
START THE PROCESS 
OF BRAND ALIGNMENT 

Get ready to explore PR by 
honing your key messages



STEP 1:  WHAT QUESTIONS DO YOU NEED TO ASK YOURSELF TO ALIGN 
YOUR BRAND MESSAGE? 

• What is my brand vision? 

• What is my mission statement? 

• What sets me apart from my competition? 

• What is special about my brand and product/service? 

• As an impartial observer, what would first stand out to me about the brand? 

• What are the most interesting parts of the brand’s journey to this stage? 

• What news to I have to share with the media and its readers? 

• What do I want to achieve from coverage? 

• What aspects of my business do I want to promote? 

Answer these questions honestly and succinctly, this will give you the basis to then 
explore your key messages and focus on the aspects of your brand that will run as the 

backbone through any PR activity. 

Using your answers, write the key points into the relevant boxes below.   

This brainstorm will give you four brand aspects that can all find a place in your PR 
strategy. 



STEP 2:  HOW DO I BREAK THESE ANSWERS DOWN INTO BITESIZE PR-
ABLE INFORMATION THAT IS ALL ALIGNED WITH MY BRAND? 

YOUR PERSONAL STORY

YOUR BRAND JOURNEY YOUR PRODUCT/
SERVICE

NEW LAUNCHES

YOUR  
BRAND



STEP 3:  HOW DO I USE THIS INFORMATION TO COMMUNICATE MY 
BRAND VISION? 

Each of these categories will now provide you with the starting points for numerous press 
releases to allow you to run consistent PR activity. 

You don’t need to be overwhelmed, you just take one step at a time.  Maybe you do a general 
release to introduce your brand to your favourite magazines, feeling your way as you go, before 
you start to get more specific with your press releases for new product launches or an exclusive 

collaboration for example. 

To create one brand statement, try using a pointer from at least three of your categories to 
create a soundbite that encapsulates your brand vision: 

“From our Bath factory, we have been hand crafting beautiful leather bags for 15 years, staying 

true to our founding vision of providing high quality product, designed for any lifestyle.” 

This example could be the start of an ‘elevator pitch’, making reference to aspects 
that easily fall into the categories of personal story, brand journey and product and 

give a hint as to the principles of the brand behind the words. 

However, you will need to add in your killer hook, the ‘what’ that makes you 
different from competitors and the ‘why’ that a journalist would find interesting. 

ANY TYPE OF BRAND SUMMARY OR STATEMENT NEEDS TO PASS THE ‘SO WHAT?’ TEST.  IF 
ANYONE READING OR HEARING YOUR WORDS THINKS, ‘SO WHAT?’ YOU NEED TO BE MORE 

CONVINCING. 


