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What Are Core Values for a Business?
Core values are what help make up the identity and culture of your business. The values act as standards a

business sets regarding how it makes decisions, functions, solves problems and handles customer service.

Defining your business' core values can help round out a business plan, set goals and give your business

a unique identity with which your employees and clients can relate. DO NOT SKIP or SKIMP ON THIS STEP.

Keep in mind most business owners skip this step because they believe in order to get started all they

need is a logo, a business card and a website, but they are not clear on their core values. Being clear on

your core values at the beginning will give you a solid foundation to build a brand that works.

Set of Principles
Core values are not synonymous with your business’ policies and procedures. Written on paper, your 

business' core values are a set of words or phrases. These words, however, reflect the principles that guide

your business’ interactions with every stakeholder. Stakeholders include those who have money invested

in your business, along with employees and customers. Words or phrases used to describe a company's

core values include, "positive change," "leadership," "sustainability," "passion" and "innovation." Core 

values establish expected behaviors from those in the organization's culture that, in turn, will help ensure 

long-term success. They can also set a business apart when the values are broadly held and deeply 

embedded within the company.

Foundation for Your Business’ Culture
It is difficult for a business to define what is important,  how it is to interact with others, set measures, 

establish goals or effectively make decisions, if core values are not in place. This is because these values

form the foundation of the business' culture, which can help stakeholders feel their opinions are valued

and they are in a trusting environment. By establishing core values and consistently applying them, the

business culture, no matter what size your busienss is, dictates that all people involved in your business

share responsibility in the achievement of a goal. Consequently, employees and clients feel valued, have

pride in their place of employment or place they do business in and develop a sense of ownership. Depart-

ments within a business may have their own set of values, but these set of values must reflect the core val-

ues of the company as a whole.

The Means to Achieve a Goal
When a business owner is trying to decide on a set of core values for his or her company, he or she can

start by asking himself or herself what he or she is willing to do to achieve his or her goals. The answer 

can help develop core values the business owner wishes to share with their employees and other 

stakeholders. When a business has core values that include acting with integrity and honesty, being 

persistent, placing service above self, discipline and so on, these values can act as a guide when it comes 

to making tough decisions. Once a company has a set of core values, it can begin to attract stakeholders,

employees and customers who have similar values.

Benefits
Core values clarify the identity of a business so employees, shareholders, customers and prospective 

stakeholders can relate to the company. In addition to aiding decision-making, these values can help 

businesses maintain corporate relationships with professional joint venture partners, the media and 

the public.
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Examples of Core Values
Seventh Generation
Seventh Generation is the nation’s leading brand of non-toxic and environmentally safe household 
products.

Leadership, Inspiration, and Positive Change
A company with the authority to lead, the creativity to inspire and the will to foster positive social 
and environmental change.

Make The World a Better Place
A community in which individuals possess the resources, knowledge, courage and commitment 
to make the world a better place.

Sustainability, Justice, and Compassion
A society whose guiding principles include: environmental sustainability, social justice and 
compassion for all living creatures.

An Earth Restored
An earth that is restored, protected and cherished for this generation and those to come.

Lockheed Martin
To be the recognized center of excellence for financing solutions that help Lockheed Martin companies
close sales by designing and providing the best market-based financial solutions that are commercially
available to the end customer.

PREMIER VALUES:
• Passion . . . to be passionate about winning and about our brands, products and people, thereby 

delivering superior value to our shareholders.

• Risk Tolerance . . . to create a culture where entrepreneurship and prudent risk taking are encouraged 
and rewarded.

• Excellence . . . to be the best in quality and in everything we do.

• Motivation . . . to celebrate success, recognizing and rewarding the achievements of individuals 
and teams.

• Innovation . . . to innovate in everything, from products to processes.

• Empowerment . . . to empower our talented people to take the initiative and to do what’s right.

Reliant Resources – Electricity

How we create value:

• Acting with absolute integrity

• Collaborating, supporting and respecting one another

• Communicating openly, honestly and frequently

• Developing a highly motivated, valued and diverse workforce

• Optimizing our financial and physical resources

• Simplifying and improving our processes continuously
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Developing Your Core Values - Questions to Consider
Here are some good questions to start the process and spark your ideas on this issue.

(This is an interactive pdf document that you can type directly into. Please type your answers below the questions.)

• When people see your business, what do you want them to see?

• What do you want your company to represent, when you are at your best in your business?

• If someone were speaking about your business and honoring you for an award, what would you 
want them to say about your business and you?

• If someone that has worked with you was speaking about you to someone else while you are 
not in the room, what would you want them to say about you and your business?

This is an exercise you can do every two to three years, because you will grow and change. Once you’ve done this 

exercise you will see a shift in the way you think about and what and who your business attracts. It will also give 

your brand strength when you are developing the other areas of your business and your marketing messages.

Let’s Get Started!
This is a fun and easy way to figure out what ideas, expressions, or concepts excite you. Review the following list of

words. As you read each word be observant with how it makes you feel. Some of these will have meaning to you and

others will not connect with you. Look over this list and circle or highlight every one that you feel connected to. 

As you’re doing this exercise, it’s pretty common for words to come to mind that are not on the list but really have

meaning for you. If you notice that, write those words down. Understand that none of these words are right or

wrong. Go through this exercise without judgement and keep an open mind. Pick out the words that energize you. 

Integrity

Casual

Durable

Convenience

Appreciative

Love

Peace

Leisurely

Stylish

Flawless

Precision

Master

Harmonious

Meticulous

Quality

Growth

Rare

Secret

Proven

Prestigious

Trust

Critic

Expert

Joy

Prompt

Satisfaction

Strength
5
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Rugged

Reassurance

Remarkable

Health

Functional

Versatility

Unbreakable

Extreme

Prosperity

Family

Pleasure

Easy

Portability

Complete

Minimal

Spontaneous

Effortless

Advanced

Professional

Efficiency

Expand

Relief

Excitement

Security

Results

Productivity

Variety

Community

Change

Toughness

Careful

Distinctive

Individual

Contemporary

Traditional

Talent

Imagine

Perfect

Happiness

Fun

Wealth

Freedom

Entertaining

Luxury

Friendly

Smart

Superior

Custom

Classic

Timeless

True

Endure

Refined

Elegant

Handsome

Comfort

Classy

Lasting

Standard

Bold

Brilliant

Fabulous

Fantastic

Soothe

Expression

Exuberant

Complimentary

Subtle

Radiant

Inspire

Explosive

Colorful

Crisp

New

Glow
6
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Glorius

Natural

Vivid

Pure

Rich

Important

Power

Vibrant

Giving

Modern

Tradition

Ancient

Fresh

Beautiful

Delicate

Transformation

Power

Unity

Harmony

Confidence

Adventure

Stability

Excellence

Peace of Mind

Patience

Intelligence

Legacy

Abundance

Nature

Acceptance

Strength

Gentle

Artistic

Aura

Practical

Lovely

Attractive

Speed

Education

Knowledge

Wisdom

Honesty

Contentment

Welcoming

Useful

Beautiful

Simplicity

Responsive

Breathtaking

Bright

Gratitude

Enthusiasm

Humor

Spirituality

Learning

Laughter

Purity

Friendship

Discipline

Hard Work

Leisure

Delightful

Tranquil

Exceptional

Exquisite

Graceful

Admiration

Individuality

Creativity

Spontaneity

Longevity

Competition

Energy

Being Rich

Being Poor
7
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Communication

Giving

Kindness

Self Contol

Inspiration

Choice

Equality

Experimentation

Grace

Compassion

Sincerity

Approval

Attractiveness

Partnership

Winning

Truth

Intelligence

Neatness

Comfort

Faith

Achievement

Innovation

Beauty

Flexibility

Structure

Mastery

Leadership

Openness

Clarity

Diversity

People

Depth

Lightness

Courage

Practical

Vision

Belief

Passion

Justice

Relationship

Dramatic

Original

Stunning

Terrific

Spectacular

Exploration

Quality

Effective

Magic

Rare

Transcendent

Pride

Popular

Inspired

Funky

Luxury

Loyalty

Risk

Goodness

Balance

Authenticity

Glowing

Shocking

Pure

Hope 

Trust

Influence

Sincerity

Excitement

Competence

Sophistication

Down-To-Earth

Wholesome

Cheerful

Daring8
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Spirited

Imaginative

Reliable

Successful

Thoughtful

Gentle

Innovative

Serious

Young

Conventional

Family-oriented

Original

Power

Cozy

Advanced

Blissful

Instant

Control

Easy

Caring

Optimum

Correct

Premium

Experience

Funny

Charming

Upscale

Versatile

Interesting

Intriguing

Open-minded

Sensible

Goal oriented

Honest

Out-spoken

No-nonsense

Impeccable

Health-conscious

Free spirit

Exotic

Stunner

Centered

Life-enhancing

Enterprising

High-performance

Qualified

Savvy

Gifted

Good-natured

Clever

Analytical

Deliberate

Resourceful

Perceptive

Cool-headed

Wild

Smooth

Sharp

Sweet

Homemade

Flowing

Earthy

Cutting-edge

Dedicated

Connected

Powerful

Polished

Precious

Detailed

Luxurious

Glamour

Fast-acting

Steadfast

Captivating

Smitten
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Lets assume that your list is somewhere between 15 and 30 words that have meaning to you. You are
doing fantastic! Take all of the words you chose and write them on a seperate sheet of paper right away.

