate and mitigate risks of failure and outage
in your assets

Better operational efficiency
Helps plan maintenance and calibrate equipment to
optimise performance

Reliability and security
You can rely on our built to last, secure hardware and
data platform.

Features / reason to believe

Increase revenues from higher net power generation

Reduce operating & maintenance costs (0&M)

Extend useful economic life of equipment

Estimated 12-month breakeven for the client

Enabler of modern grid > Help access new revenues — reactive power, grid support,
etc.

Cutting edge hardware and software providing high resolution data (frequency- real
time? Time stamped and type) allows to predict and detect component issues
Ensure grid code and electricity offtake purchase contract compliance to avoid
penalties

High-resolution condition monitoring allows to plan maintenance, send alerts when
a problem is detected and tune solar farm’s high-voltage “power-train” of inverter-
transformer-switchgear for optimal performance

Visual dashboard allow easier maintenance planning and overall reporting

Hardware: powerful & sturdy unit combining high-end monitoring equipments. Add
proof of reliability / maintenance

Dataware: robust and scalable platform which can handle the huge amount of high
resolution big data collected. Add on security.




Muscle up all these claims with

facts / proof points

Key messages for persona x

Benefits of xx Features / reason to believe

Benefit 1

XX

Benefit 2

Benefit 3

Benefit 4



Build a content matrix and editorial
Ca | e n d a r Scottish Enterprise

Green Heat
Accelerator

Powered by CLT 22

Key Target Journey Catchy Short form Long form Crosslinked
messages personas stage headline content
story
PH Estate Education Awareness Achievingnet How to Execsummary  Article, 5 award
Sustainable / manager zeroin achievenet blog, Research winning
netzero education zerointhe infographic, white paper, sustainable
solution built education checklist Webinar/Tuto education
environment built rial buildings
environment? (newsletter
with PH
article)
Affordableto  Estate Education, Choice Understanding  PH extra Execsummary  Research Building a
buildandrun  manager Social housing the long-term buildingcosts blog, report business case
cost/ benefits are expected infographic (updated fora PH
of PHin public  todecrease 2020?), building
buildings from +8% to Webinar/Tuto
+4% rial

v" Action: Build your content matrix using this TEMPLATE with existing and new content to produce,
prioritise into a content calendar and keep time for content production and set up a monthly editorial

committee



https://docs.google.com/spreadsheets/d/1-rmJPACGk_4wYFz7adp-cKlwxQ0xu6kAKh6JZ4s1RfE/edit?usp=sharing

Think about engaging content along the

buying journey and across channels

Raise interest Engage

and attract Nurture Get referrals

Qualify Convert Delight
am_
A

CHANNELS




My content calendar

Raise interest
Engage

and attract Nurture Get referrals

Qualify Convert Delight
CLIE _
A

CHANNELS




Tip > Organise content production with a PM tool with calendar/

views (Hootsuite, Click up, Asana, Monday...)

~
_ ClickUp «
Q $
@ Home
C_lmNotifications
FAVORITES >
SPACES v
= Shared with me

DOCs

BB Customers
B OKR 2022
B Backlog

BB Roadmap 2022-2023

B Q1 - 2022
@@ Content Planning ves
Content Planning List 47
B Q22022
>

Scottish Laivrpr

nt

Scottish Enterprise

B Content Planning List [0 Workflow 3~ Calendar 2~ Gantt Timeline + View

Q, Search tasks... ~ = Filter < Sorthy € Group by: Status %, Subtasks & Me - & Assignees  © Show
0-IDEAS 34 sss 4 1-PLAN PRODUCTION 5 sss 2-IN PRODUCTION 4 ses 4 3-TO BE APPROVED 1 ess 4 4-APPROVED - TO PUI
Content Planning > Content Planning List Content Planning > Content Planning List Content Planning > Content Planning List Content Planning > Content Planning List

Founder Readiness Scan - Coach,
Mentor, Accelerator? What is the
right form of expertise you need
right now to unlock your next

stage =

Content Planning > Content Planning List
Impact Communities in Europe e
(and Beyond) =

Content Planning > Content Planning List

ALL CHANNELS post - Today is the
February Meetup Edition

24 Feb

Content Planning > Content Planning List

Customer testimonial Margaux =

rantant Planning s Cantant Plannina |

L/T Customer testimonials Stefano @
Bechained =

Content Flanning > Content Planning List

Positionning Wizard Blog (intro- e
ducing the wizard)

