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What’s in a brand?

It’s important that people know who you 
are, what you do and what you stand 
for. Your brand is your identity, providing 
both a visual way of presenting yourself 
consistently and defining the values that 
you want people to associate with you. 

If you think about the world’s most valuable 
brand marks like Coca Cola and Apple, what 
do they have in common? A clear visual 
identity and consistent marketing presence 
so you can instantly recognise who they are.

Of course we’re not suggesting you should 
aim to be like Coca-Cola (although who 
knows, one day!), but you can apply 
the same principles to your project, 
your product or service, and the way 
you identify yourself to funders.

Create 
a Clear 
identity

Building your brand
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A brAnd consists  
of severAl key elements

logo

This can be used in every marketing 
channel as a brand mark, helping 
people recognise who you are 
and what you’re doing. 

Make your logo versatile. What happens 
when it’s used on different colour 
backgrounds? Does it still look good? Is it 
clear? Make sure you have a masked version 
and use a scalable vector graphic format.

 
fonts

It’s amazing how important font 
choice is for your brand. Honestly.

Websites with inconsistent font use can 
actually be hard to read, and the use of 
over-elaborate fonts can hinder people 
with visual impairment (of whom there 

are more than two million in the UK). So 
pick a primary font and then a couple of 
secondary fonts. Define which font to use 
for body copy and which ones to use for 
headings. Use these fonts consistently 
across all communication channels so 
people can recognise your visual style.

Make sure you use web friendly fonts.  
This means the font will be 
legible on a computer screen and 
compatible with screen readers.

colours

The same applies to colours. 
If you’re going to create a consistent 
brand identity you need to stick 
to the same colour palette. 

Ask your web designer to define a 
colour palette and provide you with 
the codes for each colour – you can 
then provide them to anyone involved 
in producing branded materials.

Building your brand
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tone of voice

How we sound to people plays 
an important role in shaping their 
opinion of us. And so it is online and 
in print, where the tone and style of 
copy replaces the spoken word.

When people visit your website and project 
page, what personality do you want them to 
find? Are you serious, factual, fun, cheeky 
or a combination? Do you want the website 
to be passive or active, using words to 
challenge people to think and act?
Ask yourself the key question – how do I want 
to sound to people who don’t know me?

Produce basic tone of voice guidelines so 
that anyone writing copy for you can do so in 
a manner consistent with your brand voice.

 
About you

We think every website should have an 
‘About us’ section. This helps visitors 

learn about the people behind the website 
and why the company exists. It helps 
position what you’re doing and why, 
and can be used to inspire visitors.
 
Does everyone read this? No. Is it 
important? Yes. If someone is looking for 
validation about you or your company, 
not providing this information is a missed 
opportunity to influence their perception.

your vAlues

We’re all creatures of habit and will usually 
connect with brands we have an affinity 
with, whether this is a true affinity or 
simply a perceived relevance.  
 
For example, some of us only ever buy 
Apple products and never Microsoft 
because we’ve bought in to the brand 
story and its design values.

Your values define your business outlook and 
should focus on what you’ll provide to your 

Building your brand
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audience, not what you want for yourself.
Don’t have too many values because it 
becomes hard to communicate them.  
Think long and hard about the core values 
you wish people to associate you with –  
and set a maximum of five 

brAnd vAlue proposition

Your brand value proposition is a neat 
way of encapsulating your personality and 
values into concise messages that can be 
used in your online and offline marketing.

Let’s use CrowdShed as an example. We 
spent a long time debating how we wanted 
to talk about the brand and decided our core 
brand value proposition message would be:
 

‘Find your funding. Fund something new.’ 
 

This for us encapsulates the essence of 
what we’re about. We help connect people 
with great ideas to potential backers who 
can bring the ideas to life. It’s more than a 
website, it’s an ecosystem and philosophy.
We then use supporting brand 
messages to underpin this:
 

–    CrowdShed is a new UK-based 
crowdfunding platform and London hub 
bridging the divide between the internet 
and the people who make projects happen.

 Or, more simply…
 
–    Crowdfunding for everyone. 

We also use specifically formatted naming 
of events, places and features that 
reinforce them as sub-brands as well as 
supporters of the main CrowdShed brand:

 
–    #ShedTalks 

–    The Shed

It’s common to use brand value 
proposition messages in the site-wide 
header of your website – this means that 
anyone on the site can see them, which 
reinforces your brand identity. If you want 
to go to the next level, you can personalise 
your website so new visitors see different 
messages to logged-in users – magic!

 
 
 
ToP TIP
Don’t fret about perfecting your brand 
value proposition straight away – it 
can and very likely should be refined 
over time as you learn what best 
resonates with your audience.

Building your brand
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usps

We love an acronym. oh no hang on, 
we don’t actually. Sorry. But sometimes 
they’re unavoiable we’re afraid. 

USP stands for unique selling point, which 
you can use to tell people what makes 
you different and why they need to pay 
attention to what you have to say.  

USPs support your brand value  
proposition but are different because they 
relate to the products and services you 
provide, rather than your actual brand. 

For example, if you’re crowdfunding the first 
ever gold-plated shed, then that’s a unique 
message to promote. Using CrowdShed 
as the example, our main USP is that we 
provide a real world space for people to 
meet up in to share ideas and bring great 
projects to life – The Shed – where we host 
inspirational talks and events. This stands 
us apart from other crowdfunding platforms 
that provide only an online service.

Your USPs won’t appeal to everyone –  
it’s impossible to push everyone’s buttons 
all the time – so focus on what you think 
is relevant to your target audience. 

Stick to three or four key messages and 
explore how best to pitch these so that 
people understand them.  
 
Don’t be afraid to ask for feedback.

 
tAilored messAges

It’s likely you’ll have different groups of 
people you want to excite about your 
project. For example, if you’re seeking an 
equity raise you’ll need to attract investors.

It’s important to talk to these groups  
in a language that resonates. Investors  
will want to hear about your business  
plan and how you’ll deliver on their 
investment, which is very different to  
an individual looking to back a project  
in exchange for a reward. 

ToP TIP
Don’t reinvent the wheel. Map out the key 
audience groups you need to speak to. 
Then tailor your brand value proposition 
and USP messaging to suit each audience. 
Often all it takes is some simple tweaking 
to tailor the messaging to each group. 
And don’t be afraid to refine and add 
to your messages as you need them. 
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say hello

Building your brand

Whether you’re looking for help 
launching and funding a project, or 
just want to know more about this 
crowdfunding thing and how we can 
help, we’d love to hear from you.

Drop us a line to sayhello@crowdshed.com  
and we’ll get back to you within a working day.

Want a face-to-face chat?

If you’d like to tell us about your project 
and see how we can help, the door to The 
Shed is always open! We live amazingly 
close to Tottenham Court Road Station and 
right behind Oxford Street, which means 
we’re really central and easy to get to. 

Drop us a line to theshed@crowdshed.com 
to book an appointment with one of 
our crowdfunding experts to get the 
ball rolling. And if you’re not in London 
it’s not a problem – we can happily 
talk it over by phone or on Skype!

The Shed, 18 Hanway Street, London, W1T 1UF