The Process of Elimination
Most people can remember up to five to seven things at a time.  Unless you have superpowers with a
memory of steal when it comes to remembering your core values, it will be to your advantage to narrow
down your list. I’ve helped hundreds of my clients with this and most can remember five to seven of their
core values. I’ve only seen two or three people have a list of more than 7 values where they were not being 
redundant. Those particular people were trying to be everything to everyone. They soon learned that is 
not reality. You are going to want to take the couple of dozen you have selected and narrow them down 
to five to seven values maximum. Here are couple steps you can take to keep this simple:

1. Find the words that are redundant, or potentially mean the same thing to you. You’ll likely spot 
combinations that look like “Knowledge/Expert/Smart/Wisdom,” or “Adventure/Spontaneous
/Excitement,” and so on. Group the similar words together. Once you notice your groups, determine 
what makes sense to you. Sometimes when you combine the words in this way, one of them really
stands out as the best descriptor of that core value. Sometimes you look at all of them and think, “None
of them individually mean anything significant to me, but when I combine them all together I get
______________” (a different word or original phrase that wasn’t even on the list you started with but it
has more meaning to you).

2. Understand that the words you remove from your list are not gone forever.  The words you don’t choose
as the primary core value term can be banked and used in the next step – your core value definitions.
Don’t worry, you can use them all eventually, but right now you want to narrow it down. You want four 
to seven words that really feel good to you and make you say, ”Yeah, that’s what my business is 
all about.”

Core Value #1:

Core Value #2:

Core Value #3:

Core Value #4: 

Core Value #5: 

Core Value #6: 

Core Value #7: 

10
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Now that you are clear on what your core values are this is where the magic begins. Defining your
core values will help you seperate yourself from your competitors and allow you to shine like the
superstar you truly are. Your unique definitions are what seperates you from everyone else. 

You have created seven groupings of your core value words for JCA Back Brace.  The words within
the individual groups can be worked into your definitions to help you refine and craft your unique
defintions for your seven core values.  For example the core value Integrity - see if you can use any
of the words within that grouping of the core values (on page 10) to craft your definition even
more from your inner core of who you are, your beliefs.  For example - “Integrity -  Confidentally
honoring our word and vision by delivering a trusted professional product .  This is one example.
You are the only one that can define your core values.  Think of your postal worker avatar when
you are writing these definitions. Write them as if you are explaining why the core values you
chose are important to you, your online business and why they are going to find value in them 
for their own success and well being.

This is the starting point for creating a solid foundation for your brand. Having strong well 
defined core values that have a significant meaning to you, and your business will attract the peo-
ple you enjoy doing business with.  Whether you are defining your personal brand, the brand for
your business or your online program the process is the same. 

Tip: If you are stuck here don’t worry. A good place to start is to look up the definition 
of the word in a dictionary. The dictionary’s definition may not resonate with what you
believe. But it will give you a good starting point for you to craft your own unique 
definition. 

(continued on the next page)
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Core Values and Definitions

Core Value #1:

Core Value #2:

Core Value #3:

Core Value #4:

Core Value #5:

Core Value #6:

Core Value #7:

12
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Have fun with this as these are your core values. You may want to combine two of your
core value words to create your own core value.  There is nothing written in stone that
says you can not have two words to clearly define your core vlaues.  This is what I did for
my personal core values so it would have more meaning for me and get me excited about
what I was creating.

My business’ core values for BrandWorx Productions came to life after I had developed
and defined my personal core values for my personal brand, Jasper Dayton. See the 
example below -

Jasper Dayton’s Core Values and Definitions -

Authentic Life - 
Being connected to my true self and source energy from a foundation of integrity and honesty.

Master of My Craft - 
Having unconscious competence of the knowledge I share and create.

Depth of Vision - 
In this present moment seeing clearly forwards with intuition and backwards with truth, 
living on purpose

Abundance of Joy - 
Knowing that in this moment I have and I am everything that I need.

Transformation of Self - 
Living a transformative life that creates the possibilities for others to transform beside me.

Be Extraordinary - 
Communicating through words, and actions by continuously challenging myself to be more 
than ordinary.

Adventure of Life - 
Being alive and wide awake to exploring and inventing new possibilities.

BrandWorx Productions Core Values and Definitions -
Results Driven - 
Complete what we start by finishing strong with determination and persistence.

Master of Our Craft - 
Skilled craftsman at building brands that work.

Inspirational Communication - 
Using a cohesive combination of words, colors and images that inspire people to take action.

Abundance of Brilliance - 
Knowing that in this moment we have and we are everything that we need.

Transformation of Vision- 
Reveal someone’s dream that is stuck in their head and transform it into something they can hold
in their hand that others can not live without.

Once you have your core values defined you will have a foundation to build a brand that works 
as you prepare to craft your purpose statement and your pitch in the next section.

13

© 2018 BrandWorx Productions BrandWorxProductions.com



Looking Ahead - Watch Here >> Example of a pitch used to establish your brand message

I am Jasper Dayton, the creator of the Brandstorming program. 

I help business owners go from being stuck and burnt out to attracting their most profitable (and 
enjoyable) clients. 

Over the past 2 decades I have simplified the process of developing brands, starting with an 
attention grabbing name all the way to the plan that gets your product flying off of the shelf. 
For example, one of those businesses came to me for help because they were losing sales. After I 
transformed their business their first sale was $650,000. Then I helped another from closing no 
contracts to getting a $100,000,000 contract. The only difference between the two businesses was 
the size of their vision. I have to ask you, how big is your vision? The Brandstorming program will 
turn your dream into a brand that works harder than you do. I can take your brand from this… 
something no one wants to buy… to this… something people can not live without! 

Do you want to know if your brand is working for you? Find out if it is working harder than you or not
working at all. Select the Get Instant Access button, put in your name and email address and receive
the the simple 3 step image check for your business. 

… remember, a business with no image is the image of no business.“ 

Watch Here >> Example of a pitch used to establish your brand message

14

Jasper Dayton
Brand Builder

A Winning Pitch Recipe for a Homerun  - Pitch 1
Create your pitch, 60 seconds or less

Your Elevator Pitch. Here is the recipe on how to write one. This one is a rough draft with the information
I plugged in for you.

Answer the question “What do you do?”  For example . . . 

Step 1. Introduce yourself - [e.g. state, your NAME, and that you are the founder/she-e-o/creator etc. of
_insert YOUR BIZ / BRAND / PROGRAM NAME ]. 

I am (your name), the creator of the (product, program or service)

Step 2. I help [your ideal client ] to [your solution] so that [benefit statement].

Step 3. Add your competitive edge, what makes you unique in the market and/or an impressive 
accomplishment

Step 4. Tell us your why the meaning behind your brand (e.g. Apple wants to enable creatives to 
"think different")

Step 5. Add your website or contact info at the end so you can make this an actual working sales tool, 
(so next time you join an online group & you're asked to introduce yourself, you can say this or post it!)

Step 6. What is that urgent, big problem that you solve for your clients? What is the transformation 
your client makes? Make sure you say it in terms your ideal clients will understand.  Speak their language. 
If your target audience is young girls speak in their language. Think of the pain points that you solve 
for them.
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Think, Act, Create
The best way that I found to create tangible results for ourselves is what I call, Think, Act, Create. It means
who you are—your persona and the way you think—lays the foundation and gives the life to all the things
you create. What you are is the direct creator of your results: the tangible creation. This is the start of many 
famous inspirational quotes, like the following:

If you think you can or you think you can’t—either way you’re right. 
It’s the thinking that makes it so.

—Henry Ford

What the mind of man can conceive and believe, it can achieve.
—Napoleon Hill

And many others.  There are so many ways of understanding and learning this system that it’s probably a

book, a movie and a self help course all on its own, like “The Secret”. (Brilliant marketing campaign by the

way). The primary thing to understand is that the clearer and more aligned you are with your Thinking and

your Seeing, the easier and more naturally you will Create the results you are looking for.

Defining your Core Values in the previous section helped you address the big question. “What’s my business

all about?” If you took the time to walk through the exercise we did there, you really went a long way toward

getting a handle on the Thinking component of Think, Act, Create.  Well, guess what—If you don’t express

your business’ values into action, you miss out.  Your business will not impact the world; you don’t make your

business’ values live.  You also don’t get tangible results.  It’s not just Think. . .  Create.  It’s Think, Act, Create.

True, Napoleon Hill didn’t write Act and Grow Rich, he wrote Think and Grow Rich, but if you’ve read the 

masterpiece you’ll find that the entire work is infused with specific things to put into action.  Action is 

ultimately what directly leads to every result in your business.  It’s been said that “If you do the right things

the right way, and do them consistently for a long enough time, you will get results.”  Think is the foundation

of action, Create is a by-product of action; Act is where the rubber meets the road.

At BrandWorx Productions we often find our clients failing in the area of taking the right actions, 
in two ways.    

Your either On-Purpose or Off-Purpose (there is no in-between)
Our branding clients never come to us out of boredom.  Most of our branding clients are successful  
innovative entrepreneurs are very goal-oriented and driven with lots of great ideas and dreams.  And 
they’ve literally been working themselves around the clock.  They act, act, act, and the result is that they’ve
achieved (in many cases achieved well), but they are overwhelmed and unfullfilled.  Can you relate? 