Content Planning > Content Planning List
Value proposition builder lead e
magnet =

anning > Content Flanning List

LINKEDIN/TWITTER - Value
Propostition Builder (Lead Magnet)

%2 15Mar

Content Planning > Content Planning List

L/T - Goglobal.green @

LINKEDIN post - New Boost (15
Service =
Step Step 2 Step 3
Modellt  Validatelt  Shapelt

Impactiv
Content Planning > Content Planning List
L/T post Boost Program (1/4
posts) &7

L)

5 Apr

Content Planning » Content Planning List
L/T - Persona Toolkit (4 posts) = e

g+

1, 2daysago

Personas: develop the right cus-
tomer intimacy / Collab C

Collective =

%1 9 Mar

+ NEW TASK

t 3L )¢

Content Planning * Content P

LINKEDIN - Blogpost ¢
What is your business
tential? Time to stop g




What is an impact brand?



Branding is about Shaping a personality for your
organisation Green Heal

Accelerator

vered by CLTiE =

Scottish Enterprise

* Brand = intangible * When you add the impact
assets which help. dimension, it's even more
people s.hape their important to craft and
perception Jj ?he convey a personality
organization, its which is genuine,
products or services. charismatic and engaging.

© The C Collective - Theccollective.com
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Scottish

Aligning Impact & branding

Scottish Enterprise

Green Heat
Accelerator

* Branding > Impact = Greenwashing

* Branding < Impact = Missed opportunity

© The C Collective - Theccollective.com
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Scottish Enterprise

Green Heat
Accelerator

“A great brand is a story that’s never completely told.
A metaphorical story that connects with something very deep — a

fundamental appreciation of mythology.
Stories create the emotional context people need to locate

themselves in a larger experience.”

Scott Bedbury



Does Your branding work hard
enough for your purpose?

Is it time to refresh It?

Scottish Enterprise

Green Heat
Accelerator

fby CLTiEE

USER FEEDBACK

* Ask feedbackabout yourbrand from peopleinyour
audience

BUSINESS PLAN ALIGNMENT

* Look atwhat changed since your original business plan
* Have you explored new audiences & markets?
* Isyour brandstillin line with your future plans?

CULTURE & VALUES

* Have your culture and values evolved?

MARKET & TRENDS
 Whatis competition doing?
* Itisenoughuniqueandinspiringto reflect yourimpact?
* Logo stylesand colour palettes also go out of fashion




BRAND Feedback

For each brand let’s add 3 words on each
brand

Footer

Scotdinh Univrpris

Scottish Enterprise

Green Heat
Accelerator

wered by CLT
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The bullet proof brand
design process



The (bullet proof)
brand design process

Scottish Enterprise

Green Heat
Accelerator

ed by CLTiEE

v’ resource efficient, saving time and money

v’ based on actual science and theories

v human centred

v'Includes user testing to derisk the process




Scottish Enterprise

Green Heat
Accelerator

ored by CLTEED

The brand design process

STRATEGY > DESIGN >TEST > BUILD >

’ mggion' user research, value > Moodboards Testing Brand guidelines
+  Brand personality * Creative routes roultes with *  Brand assets
© Naming reatusers development
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Strategic foundations

Scottish Enterprise

Green Heat
Accelerator

Powered by CLTiEE.2

Mission
statement

Value
proposition

Social and
environmental
impact

Personas’ needs
and pain points

© The C Collective - Theccollective.com



Defining your brand personality

and values

ACTIVITY

e Select 5 to 6 traits or
values which best
represent your
organisation, what

our brand stands
or, how you
want it to be
remembered?

Ambitious
Approachable
Aspirational
Authenticity
Attention to detail
Bold
Comforting
Committed
Community
Communicative
Comepelling
Creative
Dependable
Disciplined
Disruptive
Effervescent

Ethereal

Efficient
Exclusivity
Evocative
Forward thinking
Fun / Youthful
Hedonistic
Imaginative
Intuitive
Independence
Innovation
Inspirational
Integrity
Logical

Luxury

Market Leader
Nostalgic
Nurturing

Green Heat
Accelerator

Passionate
Perceptive
Perfectionist
Personable
Pragmatic
Quick thinking
Reliable
Realistic
Sensitive
Simple

Strong
Timeless
Visionary
Welcoming

Warm

© The C Collective - Theccollective.com



Defining your brand personality

Scottish Enterprise

Green Heat
Accelerator

ed by CLTiEE

THE 12 BRAND ARCHETYPES * HOW TO USE THEM

Originally designed by the Swiss * A great tool to humanize the
Psychologist Carl Jung to help us brand design process.
understand human personalities at a
higher level.

