
Describe your training programs and workouts:

What is your niche? What makes you different and unique?

Notes:



What will you do differently to make you stand out from your compe77on?

What’s your target demographic? Who are the individuals that your 
workouts are designed for?

Explain your business and what you do in one sentence.

Notes:



WHAT THE 
WORLD NEEDS

WHAT YOU ARE 
GOOD AT

WHAT YOU ARE 
PASSIONATE ABOUT

BRAND
PURPOSE

pur·pose
/ˈpərpəs/
the reason for which something is done or created or for which 
something exists.

BRAND
PURPOSE PURPOSE

Notes:



Why do you exist?

What problem does your fitness business solve?

Why is solving this problem important to you?

What will your fitness business be?

What should your fitness business be?

Who is your client?

What is the value to the client?

Notes:

Brand Purpose Ques1onnaire
Define your fitness business, what do you do?



What are the ideas that drive your fitness business?

What are you doing that’s different from what everyone else is doing?

What do you need to be successful?

What's holding you back?

What can you be best in the world at?

Is this actually useful?

Notes:

What excites your client?

Is there an easier way?



What do you value most?

What are you passionate about?

What difference can you make?

Notes:



Notes:

vi·sion
/ˈviZHən/
the ability to think about or plan the future with 
imagina4on or wisdom.

BRAND
VISION VISION

Brand Vision Ques7onnaire
What should your fitness business be?

What future do you want to create?

What does your future look like?

What would make your fitness business successful?



Notes:
What are you willing to do to achieve success?

What are you NOT willing to achieve success?

How will you measure success?

In 5 to 10 years from now, what will success look like for your fitness business?

In 5 to 10 years from now, how will your fitness business make the 
world a beCer place?

In 5 to 10 years from now, what is the posiEve impact your fitness business 
will have on your clients?



Brand Vision Plan

Notes:

QUESTION NOW 10 YEARS FROM NOW

Why do you exist?

What are you known for?

What will your fitness 
business never do?

Who is your client?

What are your goals?

What services do you 
provide your customers?

How do you make your 
clients lives be=er?

Why will clients want to 
become part of your 
community?



Brand Vision Template

To (provide, give, create, make, etc…) a (healthy, happy, 
produc<ve, safe, etc…) (world, place, dream, reality, existence, 

etc…) for (the group of people you want to help).

Notes:

What Your Brand Vision is NOT

Your vision should not be about monetary gain. It should be about the 
amount of impact your business will achieve.

Your vision is not all about you. It should focus on the people your 
organiza;on is helping.

Your vision should not describe what your business does. Rather it should 
explain the reason your business exists.

Your vision should not be unrealis;c. It needs to be audacious, and 
challenging, but also op;mis;c and a?ainable.



MISSION VISION
VS Descrip(ve statement of 

your company's goals and 
it’s ideal future.

Ac(on statement that your 
company can follow to make 

your vision a reality.

Notes:

Brand Mission Ques5onnaire

What are you here to do?

How will you create that future?

How does your fitness business add value to the consumer?

mis·sion
/ˈmiSHən/
a strongly felt aim, ambi1on, or calling.

BRAND
MISSION MISSION



Notes:
How do you intend for your fitness business to posi2vely impact the world?

Can you quickly and easily ar2culate what your fitness business does?

Are your goals and vision a?ainable and realis2c?

Brand Mission Template

[What you do] by [How you do it] for [Who you do it for]
to [What value you provide]

What you do:

How you do it:

Who you do it for:

What value you provide:



Notes:

value
[ˈvalyo͞ o]
a person's principles or standards of behavior; one's 
judgment of what is important in life.

BRAND
VALUES VALUES

Build Your Brand Values

List the top 20 words that are most important to your fitness business

STEP 1: Most Important Words



Take your final list or words and combine them into a few phrases or sentences. Use Short, impac<ul 
phrases that are easy to recall and trigger a response. Be sure to differen@ate yourself from the 
compe@@on. Your brand values should not describe every other business in your industry.

Take your list of 20 or so words and cut out the noise. You want to create the most impact you can, 
so get rid of the words that dilute your message. Your final list should include values that describe 
what you stand for and are ac@vely doing in your fitness business now. 

STEP 2: Narrow Your List

STEP 3: Expand to Phrases

Notes:



Iden%fy Your Target Audience
Identify your audience to understand how your brand can speak to them and solve their unique problems and concerns.

Provide a unique name for 
each persona.

Business professional, business 
casual, casual, etc.

Which websites and news 
outlets do they visit? 

What vehicle type do they own?

High school, trade school, 
college, etc.

PERSONA 1 PERSONA 2 PERSONA 3

Name

Age

Gender

Rela-onship Status

Loca-on

Occupa-on

Income

Homeowner or Renter

Number of Children

Educa-on

Transpora-on

Clothing Style

Favorite Drink

Favorite Music

Favorite TV Shows

Favorite Movies

Favorite Books

Interests & Hobbies

Websites & News



Facebook, Instagram, 
Linkedin, etc.

What obstacles and 
challenges to they face?

What are they searching 
for? How do they want to be 
perceived?

Social Media

Pain Points

What do they hate?

How would they hear 
about your brand?

How do they think your 
product will solve their 
problems?

What might make them 
hesitant to use your 
product?

Wants & Needs



Notes:

Compe*tor Audit Ques*onnaire
Who are your top 3 compe/tors?

What businesses / trainers offer similar products or services?

How are you different from them?

How are you be=er than them?

How are they be=er than you?

What will you do that they will not?

How do they talk about their clients?



Iden%fy Your Compe%%on
Identify your competition to understand how you can better differentiate your brand.

VISUAL IDENTITY

COMPETITOR 1

BASIC INFORMATION

COMPETITOR 2 COMPETITOR 3

Compe&tor Name

Brand Purpose

Brand Vision

Brand Mission

Brand Values

Products & Services

Revenue

How Many Repeat Clients

How Many Loca&ons

Geographic Area

Strengths

Weaknesses

Similari&es

Differences

Do you like their logo?

Does their logo represent what 
they do?

What emotions do you feel from 
their brand colors?

Does their typography trigger a 
response?

Does their imagery match their 
brands look and feel?



How is their visual identity better 
than yours?

What does their tagline or slogan 
say to the consumer?

How is your visual identity better 
than theirs?

Website URL

What is the main heading and 
opening copy on their homepage?

Is their website easy to navigate?

What are they emphasizing?

What content are they presenting 
to the visitor?

Do they have a blog, and how 
often are they posting?

Where does their website fail the 
visitor?

How can it be better?

Are they staying on top of the 
latest trends?

Is the website visual pleasing?

Is it responsive and does it work 
on multiple mobile devices?

Does it load fast? 

Are there any errors or broken 
links?

When they speak to the client, 
what type of language is used?

How do they talk about their 
products and services?

What features do they emphasize?

Who are the people they are 
talking to?

What are their key selling points?

Do they compare themselves to 
the competition?

What is their design “look & feel?”

MESSAGING

WEBSITE



Which social media platforms do 
they use?

What platforms are working best 
for them?

How many followers do they 
have?

How often do they post?

Are their posts engaging?

What kind of language do they 
use?

Are people commenting on their 
posts?

Are the comments positive or 
negative?

Who is the demographic that 
follows and comments?

Do their graphical posts remain 
on-brand?

Is their messaging consistent?

What type of content is working?

SOCIAL MEDIA


	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14
	15
	16
	17
	18
	19
	20