This happens because all that action is not in alignment with their purpose.  It’s producing results, but the
question of “Why am I doing this?” has never been answered.  Again, it’s such a big question that we try to
avoid it altogether.  But we can’t avoid it entirely, because your mind wants to know why—it needs it.  So
what happens is that we get fleeting thoughts floating through our minds like:
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• “Where is all of this going?”

• “What am I doing with my business?”

• “Is this really what I was meant to do?”

• “I’m waisting my time”

• “I never signed up for this”

• “They did not tell me it was going to be this hard!”

If this is happening, even successful resluts can be somewhat unfulfilling. The other problem with massive 
action out of context is that it’s really exhausting. More energy than we realize goes to those questions, and
when they remain unresolved they exert a significant drain.

No Action at All Due to Paralysis
The other action related issue we see a lot is the issue of paralysis.  When people don’t have the answer to 
the why question, the brain’s tendency is to not do anything at all.  It goes back to the issue of the comfort
zone—where you are hasn’t killed you yet, so your brain will default to staying there, unless something 
moves or inspires it.

The issue results not so much in exhaustion, but in feeling like your stuck.  You know you should do 
something, but you’re just unable to get off the dime and move forward.  Have you ever felt this way?

A great resource regarding this topic was written by Steven Pressfield, “The War of Art: Winning the 
Inner Creative Battle”.  Within it, Pressfield highlights the different forms of Resistance faced by artists, 
entrepreneurs, athletes, and others, who are trying to break through its barriers.

I have seen and experienced first hand how resistance kills everything. One of the causes for resistance is 
perfectionism and the fear of being wrong. I highly recommend you read this book if you are a writer that
does not write, an artist that does not paint or an inventor that does not invent. Find your purpose and get
out of your own way first.

Definition of 'Analysis Paralysis' - 
Analysis paralysis or paralysis of analysis is the state of over-analyzing (or over-thinking) a situation, or 
citing sources, so that a decision or action is never taken, in effect paralyzing the outcome. A decision 
can be treated as over-complicated, with too many detailed options, so that a choice is never made, rather
than try something and change if a major problem arises. A person might be seeking the optimal or "perfect"
solution upfront, and fear making any decision which could lead to erroneous results, when on the way to a
better solution.

The phrase describes a situation where the opportunity cost of decision analysis exceeds the benefits 
that could be gained by enacting some decision, or an informal or non-deterministic situation where the
sheer quantity of analysis overwhelms the decision-making process itself, thus preventing a decision. 
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The phrase applies to any situation where analysis may be applied to help make a decision and may be a 
dysfunctional element of organizational behavior.  This is often phrased as paralysis by analysis, in contrast 
to extinct by instinct (making a fatal decision based on hasty judgment or a gut-reaction).

Analysis paralysis can occur with many decisions, including business decisions such as what to name your
business, what is the best logo image, what products to discontinue all the way to sending a single email to
your list. The inaction it causes can easily lead to losses in business opportunities or missed chances at larger
profits.

BrandWorx Productions explains 'Analysis Paralysis' - 
Often, when examining facts related to a potential course of action, the pros outweigh the cons or vice versa 
and an individual business owner has a clear path ahead.  When analysis paralysis sets in, it could be because
the decision maker never feels comfortable stopping his or her search for additional information to examine
or that the pros and cons are equally weighted. What it means is that the business owner is afraid of being
wrong and making a mistake. 

Killing Two Birds with One Stone
Fortunately, both the exhaustion of acting out of context and the stuck-ness of being paralyzed can be 
eliminated by developing your own concise answer to the question, “What is the purpose of my business?”
and then crafting that that into your own mental image of how that purpose plays out. That’s what we’re
going to do.

Keep in mind this is a simple process—simple as in it’s literally a fill-in-the blank exercise followed by one
question. No need to complicate things. People make it hard by making the process of coming up with the
answers that really satisfy them, tends to take a fair amount of time.  It may challenge your thinking a bit, so
allow yourself time to focus here.

How to craft your business’ purpose?
There are a lot of ways of asking and answering the question “What’s the purpose of my business?”.  What I
have found to be the most effective way to your business’ purpose is to keep it simple.  I have been inspired
by many of mentors on this topic. The one process that has simplifed the complexity of this topic is from the
book by Kevin W. McCarthy called The On-Purpose Business, which I learned later was actually a follow up to
his book, The On-Purpose Person.  The simple exercise at the center of both books made it so obvious, and has
revolutionized the thinking of tens of thousands since. I highly suggest you read the book.  It is fantastic.

If you want to figure out what you’re here for, here’s how to create a purpose statement. Just fill in the blanks
of the following statement in the way that:

a. Makes sense to you.
b. Really inspires you.

My business exists to serve ___________________ing _________________.

That’s it — just fill in the blanks. There are just a few guidelines. The first blank gets filled in with a verb, an ac-
tion word. The second blank gets filled in with a noun — a person, place, or thing (in this instance the “thing”
would probably be an idea or a concept) or possibly an adjective — a descritpive word. Again, to be com-
plete, your answer must
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a. Makes sense to you.

b. Really inspires you.

Much like the core values exercise, no answer is better or worse than another, as long as they meet the 
criteria. My only other recommendation on your answers is that they should not depend on anyone else;
your answers should be your answers regardless of what anyone else does. It’s your business’ purpose 
statement and should be insulated. More on this concept in a bit.

Your Business’ Purpose Statement Story
I will confess that when I first did this exercise I was blessed with a bit of a lightning bolt. It’s entirely possible
that may happen for you; in fact it may have already happened. After I had read The On-Purpose Business, and
while I was talking with one of my clients it hit both of us with the fill-in-the-blank exercise. We both blurted
it out loud.  The first answer that came into my mind felt perfect and has stayed with me for more than a
decade. For me the answer was.

“BrandWorx Productions exists to serve by building brands that work!”

That resonated with me, and the more I thought about it the more it made sense. The statement that 
consists of three words “brands that work” was already a core value for my business and the definition was
very clear in my mind. This is actually why we craft our business’ core values before our purpose, as one 
of those is likely to be your noun or combination of nouns. The verb “building” meant that it was my 
responsibility to just build brands that work in every situation. Businesses that want a brand that works is 
the desired result, but not necessary for me to be fulfilling my business’ purpose. For me these thoughts
came very quickly, and I feel lucky that they did. If that’s happened for you, great!  Take whatever came to 
you and write it down.  Test it out on a few people, come back to it, and put it into practice.

Your Business’ Purpose Statement Story
If you’re like a lot of my clients, it didn’t just hit you across the forehead—no problem.  You’ll just need 
to consider your answers and wrestle with them until you come out with something that works for 
you.  This is another area (much like discovering your core values) where a branding expert can be very 
helpful.  My 12-week Brandstorming program in the “Build a Brand That Works Hard For You, So You Don’t
Have To” series has the first third of it devoted to just working through the issues we’re discussing in this 
section in “The CoreWorx Program”—yes, that’s four weeks. So don’t be discouraged if you could use some
outside perspective on this.  Keep at it until you get the answers you need, and please get some 
guidance if you could use it.

As an assist here, take a look at some examples that my clients have arrived at:

“I exist to serve by creating growth.”
“I exist to serve by teaching life’s lessons.”
“I exist to serve by being real.”
“I exist to serve by expanding horizons.”
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All of these are actual purpose statements that my associates or clients have developed with a little 
help.  Notice that they all fit the structure, and I can tell you from being there for the creation of these 
statements that they truly resonate with the individuals that created them. None is better or worse than 
the other. We each have a unique aspect to our business’ purpose, and your purpose statement should 
reflect your corporate culture.

The only precaution I’ll give is that your purpose statement must not be dependent on circumstance. 
Also, it definitely must not be dependent on the behavior or thinking of anyone else.  This is what I mean by
“insulated.”  I can “build strong brands tht work” everywhere all the time, no matter what.  My client Joe Smith
can “teach life’s lesson” everywhere all the time, no matter what.  Jesse Smith could “be real” always and
everywhere.  Yes, the existence of the word “serve” in the statement implies that your purpose is to impact 
the world somehow, but it’s key for your purpose statement that the participation of other people is not 
required.  You must be insulated from that burden.

I say this because I’ve seen purpose statements backfire when the approval of participation of others is 
required.  I think of one individual who came up with “I exist to serve by inspiring others”.  This sounded 
really cool and fit the structure, but do you see how this person was set up to fail?  The problem with this 
parrticular statement is that if somebody happened to not be inspired by my client, which could happen for
an infinite number of reasons beyond his control, then he would be failing to deliver his business’ 
purpose.  He would have been giving control of his business’ purpose to people he didn’t know, and 
that is dangerous for the spirit.  You want to be able to deliver your business’ purpose statement in every 
possible situation, even when you are alone or when other people choose not to participate. 

I strongly encourage you to take whatever time is necessary to craft your purpose statement before 
moving on.  If your why is big enough, the how will take care of itself.  Give yourself that foundation 
for action.

The 3 interviews with Laura Reis, Ursula Jorch and Aliison Liddle talk about this in great detail. If you have the
All Access VIP Package go back and watch those interviews.  if you do not have the All Access Pass I highly 
encourage you to get access to the fantastic resource here >>>>> Login To Your Dashboard
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Laura Ries
President of Ries & Ries Positioning Pioneers
>>>>> View Session <<<<<

Ursula Jorch
Speaker, Author, Business Coach
& Chief Alchemist WorkAlchemy.com
>>>>> View Session <<<<<

Allison Liddle
Award-Winning Entrepreneur & Bestselling Author
>>>>> View Session <<<<<
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.Your mind thinks in images. The fundamental way that your subconscious creates your results and your life is
that it sees images and moves toward them. 