* Go through the 12 archetypes

and write down the attributes
Each archetypes has a specific set of which draw you towards the
characteristics which can be used to archetype

define your brand personality. * Choose 1 or 2 archetypes

A brand is often a hybrid of 2
archetypes

© The C Collective - Theccollective.com
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Tone of voice

Scottish Enterprise

Green Heat
Accelerator

ered by CLTESD

 How your brand communicates with the
audience and thus influences how people
perceive your messaging.

* Includes the choice of
words, communication style and emotional
tone

 How you want to communicate to your
audience, rather than what.

© The C Collective - Theccollective.com 41




> Bring to life your brand personality into words

> Allow different sources to produce consistent
content across channels

PR PR ]
Green Heat

Tone of voice
] . Do -m" '

S : High-end tech, highresolution data, Bold statements * Patronising tone
uperior . .. .
both in terms of exhaustivity and Factual — evidence based statement

quallty. precision, real-time. User testimonials

Secure, reliable, science/data based, More content on reliability/ data security

trusted FAQ

Rolex / Tesla type Quality pictures

Accreditations / analyst reviews

Forward thinking Strong Mission statement * Vague claims
Disrupting the status quo in a rules Before / after — Problem / solution statements

driven industry

Bold

Disruptive.

Empowerin Eye-opening data with actionable insight Interactive demo dashboards
Allows asset owners to be ahead of the Examples of data and related use cases
g. game and maximize efficiency/profit User testimonials / quotes

Enabling the transformation of the
energy sector and climate change
mitigation

* Too much text
* Too much tech
language at high
level.

Use simple, though precise language, not too formal

* Simplify complexity by unravelling information into
levels of technicality

* Useicons and visual material

* Examples, data, dashboards

Glossary

A high-end complex tech that can be
explained simply into tangible benefits
* Insightful and actionable data for end
users (dashboards, use cases...)

Approachab
le.
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The colour theory

Green Heat

COLOR MEANINGS

PR, LOVT, BLDD,
BANIER, ATRENITH

BN TR, FEsINNE, LEWE,
RENEITIATY, EECiTing

CFTI B, AN IREL, OISO MG
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Accelerator
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SPRING SUMMER AUTUMN WINTER
Tints; hue + white Tones; hue + grey Shades; hue + black Hues; pure colour
S E A S O N A L C O LO U R ight, bright, . Soft, cool, delicate Muted, intense, warm Strong, clear, cool, pure
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Connecting brand values to a colour palette

Ambitious
Approachable
Aspirational
Authenticity
Attention to detail
Bold
Comforting
Committed
Community
Communicative
Compelling
Creative
Dependable
Disciplined
Disruptive
Effervescent

Ethereal

Efficient
Exclusivity
Evocative
Forward thinking
Fun / Youthful
Hedonistic
Imaginative
Intuitive
Independence
Innovation
Inspirational
Integrity
Logical

Luxury

Market Leader
Nostalgic
Nurturing

Optimistic
Organic
Passionate
Perceptive
Perfectionist
Personable
Pragmatic
Quick thinking
Reliable
Realistic
Sensitive
Simple
Strong
Timeless
Visionary
Welcoming

Warm

Points:

|
|

~
y

SPRING

Tints; hue + white
Light, bright, warm, clear

~
v

SUMMER

Tones; hue + grey
Soft, cool, delicate

N\

~

WINTER

Hues; pure colour
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Logo structure & elements

Scottish Enterprise

Green Heat
Accelerator

ored by CLTEED

SHAPE COLOUR CONTENT

SEQUENCE OF COGNITION

© The C Collective - Theccollective.com




‘arprise

Typography

Serif U [SansSerif| Ad  Aa




Imagery, icons & graphics

Ubiq

The city in your hand.
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Scottish Enterprise

Green Heat
Accelerator

Powered by CLTEE




Typical Brand Design stages

Moodboard 1

Scottish Enterprise

Green Heat
Accelerator

ed by CLTiEE

Creativeroute 1

Moodboard 2
. : Final creative route
Creative route 2 Testing : :
implementation
Moodboard 3

Moodboard 4




Mood boards

Scottish Enterprise

Green Heat
Accelerator

LEPUS:

Powered by CLTiEE.2

Inspired by Barry Flannigan, the hare is the main theme, but simplified and modernised to meet current user

expectations. The colour palette is earthy to remind users of nature. Icor and ill ions will be
in a niaive but stylistic hand drawn style.