The importance of having a vision for your business is the final piece of the basics for you, and its value 
cannot be overstated. Without a clear vision for where you want your business to go, it becomes easy to 
spin your wheels or wander. In Alice in Wonderland, I love this dialogue between the Cheshire Cat and Alice,
as she stops to ask him for directions:

Cat: “Where would you like to go?”
Alice: “I don’t really know...”
Cat: “In that case, any road will get you there.”

The Bible puts it a little more directly: “Without vision, the people perish.” Get that fully—the people don’t

just “feel bad” or “become upset”—they die. Aristotle was among the first to state that human beings are 

teleological, meaning that we are inherently designed to be working toward something. When we aren’t, we

start to stagnate and die. Without a clear vision for where we want to go, we literally drain our own life 

energy and we hasten our death, literally and figuratively.

However, when we do have a vision, we become instantly successful.  Earl Nightingale defined success as 

“the progressive realization of a worthy ideal.”  The key words in that definition are progressive and worthy.

Progressive means that it’s about being on the path—any progress towards a worthy ideal is success.  

A worthy ideal means that you are working toward some ideal or goal that you believe to be worthy.  Your 

business is not about having a big house, a fancy car, a lot of money, or cool toys.  Your business is about 

moving toward something that you are passionate and enthusiastic about.  It’s not about “Did you get 

there yet?”  It’s about “Are you getting there?”  If you really think about it, the top of any mountain is a lonely 

place to be.  It can get boring pretty fast.  At some point you will have to come back down to get the things

you need in order to survive.  My philosophy is go as far as you can see, and when you get there, go further!

Some good news is that your vision doesn’t need to be perfect for it to work for you.  I’ll show you how 

to craft one here shortly, so understand that even an incomplete or imperfect vision statement is much 

more effective than none at all.  I’m constantly working to refine and update mine.  Mine is a living and

breathing document.  I highly encourage you to make yours into one as well. In its ideal manifestation, 

a business vision statement in simple terms is the script to your goal.  But it implies much more than that.  

A vision is as far as you can see.  Get a great view at the highest point and you can see for miles.

So it’s one thing to have a goal, but it’s a whole different ballgame to have a vision. A real, true powerful 

vision for your business will cause you to go to the place where motivation is no longer necessary because it

just burns from within you.  And my friend, when you are on fire with a vision, people will come from all

around just to watch you burn. It’s the real deal.

Throughout history, people have been given visions—Joan of Arc, Henry Ford, Andrew Carnegie, Moses,

Muhammad. But you don’t need to wait for a miracle—you owe it to yourself to help the process along. 

You can give your own life the vision it really wants.
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Here’s how we do it.

Constructing Your Vision Statement
Again, this process is deceptively simple. You just answer a simple question, in a way that gets your juices
flowing when you read it. 

The question is:
“In the next five to seven years, what do you want your business to look like?”

It’s that simple! if you had the opportunity to wave your magic wand and create the ideal business for your-
self (which you actually do, as long as you’re willing to wave the wand called your thinking and then get to
work), what would that business look like? When you have a written answer that gets you going, you have an
effective personal vision statement:

A couple of guidelines:
1. Note the time frame suggested—five to seven years. This is not set in stone. When you craft a business vi-

sion statement, understand that you are mentally creating your ideal business. If it really is your ideal busi-
ness, who cares if it takes five years versus seven or ten? The whole point is the image itself, so don’t get
hung up on the time frame.

2. Your answer should definitely have subjective qualities to it; not all of it needs to be specific and 
measurable. I also recommend that your answer have some objective qualities, like numbers and 
statistics. You’ll see both qualities in the example below.

3. Your answer should be written in the present tense, as if it is happening right now. Phrases like “I am,” “we
are,” “our clients love,” “my family experiences,” and the like are actual images that your mind can see. This is
much more powerful than something written in the future tense. “I’m going to,” “we will,” “our clients will
love,” or “my family wants to experience” will not create as much. You’ll notice in the example below that
the present tense is used throughout.

(continued on next page)
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Here’s an example of what an effective businessl vision statement can look like:

BrandWorx Productions has become the world’s premier brand development company. In terms
of numbers, the company does $20,000,000 in annual sales, with exactly the right number of 
creative designers and marketing experts generating that revenue, along with a proven 
marketing system that generates results 24/7. Inside salespeople have a clear path to at least
$100,000/year income, while top creative designers and developers make an average of $150,000.
Our total staff is a group of happy, hard-working people. We love what we do, we do it to the
highest level of excellence and integrity, and each individual earns an income that they are 
ecstatic about.

Our clients experience a series of business-improving workshops, brand development programs,
advertising and marketing campaigns, audio/video resources, and books. Between our entry
point workshops like Brand Building Blueprint,  our signature BrandStorming Program that 
includes - The Brand Map, MoneyWorx, our Cash Excellerator (and more to come), our weekend
events, our advanced seminars like the The Perpetual Money Making Brand,  The Perpetual 
Money Making Ad Campaign (and more to come), our website development programs, WebWorx,
plus our raving fans - audience - list building programs, our online graphics support resources, 
our clients have the ability and the desire to develop true lifetime business partnerships with us.  
I personally bring value to tens of thousands each year as a leader, a brand coach, an author, a
teacher, creative thinker, designer and visual communicator. I launch 35 to 45 unique brand 
programs per year, and I never need to leave town for less than $15,000. 

My working time is devoted to these things:

• Creating resources for our clients to purchase and benefit from (design and printing)

• Delivering seminars and workshops worldwide to groups of all sizes and getting paid 
beautifully for it. Getting me in front of a group is expensive and totally worth it.

• Brand devlopment leaders, internally at BrandWorx Productions and externally at our 
clients companies. One-2-one time with me is expensive and totally worth it.

• Architecting and leading BrandWorx Productions on its path to being the world’s premier 
branding  development firm.

The result of this is that I have a million-dollar business inside of BrandWorx Productions. 
This helps to serve as the template for everyone in our company to build the same level of 
success (or better).

My time is under my control. I am intensely present, focused, and productive when working, 
and I take six to eight weeks of vacation every year with zero guilt and zero negative effect 
on our company. In short, I have depth of vision which allows me to live an authentic life 
with adventure so I can be the master of my craft in what I do that creates an abundance of 
joy by being extraordinary, transformation of self and those surrounding me.
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Exploration to Prepare to Write the Personal Vision Statement

Use these steps to guide your thoughts.

STEP 1
PERFORMANCE

1. My business is at it’s best when 

2. My business is at it’s worst when

STEP 2
PASSION

1. I am at my best when 

2. I am at my worst when 

STEP 3
WHAT SEPERATES ME FROM EVERYONE ELSE

1. My natural talents and gifts are: (examples may be art, music, decision making, being a friend, etc.) 

STEP 4
IMAGINATION

If I had unlimited time and resources, and knew I could not fail, what would I choose to do with my business?

1. I would:

STEP 5
VISION
Imagine your business as an epic mission with you as the hero/heroine of the story. What do you imagine
your mission to be about? Complete the following statement by describing what you are doing, who is it for,
why you are doing it, and what the mission’s results are.

1. My business’s journey is .... 
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STEP 6
CHARACTER
1. Imagine your 80th birthday. Who will be there with you? What tribute statement would you like 

them to make about how your business helped them? 

STEP 7
CHARACTER
1. What do I consider to be my most important future contribution to the most important people 

in my business?

STEP 8
CONSCIENCE
1. Are there things I feel I really should do or change, even though I may have dismissed such thoughts many

times? What are they?

STEP 9
INFLUENCE
Imagine you could invite to dinner three people who have influenced you the most—past or present. Write
their names in the boxes below. Then record the one quality or attribute you admire most in 
these people.

1) NAME:

1) ATTRIBUTE:

2) NAME:

2) ATTRIBUTE:

3) NAME:

3) ATTRIBUTE:

STEP 10
BALANCE
Let's think of balance as a state of fulfillment and renewal in each of the four dimensions: physical, 
spiritual, mental, and social/emotional. What are the single most important things you can do in each 
of these areas that will have the greatest positive impact on your business and help you achieve a sense of 
balance?

1) PHYSICAL:

2) SPIRITUAL:

3) MENTAL:

4) SOCIAL/EMOTIONAL:



- COREWORX - 
A program that helps you craft your Vision Statement

25

© 2018 BrandWorx Productions BrandWorxProductions.com

YOU'VE DISCOVERED

YOUR MISSION
NOW LET IT GUIDE YOU

You now have the beginning of a mission statement built on a foundation of your business’ values. 
You have more clarity into you want to be and to do in your life. You can also start to detect the values 
and principles upon which your life is based.

You can continue to write and revise your mission statement until you feel it reflects why your business exists.

What Do I Do with This, Now That It’s Crafted?
Once you have a business vision statement crafted, I recommend you do these things with it.

1. Spend time with it on a daily basis. Ideally first thing in the morning, middle of the day and right before you
go to bed.

2. Make it a living document. Don’t allow this to become static. Once it’s done, other ideas likely will come to
you. You may feel a desire to add to the statement—go for it!

3. To balance #2, don’t regularly make wholesale changes. There are only two times when it’s appropriate to
just throw the whole thing out and start over. One is if your life undergoes a significant change and you
find that your original vision just isn’t meaningful for you. The other is when you actually realize your vision.

If you haven’t already taken the time to craft your business vision statement, get going now. If you really get
stuck, reach out to me. I can help inspire you. This is your time shine! Enjoy.
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We can assume that your list is somewhere between 15 and 30 words that have  
meaning to you.  On rare occasions I have seen my clients choose up to 100. That is 
okay. You are doing fantastic either way!  Take all of the words you chose and copy  
and paste them into a seperate word dococument. 
 
The Process of Elimination 
Most people can remember up to five to seven things at a time.  Unless you have  
superpowers with a memory of steal when it comes to remembering your core values, 
it will be to your advantage to narrow down your list. I’ve helped hundreds of my 
clients with this and most can remember five to seven of their core values. I’ve only 
seen two or three people have a list of more than 7 values where they were not being  
redundant. Those particular people were trying to be everything to everyone. They 
soon learned that is not reality. You are going to want to take the couple of dozen  
you have selected and narrow them down to five to seven values maximum. Here  
are a few steps you can take to make this simple: 
 
1. Find the words that are redundant, or potentially mean the same thing to you. You’ll 

likely spot combinations that look like “Knowledge >> Expert >> Smart >> Wisdom,” 
or “Adventure >> Spontaneous >> Excitement,” and so on. Group the similar words 
together. Once you notice your groups, determine what makes sense to you.  
Sometimes when you combine the words in this way, one of them really stands out 
as the best descriptor of that core value. Sometimes you look at all of them and think, 
“None of them individually mean anything significant to me, but when I combine 
them all together I get ______________” (a different word or original phrase that 
wasn’t even on the list you started with but it has more meaning to you). 

 
2. Understand that the words you remove from your list are not gone forever.  The 

words you don’t choose as the primary core value term can be banked and used  
in the next step – your core value definitions.  Don’t worry, you can use them all  
eventually, but right now you want to narrow it down. You want four to seven  
primary core values that really feel good to you and make you say, ”Yeah, that’s  
what my business is all about.”  
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Core Value #1:

Core Value #1  
Similar Group:

Core Value #2:

Core Value #2  
Similar Group:

Core Value #3:

Core Value #3 
Similar Group:

Core Value #4:

Core Value #4  
Similar Group:

Core Value #5:

Core Value #5  
Similar Group:

Core Value #6:

Core Value #6  
Similar Group:

Core Value #7:

Core Value #7  
Similar Group:

- COREWORX -  
A program that helps you craft your Core Values 

 
Core Values and Definitions 

jen
Sticky Note
This is where they choose the primary core value from each grouping of similar core values



12

© 2019 BrandWorx Productions BrandWorxProductions.com

- COREWORX -  
A program that helps you craft your Core Values

Now that you are clear on what your core values are this is where the magic begins.  

Defining your core values will help you seperate yourself from your competitors and  

allow you to shine like the superstar you truly are. Your unique definitions are what  

seperates you from everyone else.  
 

You have created seven groupings of your core value words for JCA Back Brace.  The 

words within the individual groups can be worked into your definitions to help you refine 

and craft your unique defintions for your seven core values.  For example the core value 

Integrity - see if you can use any of the words within that grouping of the core values (on 

page 10) to craft your definition even more from your inner core of who you are, your  

beliefs.  For example - “Integrity -  Confidentally honoring our word and vision by  

delivering a trusted professional product .  This is one example.  You are the only one  

that can define your core values.  Think of your postal worker avatar when you are writing 

these definitions. Write them as if you are explaining why the core values you chose are 

important to you, your online business and why they are going to find value in them  

for their own success and well being. 
 

This is the starting point for creating a solid foundation for your brand. Having strong well  

defined core values that have a significant meaning to you, and your business will attract 

the people you enjoy doing business with.  Whether you are defining your personal 

brand, the brand for your business or your online program the process is the same.  

 
Tip: If you are stuck here don’t worry. A good place to start is to look up the definition  
of the word in a dictionary. The dictionary’s definition may not resonate with what you 
believe. But it will give you a good starting point for you to craft your own unique  
definition.  
 

(continued on the next page)
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Core Values and Definitions  
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Have fun with this as these are your core values. You may want to combine two of your 
core value words to create your own core value.  There is nothing written in stone that 
says you can not have two words to clearly define your core vlaues.  This is what I did for 
my personal core values so it would have more meaning for me and get me excited about 
what I was creating. 
 
My business’ core values for BrandWorx Productions came to life after I had developed 
and defined my personal core values for my personal brand, Jasper Dayton. See the  
example below - 
 
Examples of Core Values and Definitions - 
 
Authentic Life -  
Being connected to my true self and source energy from a foundation of integrity and honesty. 
 
Master of My Craft -  
Having unconscious competence of the knowledge I share and create. 
 
Depth of Vision -  
In this present moment seeing clearly forwards with intuition and backwards with truth,  
living on purpose 
 
Abundance of Joy -  
Knowing that in this moment I have and I am everything that I need. 
 
Transformation of Self -  
Living a transformative life that creates the possibilities for others to transform beside me. 
 
Be Extraordinary -  
Communicating through words, and actions by continuously challenging myself to be more  
than ordinary. 
 
Adventure of Life -  
Being alive and wide awake to exploring and inventing new possibilities. 

 

Examples of Business Core Values and Definitions - 
 
Results Driven -  
Complete what we start by finishing strong with determination and persistence. 
 
Master of Our Craft -  
Skilled craftsman at building brands that work. 
 
Inspirational Communication -  
Using a cohesive combination of words, colors and images that inspire people to take action. 
 
Abundance of Brilliance -  
Knowing that in this moment we have and we are everything that we need. 
 
Transformation of Vision-  
Reveal someone’s dream that is stuck in their head and transform it into something they can hold 
in their hand that others can not live without. 
 
Once you have your core values defined you will have a foundation to build a brand that works  
as you prepare to be a business leader by making clear decisions daily, crafting your purpose  
statement and pitch in the next three sections. 
 

jen
Sticky Note
This is an example of the finished product
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How to Easily Make Decisions That Bring You the Most Meaning and Success in Life and 
Business. 
 
I’m going to teach you a new way of making a decision so you always make decisions that 
are aligned with your deepest values, your vision, and that move your life and business 
forward 
 
If you’re used to being indecisive and second-guessing yourself, this is also going to make 
your decision making a lot faster and alleviate a lot of stress 
 
This is how a lot of people typically make decisions: 
give fun examples—example, should I do this or not, what are other people doing, ask 
wife, what will people think, get 2nd or 5th opinion, take a poll 
 
And the problem with this is is not only do you feel crappy and stressed when you strug-
gle w/decision making and second-guessing, but over time it does some serious injury to 
your business and costs you a fortune. Lost opportunity, time, energy, focus. And time, 
energy, and focus are the most valuable things in your company. 
 
As you get more successful, with more decisions to make, you have less time, and being 
able to make quick decisions you’re confident in is a must.  
 
People who are really successful are usually the ones who exude confidence and part of 
that confidence is their ability to make quick decisions. They would rather trust them-
selves and make a quick decision even if later it turns out not to be 100% right, because 
they will end up better off and their business will be better off than if they got stuck in in-
decision and second guessing.  
 
So today I’m going to teach you a powerful tool I created for myself that really revolution-
ized how I make decisions and has made it so much easier. And then I started using it with 
my clients and they are blown away and having transformations as a result. (tell your story 
of your business parter and how you were in action right away and made 20K, he lost 15K.  
 
So now I’ll show you how to create this amazing decision-making tool.  

 
 
 
 

Turn  
QUICK DECISIONS 

 Into  
RIGHT DECISIONS

 
 
>>>> View Workshop <<<<

https://www.brandworxproductions.com/decide-quick-decide-right/
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Front of card: Core values 
 
I help people build a business based on their core purpose. The way that you build a busi-
ness based on your core purpose is not just by knowing that purpose, but also with every 
decision you make, if every decision is based on your values. Every little and big decision, 
day in day out, is how you build a purpose-driven business you will love and feel excited 
about.  
 
So how do you get clear what your core values are?  
 
There are 100s of values are out there, and we want to focus. So, I’ll give you 100 to 
choose from, and you can pick the ones with the most meaning to you, and then narrow 
that down to 7. Some are similar, so pick the one in each group with the most meaning 
for you (give example).  
 
Next you need to define the values based on what they mean to you. You can use a dic-
tionary as a guide, but this is about your own meaning. You can use other words in the 
groups in your definition. (give example) 
 
Once you have your 7 values and your personal definitions, you have the content for the 
front of the card. So now let’s move on to the equally important back of the card.  
 
Back of card:  Vision  
 
There are 5 areas of your life affected by core values, and you want to pay attention to 
them more or less equally. These 5 areas of life make us who we are:  
 
Relationship 
could be about looking for spouse, relationship with spouse, could be relationships with 
children (example life with my son at 10), relationship with pets, could be business con-
nections, whatever it is to you 
 
Environment 
could be the home want to live in, location, emotions your environment needs to create 
for you (water- front property in Wisconsin that allows me to live abundant lifestyle).  
 