FOOTPRINZ: communicating the app's purpose to reduce the user's carbon footprint, this theme approaches the subject
matter from a “future is brighter” perspective. Youthful and vibrant autumnal colours are used to create a
modern, stylised aesthetic to encourage feelings of positivity and motivation for the future.

AVAVAVAV VA 9.,

MOVING

OSTARA: From whence the hare came, this theme explores the branding from the perspective of the earth. The colour palette

\ is brighter, while symbolism and ancient iconography can be tapped into to represent all elements that support life, a
J direct connection is made between the user and their ability to give back to the earth.

Hemp,
macdle simple

ostara

0sLO 14
DESIGN e,
FAIR TOGETHERNESS

S

FOOTPRINZ

0




Creative routes

-/

Scottish Enterprise

Green Heat

Accelerator
Powered by CLTEE2
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Growing
Greener routes
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TESTING, most important step in the user
Centred deS|gn prOceSS Scottish Enterprise

Green Heat
Accelerator

wered by CLT = D

Option 1 Option u.‘..i 'ﬂm

1+ We are exploring different branding options to 1 s
bring to life our mission -Healing our connection € o o 3 e = 3 3» How do you like the two options? *
with nature by creating ribbons of vegetation in p, \ ) :
cities. * - Kf . “"ﬁ:.\- x S Grewieg ,—‘ - G 80 50 it's ok good
Looking at this board, which words come to your mind - if ) N €A LDEN
could think of 3 or more :) ) ¥ pracety AF
.

G ()l l)l N

’ il
Optlon #co :

e @ ¥

* Best way to remove the subjectivity in the process, design
something that works for your audience, move fast and derisk
your branding investment



The output > Brand
BOOK

v' Logo set for usein print, digital and social

v A colour palette including primary and
secondary colours

v' Typography guidelines with a choice of two or
three fonts and a suggestion for hierarchy of use

v' A selection of images, icons, illustrations with
guidelines on further imagery style and sourcing

Tone of voice guidelines

Prima % Primary Logo . .
0go
L M Lightfi
-
Logo block
Favicon
G-\\
Title font - Poppins. Weights
ABCDEFGHIJKLMNOPQRSTUVWXYZ eI
Typography bedefghijk Pq Y S
Ee
o

ABCDEFGHIJKLMNOPQRSTUVWXYZ e
abcdefghijkimnopgrstuvwxyz Bokd

.....

Hiesarchy

savvaLoTO
Healthy, efficient
buildings

Isometric

Illustration

Body font - Gotham Vieights

Colour
Palette

Imagery

Website

VN

Primary Colours

Secondary Colours

Products

Homepage

L.
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Costs & timings

Scottish Enterprise

Green Heat
Accelerator

ed by CLT ;

Brand
assets

1 month 3-6 weeks 1w per 2-4 weeks
\ iteration } \ }
| |
£3-7k £3-8k, depending on visual
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Scottish Enterprise

Green Heat
Accelerator
DO’s DON'Ts
* Explore different styles, incl outside of your * Take it personnally to remove the
industry subjectivity
* Keep the decision making team small  If using distictinve fonts for your logo,

don’t use it elsewhere
* Dismiss until tested

* Underestimate time/budget for
iterations and build phase to develop
brand assets

Test with real users

Trust the process



More info on branding

Scottish Enterprise

Green Heat
Accelerator

The art of user centred brand
design

EXPLORE } LEAVE

Aniniroas 1rasnu

12 Brand Archetypes

EXPLORE
SPIRITUALITY

./4,!
,

QWO S8y

PROVIDE PURSUE ® =
STRUCTURE | CONNECTION

\“\“\\3

The art of user centred bri

% *%3
.\%g

A lot of people think they can do brang
the.
Ora. LAt

T3

.3
€
3

o

3
5

The art of user centred brand design

A lot of people think they can do branding themselves. But few people can actually do o good DIY job with their branding. The rest of
the.

© The C Collective - Theccollective.com



https://www.theccollective.com/post/the-art-of-user-centred-brand-design
https://visme.co/blog/brand-archetypes/