Passion/ free time 
how you want to spend your time (read one new book a month, cook one new recipe a 
week, visit 3 new places each year as I pursue adventures life has to offer). could be fish-
ing, jet-skiing, whatever.  
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Wealth 
what wealth means to you, finding that. could be dollar amounts, could be how abundant 
you want to feel. (example—story of my wealth vision, got 30K when set the vision of 12K 
residual income combined with service income of 15K/month) 
 
Health 
whatever you want to create for yourself so can feel good, feeling good is the main thing. 
More important than your wealth. (example--reverse biological age doing cardio, weight, 
healthy skin, digestive system). 
 
Think of what you want to create 6 years from now. Find image on google you love. Define 
what you see in that image, create story. Can use your core values in your vision statement 
or tell a quick story of what you’re doing. Talk about it as if in the present.  
 
How to use this card 
 
Using this card is about making your vision become part of you, reading it throughout day.  
 
sometimes you have to make a hard decision and make it fast. You need to make sure the 
decision is in alignment with what you’re about.  When you can’t make a decision, use the 
card. 
 
when you’re making a decision, sometimes emotions get in the way, social pressure, all of 
those kinds of things, and using this card will undercut all of that--other peoples’ decisions 
don’t affect you when you follow your heart. 
 
use it when out with family, which can affect decisions (example piece of pie). use it when 
you are out and about. (networking group, want to continue this conversation or no).  
 
After you’ve made an aligned decision, you feel free. You’re honoring yourself. 
 
If fear starts coming in, look at how it’s costing you your vision, look at the card.  
 
Once you know your values and you know how to make right decisions based on them, 
you’re ready to be an influencer and have an impact on the world. 
 
And that’s why this process I just taught you is the foundation I use with my clients and the 
jumping off point to becoming more of an influencer and having the biggest impact you’re 
meant to have. 
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So if you have a business, you can probably imagine what would happen if every decision 
you made was aligned with your deepest core values. You would be bringing in more in-
come and getting clients much more easily. And you’d be loving what you do even more. 
If you can picture that and it sounds good, then we should talk because I would love to 
help you with that. So I’ve opened up a few spots on my calendar to help you put your vi-
sion into action. We’ll identify money-making steps that totally support your deepest vi-
sion of who you want to be and what you want your business to be in this world.  

So many entrepreneurs are stuck right now doing busy work. And ironically, all the hard 
work they’re doing is actually taking them further away from their dreams. If this is the 
year you’re ready to be less busy and more effective in actually making your dreams hap-
pen, then let’s jump on the phone.  

Create your own QUICK DECISION MAKER. 

Relationship: 

Environment:  

Passion/ Time: 

Wealth: 

Health: 



Relationship: Be in a loving, 
authentic, supportive, joyful 
partner relationship.  My circle 
of friends and associates is 
filled with positive, constructive 
relationships.

Environment:  Live and work  
in a low maintenance, clean,  
elegant space in a stimulating  
neighborhood.

Passion/ Time: Always be  
learning, growing, and giving.  
Express my professional,  
spiritual, and creative talents 
with joy and purpose.

Wealth: Accept all the abundance 
available to me.  Manifest wealth  
in flow to sustain a prosperous  
lifestyle with ease.

Health: Create and sustain 
healthy behaviors that keep me 
looking, feeling, and acting 
younger than my physical age.



LEARNING - Helping people grow 
by providing great learning  
experiences   
TRUST - Open, honest, authentic  
communication   
FUN - Enjoy the process-have fun  
 
EFFECTIVE -Provide practical, useful,  
effective ideas and tools  
   
INTEGRITY - Always be authentic.  
Practice what I preach by living in 
alignment with my values. 
  
UNITY - We are all together in this 
life experience so take care of each 
other. 
  
COMPASSION - Serve for the greater 
good, not self interests 

QUICK DECISION CARD
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Looking Ahead - Watch Here >> Example of a pitch used to establish your brand message

  Jasper Dayton  
     Brand Builder

Watch Here >> Example of a pitch used to establish your brand message

 

I am Jasper Dayton, the creator of the Brandstorming program.  
 
I help business owners go from being stuck and burnt out to attracting their most 
profitable (and enjoyable) clients.  
 
Over the past 2 decades I have simplified the process of developing brands, starting 
with an attention grabbing name all the way to the plan that gets your product flying 
off of the shelf. For example, one of those businesses came to me for help because they 
were losing sales. After I transformed their business their first sale was $650,000. Then 
I helped another from closing no contracts to getting a $100,000,000 contract. The 
only difference between the two businesses was the size of their vision. I have to ask 
you, how big is your vision? The Brandstorming program will turn your dream into a 
brand that works harder than you do. I can take your brand from this… something no 
one wants to buy… to this… something people can not live without!  
 
Do you want to know if your brand is working for you? Find out if it is working harder 
than you or not working at all. Select the Get Instant Access button, put in your name 
and email address and receive the the simple 3 step image check for your business.  
 
… remember, a business with no image is the image of no business.“ 
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A Winning Pitch Recipe for a Homerun  - Pitch 1 
 
Create your pitch, 60 seconds or less 
 
Your Elevator Pitch. Here is the recipe on how to write one.  This is a quick start guide. 
 
Answer the question “What do you do?”  For example . . .  
 
Step 1.  
Introduce yourself - [e.g. state, your NAME, and that you are the founder/she-e-o/creator etc. of 
_insert YOUR BIZ / BRAND / PROGRAM NAME ].  
 
I am [Your Name], the creator of [product name] 
 
Step 2.  
I help [your ideal client - postal workers] to [your solution - pain free] so that [benefit statement 
- relieve pain, don’t miss work, enjoy life ]. 
 

I help _____________ by _________________________ so that they _______________________. 
     
Step 3.  
Add your competitive edge, what makes you unique in the market and/or an impressive  
accomplishment 
 

Step 4.  

Tell us your why the meaning behind your brand (e.g. Apple wants to enable creatives to "think 

different") 
 
     

Step 5.  

Add your website or contact info at the end so you can make this an actual working sales tool, 

(so next time you join an online group & you're asked to introduce yourself, you can say this or 

post it!) 
 

Step 6.  
What is that urgent, big problem that you solve for your clients? What is the transformation 

your client makes? Make sure you say it in terms your ideal clients will understand.  Speak their 

language. If your target audience is postal workers speak in their language. Think of the pain 

points that you solve for them. 
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Think, Act, Create 
The best way that I found to create tangible results for ourselves is what I call, Think, Act, Create. It means 
who you are—your persona and the way you think—lays the foundation and gives the life to all the things 
you create. What you are is the direct creator of your results: the tangible creation. This is the start of many  
famous inspirational quotes, like the following: 

 
 

If you think you can or you think you can’t—either way you’re right.  
It’s the thinking that makes it so. 

—Henry Ford 
 
What the mind of man can conceive and believe, it can achieve. 

         —Napoleon Hill 
 
And many others.  There are so many ways of understanding and learning this system that it’s probably a 

book, a movie and a self help course all on its own, like “The Secret”. (Brilliant marketing campaign by the 

way). The primary thing to understand is that the clearer and more aligned you are with your Thinking and 

your Seeing, the easier and more naturally you will Create the results you are looking for. 

 

Defining your Core Values in the previous section helped you address the big question. “What’s my business 

all about?” If you took the time to walk through the exercise we did there, you really went a long way toward 

getting a handle on the Thinking component of Think, Act, Create.  Well, guess what—If you don’t express 

your business’ values into action, you miss out.  Your business will not impact the world; you don’t make your 

business’ values live.  You also don’t get tangible results.  It’s not just Think. . .  Create.  It’s Think, Act, Create. 

True, Napoleon Hill didn’t write Act and Grow Rich, he wrote Think and Grow Rich, but if you’ve read the  

masterpiece you’ll find that the entire work is infused with specific things to put into action.  Action is  

ultimately what directly leads to every result in your business.  It’s been said that “If you do the right things 

the right way, and do them consistently for a long enough time, you will get results.”  Think is the foundation 

of action, Create is a by-product of action; Act is where the rubber meets the road. 

 
At BrandWorx Productions we often find our clients failing in the area of taking the right actions,  
in two ways.     

 

Your either On-Purpose or Off-Purpose (there is no in-between) 
Our branding clients never come to us out of boredom.  Most of our branding clients are successful   
innovative entrepreneurs are very goal-oriented and driven with lots of great ideas and dreams.  And  
they’ve literally been working themselves around the clock.  They act, act, act, and the result is that they’ve 
achieved (in many cases achieved well), but they are overwhelmed and unfullfilled.  Can you relate?  
 
This happens because all that action is not in alignment with their purpose.  It’s producing results, but the 
question of “Why am I doing this?” has never been answered.  Again, it’s such a big question that we try to 
avoid it altogether.  But we can’t avoid it entirely, because your mind wants to know why—it needs it.  So 
what happens is that we get fleeting thoughts floating through our minds like:
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• “Where is all of this going?” 

• “What am I doing with my business?” 

• “Is this really what I was meant to do?” 

• “I’m waisting my time” 

• “I never signed up for this” 

• “They did not tell me it was going to be this hard!” 

 
If this is happening, even successful resluts can be somewhat unfulfilling. The other problem with massive  
action out of context is that it’s really exhausting. More energy than we realize goes to those questions, and 
when they remain unresolved they exert a significant drain. 
 

No Action at All Due to Paralysis 
The other action related issue we see a lot is the issue of paralysis.  When people don’t have the answer to  
the why question, the brain’s tendency is to not do anything at all.  It goes back to the issue of the comfort 
zone—where you are hasn’t killed you yet, so your brain will default to staying there, unless something  
moves or inspires it. 
 
The issue results not so much in exhaustion, but in feeling like your stuck.  You know you should do  
something, but you’re just unable to get off the dime and move forward.  Have you ever felt this way? 
 
A great resource regarding this topic was written by Steven Pressfield, “The War of Art: Winning the  
Inner Creative Battle”.  Within it, Pressfield highlights the different forms of Resistance faced by artists,  
entrepreneurs, athletes, and others, who are trying to break through its barriers. 
 
I have seen and experienced first hand how resistance kills everything. One of the causes for resistance is  
perfectionism and the fear of being wrong. I highly recommend you read this book if you are a writer that 
does not write, an artist that does not paint or an inventor that does not invent. Find your purpose and get 
out of your own way first. 
 
Definition of 'Analysis Paralysis' -  
Analysis paralysis or paralysis of analysis is the state of over-analyzing (or over-thinking) a situation, or  
citing sources, so that a decision or action is never taken, in effect paralyzing the outcome. A decision  
can be treated as over-complicated, with too many detailed options, so that a choice is never made, rather 
than try something and change if a major problem arises. A person might be seeking the optimal or "perfect" 
solution upfront, and fear making any decision which could lead to erroneous results, when on the way to a 
better solution. 
 
The phrase describes a situation where the opportunity cost of decision analysis exceeds the benefits  
that could be gained by enacting some decision, or an informal or non-deterministic situation where the 
sheer quantity of analysis overwhelms the decision-making process itself, thus preventing a decision.  
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The phrase applies to any situation where analysis may be applied to help make a decision and may be a  
dysfunctional element of organizational behavior.  This is often phrased as paralysis by analysis, in contrast  
to extinct by instinct (making a fatal decision based on hasty judgment or a gut-reaction). 
 
Analysis paralysis can occur with many decisions, including business decisions such as what to name your 
business, what is the best logo image, what products to discontinue all the way to sending a single email to 
your list. The inaction it causes can easily lead to losses in business opportunities or missed chances at larger 
profits. 
 
BrandWorx Productions explains 'Analysis Paralysis' -  
Often, when examining facts related to a potential course of action, the pros outweigh the cons or vice versa 
and an individual business owner has a clear path ahead.  When analysis paralysis sets in, it could be because 
the decision maker never feels comfortable stopping his or her search for additional information to examine 
or that the pros and cons are equally weighted. What it means is that the business owner is afraid of being 
wrong and making a mistake.  
 

Killing Two Birds with One Stone 
Fortunately, both the exhaustion of acting out of context and the stuck-ness of being paralyzed can be  
eliminated by developing your own concise answer to the question, “What is the purpose of my business?” 
and then crafting that that into your own mental image of how that purpose plays out. That’s what we’re 
going to do. 
 
Keep in mind this is a simple process—simple as in it’s literally a fill-in-the blank exercise followed by one 
question. No need to complicate things. People make it hard by making the process of coming up with the 
answers that really satisfy them, tends to take a fair amount of time.  It may challenge your thinking a bit, so 
allow yourself time to focus here. 
 

How to craft your business’ purpose? 
There are a lot of ways of asking and answering the question “What’s the purpose of my business?”.  What I 
have found to be the most effective way to your business’ purpose is to keep it simple.  I have been inspired 
by many of mentors on this topic. The one process that has simplifed the complexity of this topic is from the 
book by Kevin W. McCarthy called The On-Purpose Business, which I learned later was actually a follow up to 
his book, The On-Purpose Person.  The simple exercise at the center of both books made it so obvious, and has 
revolutionized the thinking of tens of thousands since. I highly suggest you read the book.  It is fantastic. 
 
If you want to figure out what you’re here for, here’s how to create a purpose statement. Just fill in the blanks 
of the following statement in the way that: 
 

a. Makes sense to you. 
b. Really inspires you. 
 

My business exists to serve ___________________ing _________________. 
 
That’s it — just fill in the blanks. There are just a few guidelines. The first blank gets filled in with a verb, an ac-
tion word. The second blank gets filled in with a noun — a person, place, or thing (in this instance the “thing” 
would probably be an idea or a concept) or possibly an adjective — a descritpive word. Again, to be com-
plete, your answer must 
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a. Makes sense to you. 

b. Really inspires you. 
 
Much like the core values exercise, no answer is better or worse than another, as long as they meet the  
criteria. My only other recommendation on your answers is that they should not depend on anyone else; 
your answers should be your answers regardless of what anyone else does. It’s your business’ purpose  
statement and should be insulated. More on this concept in a bit. 
 

Your Business’ Purpose Statement Story 
I will confess that when I first did this exercise I was blessed with a bit of a lightning bolt. It’s entirely possible 
that may happen for you; in fact it may have already happened. After I had read The On-Purpose Business, and 
while I was talking with one of my clients it hit both of us with the fill-in-the-blank exercise. We both blurted 
it out loud.  The first answer that came into my mind felt perfect and has stayed with me for more than a 
decade. For me the answer was. 

 

“BrandWorx Productions exists to serve by building brands that work!” 
 
That resonated with me, and the more I thought about it the more it made sense. The statement that  
consists of three words “brands that work” was already a core value for my business and the definition was 
very clear in my mind. This is actually why we craft our business’ core values before our purpose, as one  
of those is likely to be your noun or combination of nouns. The verb “building” meant that it was my  
responsibility to just build brands that work in every situation. Businesses that want a brand that works is  
the desired result, but not necessary for me to be fulfilling my business’ purpose. For me these thoughts 
came very quickly, and I feel lucky that they did. If that’s happened for you, great!  Take whatever came to  
you and write it down.  Test it out on a few people, come back to it, and put it into practice. 
 

Your Business’ Purpose Statement Story 
If you’re like a lot of my clients, it didn’t just hit you across the forehead—no problem.  You’ll just need  
to consider your answers and wrestle with them until you come out with something that works for  
you.  This is another area (much like discovering your core values) where a branding expert can be very  
helpful.  My 12-week Brandstorming program in the “Build a Brand That Works Hard For You, So You Don’t 
Have To” series has the first third of it devoted to just working through the issues we’re discussing in this  
section in “The CoreWorx Program”—yes, that’s four weeks. So don’t be discouraged if you could use some 
outside perspective on this.  Keep at it until you get the answers you need, and please get some  
guidance if you could use it. 
 
As an assist here, take a look at some examples that my clients have arrived at: 
 

“I exist to serve by creating growth.” 
“I exist to serve by teaching life’s lessons.” 
“I exist to serve by being real.” 
“I exist to serve by expanding horizons.” 
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All of these are actual purpose statements that my associates or clients have developed with a little  
help.  Notice that they all fit the structure, and I can tell you from being there for the creation of these  
statements that they truly resonate with the individuals that created them. None is better or worse than  
the other. We each have a unique aspect to our business’ purpose, and your purpose statement should  
reflect your corporate culture. 
 
The only precaution I’ll give is that your purpose statement must not be dependent on circumstance.  
Also, it definitely must not be dependent on the behavior or thinking of anyone else.  This is what I mean by 
“insulated.”  I can “build strong brands tht work” everywhere all the time, no matter what.  My client Joe Smith 
can “teach life’s lesson” everywhere all the time, no matter what.  Jesse Smith could “be real” always and 
everywhere.  Yes, the existence of the word “serve” in the statement implies that your purpose is to impact  
the world somehow, but it’s key for your purpose statement that the participation of other people is not  
required.  You must be insulated from that burden. 
 
I say this because I’ve seen purpose statements backfire when the approval of participation of others is  
required.  I think of one individual who came up with “I exist to serve by inspiring others”.  This sounded  
really cool and fit the structure, but do you see how this person was set up to fail?  The problem with this  
parrticular statement is that if somebody happened to not be inspired by my client, which could happen for 
an infinite number of reasons beyond his control, then he would be failing to deliver his business’  
purpose.  He would have been giving control of his business’ purpose to people he didn’t know, and  
that is dangerous for the spirit.  You want to be able to deliver your business’ purpose statement in every  
possible situation, even when you are alone or when other people choose not to participate.  
 
I strongly encourage you to take whatever time is necessary to craft your purpose statement before  
moving on.  If your why is big enough, the how will take care of itself.  Give yourself that foundation  
for action.   
 
The 3 interviews with Laura Reis, Ursula Jorch and Aliison Liddle talk about this in great detail. If you have the 
All Access VIP Package go back and watch those interviews.  if you do not have the All Access Pass I highly  
encourage you to get access to the fantastic resource here >>>>> Login To Your Dashboard 
 

 
 

Laura Ries 
President of Ries & Ries Positioning Pioneers 
>>>>> View Session <<<<<

Ursula Jorch 
Speaker, Author, Business Coach 
& Chief Alchemist WorkAlchemy.com 
>>>>> View Session <<<<<

Allison Liddle 
Award-Winning Entrepreneur & Bestselling Author 
>>>>> View Session <<<<<
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.Your mind thinks in images. The fundamental way that your subconscious creates your results and your life is 
that it sees images and moves toward them.  
 
The importance of having a vision for your business is the final piece of the basics for you, and its value  
cannot be overstated. Without a clear vision for where you want your business to go, it becomes easy to  
spin your wheels or wander. In Alice in Wonderland, I love this dialogue between the Cheshire Cat and Alice, 
as she stops to ask him for directions: 
 

Cat: “Where would you like to go?” 
Alice: “I don’t really know...” 
Cat: “In that case, any road will get you there.” 
 
The Bible puts it a little more directly: “Without vision, the people perish.” Get that fully—the people don’t 

just “feel bad” or “become upset”—they die. Aristotle was among the first to state that human beings are  

teleological, meaning that we are inherently designed to be working toward something. When we aren’t, we 

start to stagnate and die. Without a clear vision for where we want to go, we literally drain our own life  

energy and we hasten our death, literally and figuratively. 

 

However, when we do have a vision, we become instantly successful.  Earl Nightingale defined success as  

“the progressive realization of a worthy ideal.”  The key words in that definition are progressive and worthy. 

Progressive means that it’s about being on the path—any progress towards a worthy ideal is success.   

A worthy ideal means that you are working toward some ideal or goal that you believe to be worthy.  Your  

business is not about having a big house, a fancy car, a lot of money, or cool toys.  Your business is about  

moving toward something that you are passionate and enthusiastic about.  It’s not about “Did you get  

there yet?”  It’s about “Are you getting there?”  If you really think about it, the top of any mountain is a lonely  

place to be.  It can get boring pretty fast.  At some point you will have to come back down to get the things 

you need in order to survive.  My philosophy is go as far as you can see, and when you get there, go further! 

 

Some good news is that your vision doesn’t need to be perfect for it to work for you.  I’ll show you how  

to craft one here shortly, so understand that even an incomplete or imperfect vision statement is much  

more effective than none at all.  I’m constantly working to refine and update mine.  Mine is a living and 

breathing document.  I highly encourage you to make yours into one as well. In its ideal manifestation,  

a business vision statement in simple terms is the script to your goal.  But it implies much more than that.   

A vision is as far as you can see.  Get a great view at the highest point and you can see for miles. 

 

So it’s one thing to have a goal, but it’s a whole different ballgame to have a vision. A real, true powerful  

vision for your business will cause you to go to the place where motivation is no longer necessary because it 

just burns from within you.  And my friend, when you are on fire with a vision, people will come from all 

around just to watch you burn. It’s the real deal. 

 

Throughout history, people have been given visions—Joan of Arc, Henry Ford, Andrew Carnegie, Moses, 

Muhammad. But you don’t need to wait for a miracle—you owe it to yourself to help the process along.  

You can give your own life the vision it really wants. 
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Here’s how we do it.

Constructing Your Vision Statement
Again, this process is deceptively simple. You just answer a simple question, in a way that gets your juices
flowing when you read it. 

The question is:
“In the next five to seven years, what do you want your business to look like?”

It’s that simple! if you had the opportunity to wave your magic wand and create the ideal business for your-
self (which you actually do, as long as you’re willing to wave the wand called your thinking and then get to
work), what would that business look like? When you have a written answer that gets you going, you have an
effective personal vision statement:

A couple of guidelines:
1. Note the time frame suggested—five to seven years. This is not set in stone. When you craft a business vi-

sion statement, understand that you are mentally creating your ideal business. If it really is your ideal busi-
ness, who cares if it takes five years versus seven or ten? The whole point is the image itself, so don’t get
hung up on the time frame.

2. Your answer should definitely have subjective qualities to it; not all of it needs to be specific and 
measurable. I also recommend that your answer have some objective qualities, like numbers and 
statistics. You’ll see both qualities in the example below.

3. Your answer should be written in the present tense, as if it is happening right now. Phrases like “I am,” “we
are,” “our clients love,” “my family experiences,” and the like are actual images that your mind can see. This is
much more powerful than something written in the future tense. “I’m going to,” “we will,” “our clients will
love,” or “my family wants to experience” will not create as much. You’ll notice in the example below that
the present tense is used throughout.

Here’s an example of what an effective businessl vision statement can look like:
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BrandWorx Productions has become the world’s premier brand development company. 
In terms of numbers, the company does $20,000,000 in annual sales, with exactly the right 
number of creative designers and marketing experts generating that revenue, along with a
proven marketing system that generates results 24/7. Inside salespeople have a clear path to
at least $100,000/year income, while top creative designers and developers make an average
of $150,000. Our total staff is a group of happy, hard-working people. We love what we do, we
do it to the highest level of excellence and integrity, and each individual earns an income that
they are ecstatic about.

Our clients experience a series of business-improving workshops, brand development 
programs, advertising and marketing campaigns, audio/video resources, and books. Between
our entry point workshops like Brand Building Blueprint,  our signature BrandStorming 

(continued on next page)
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Program that includes - The Brand Map, MoneyWorx, our Cash Excellerator (and more to
come), our weekend events, our advanced seminars like the The Perpetual Money Making
Brand,  The Perpetual Money Making Ad Campaign (and more to come), our brand 
development programs, and our online graphics support resources, our clients have the 
ability and the desire to develop true lifetime business partnerships with us. I personally bring
value to tens of thousands each year as a leader, a brand coach, an author, a teacher, creative
thinker and designer. I launch 35 to 45 unique brand programs per year, and I never need to
leave town for less than $15,000. 

My working time is devoted to these things:

• Creating resources for our clients to purchase and benefit from (design and printing)

• Delivering seminars and workshops worldwide to groups of all sizes and getting paid 
beautifully for it. Getting me in front of a group is expensive and totally worth it.

• Brand devlopment leaders, internally at A Brand That Worx and externally at our clients com-
panies. One-2-one time with me is expensive and totally worth it.

• Architecting and leading A Brand That Worx on its path to being the world’s premier 
branding  development firm.

The result of this is that I have a million-dollar business inside of A Brand That Worx. This helps
to serve as the template for everyone in our company to build the same level of 
success (or better).

My time is under my control. I am intensely present, focused, and productive when working,
and I take six to eight weeks of vacation every year with zero guilt and zero negative effect 
on our company. In short, I have depth of vision which allows me to live an authentic life 
with adventure so I can be the master of my craft in what I do that creates an abundance of joy
by being extraordinary, transformation of self and those surrounding me.

Exploration to Prepare to Write the Personal Vision Statement

Use these steps to guide your thoughts.

STEP 1
PERFORMANCE

1. My business is at it’s best when _____________________________________________________________.

2. My business is at it’s worst when ____________________________________________________________.

(continued on next page)
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STEP 2
PASSION

1. I am at my best when _____________________________________________________________________.

2. I am at my worst when ____________________________________________________________________.

STEP 3
WHAT SEPERATES ME FROM EVERYONE ELSE

1. My natural talents and gifts are: (examples may be art, music, decision making, being a friend, etc.)

________________________________________________________________________________________.

STEP 4
IMAGINATION

If I had unlimited time and resources, and knew I could not fail, what would I choose to do with my business?

1. I would: _________________________________________________________________________________.

STEP 5
VISION
Imagine your business as an epic mission with you as the hero/heroine of the story. What do you imagine
your mission to be about? Complete the following statement by describing what you are doing, who is it for,
why you are doing it, and what the mission’s results are.

1. My business’s journey is ....

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________.

STEP 6
CHARACTER
1. Imagine your 80th birthday. Who will be there with you? What tribute statement would you like 

them to make about how your business helped them? 

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________.
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STEP 7
CHARACTER
1. What do I consider to be my most important future contribution to the most important people 

in my business?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________.

STEP 8
CONSCIENCE
1. Are there things I feel I really should do or change, even though I may have dismissed such thoughts many

times? What are they?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________.

STEP 9
INFLUENCE
Imagine you could invite to dinner three people who have influenced you the most—past or present. Write
their names in the boxes below. Then record the one quality or attribute you admire most in 
these people.

1) NAME:

1) ATTRIBUTE:

2) NAME:

2) ATTRIBUTE:

3) NAME:

3) ATTRIBUTE:

STEP 10
BALANCE
Let's think of balance as a state of fulfillment and renewal in each of the four dimensions: physical, 
spiritual, mental, and social/emotional. What are the single most important things you can do in each 
of these areas that will have the greatest positive impact on your business and help you achieve a sense of 
balance?

1) PHYSICAL:

2) SPIRITUAL:

3) MENTAL:

4) SOCIAL/EMOTIONAL:
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YOU'VE DISCOVERED

YOUR MISSION
NOW LET IT GUIDE YOU

You now have the beginning of a mission statement built on a foundation of your business’ values. 
You have more clarity into you want to be and to do in your life. You can also start to detect the values 
and principles upon which your life is based.

You can continue to write and revise your mission statement until you feel it reflects why your business exists.

What Do I Do with This, Now That It’s Crafted?
Once you have a business vision statement crafted, I recommend you do these things with it.

1. Spend time with it on a daily basis. Ideally first thing in the morning, middle of the day and right before you
go to bed.

2. Make it a living document. Don’t allow this to become static. Once it’s done, other ideas likely will come to
you. You may feel a desire to add to the statement—go for it!

3. To balance #2, don’t regularly make wholesale changes. There are only two times when it’s appropriate to
just throw the whole thing out and start over. One is if your life undergoes a significant change and you
find that your original vision just isn’t meaningful for you. The other is when you actually realize your vision.

If you haven’t already taken the time to craft your business vision statement, get going now. If you really get
stuck, reach out to me. I can help inspire you. This is your time shine! Enjoy.
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