THE KHREATIVE BITE | O7

Brand Ilavor
Audit

www.khreativeworks.com

o= e e e
- B~ 4 X v . ¥
‘—‘. ...'- - ¢ < \ .
- R ; ’ e
. o . v

@ KHREATIVEWORKS
BRANDING AGENCY
No Half-Baked Brands™



Brand Flavor Audit

Finding the Right Balance

Salt enhances flavor. It doesn't compete with it (unless there’'s too much).

In branding, clear communication and emphasis work the same way. They help people notice
and remember what matters most.

Many brands accidentally flatten their flavor by trying to communicate too many things
equally. Others overpower their audience with too much personality, too many offers, or too
many competing messages. Let's fix that.

This worksheet helps you:
e identify what people are most likely to remember about your brand,
e clarify what deserves more (or less) emphasis, and
e create practical rules that will help your brand stay focused and become memorable.

1. The Taste Test

Imagine someone describing your brand to their friend.

What are the three things you hope they would mention first?
1.
2.

3.

Now answer honestly:

What three things are people actually most likely to mention today?
1.

2.
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2. Under-seasoned or Over-seasoned?

Not everything deserves equal emphasis.

For each category, decide whether it feels under-seasoned, overpowering, or balanced in
your branding:

Branding Category Under-Seasoned Overpowering Balanced
Personality O O O
Expertise O O O
Offers O O O
Messaging O O O
Visuals O O O
Calls-to-Action O O O
Social Media Presence O O O

Reflection:
Where might your brand be trying to say/do too much?

Where might you be underselling your strengths?
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3. Competing Flavors

Brands become confusing when too many ideas compete for attention.

Complete the following:

We want to be known for:
But we spend most of our time talking about:

As a result, people may perceive us as:

Examples:
(Photographer)

We want to be known for creating timeless family portraits and preserving meaningful
moments.

But we spend most of our time talking about camera gear, editing software, and behind-
the-scenes technical tips.

As a result, people may perceive us as photography enthusiasts rather than the go-to
photographer for capturing their memories.

(Fitness Coach)
We want to be known for helping busy professionals build sustainable, healthy lifestyles.
But we spend most of our time talking about workout routines and calorie counts.

As a result, people may perceive us as a workout provider rather than a coach who helps
people create lasting habits.

People often become known for what they talk about most, not necessarily what
they do best.

They key is to ensure that what you do best IS what you talk about and demonstrate most.
If the two differ, it's time to make some adjustments.
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4. Flavor Hierarchy

What Should People Remember Most?

Strong brands are not known for “everything”. Instead, they intentionally emphasize a few
things more than others.

This section helps you identify the order of importance for your brand.

Instructions:

Below are ten qualities people may associate with a brand. Rank them from 10 (highest
emphasis) to 1 (lowest emphasis) based on how strongly you want your audience to
associate your brand with each one.

This is not about what your brand currently emphasizes. Think about the impression you
aspire to leave over time.

Quality Rank
Expertise | want people to see me as knowledgeable and trustworthy. Rank
Results | want people to think about the outcomes | help create. Rank
Relationships | want people to feel cared for and personally supported. Rank
Creativity | want people to associate my brand with creative ideas and
thoughtful solutions. Rank
Innovation I want to be known for new approaches and fresh thinking. Rank
Affordability | want competitive pricing and value for money to be major Rank
reasons people choose my brand.
Convenience | want ease, speed, and simplicity to be major selling points. Rank
Personality | want people to remember how engaging or relatable | am. Rank
Luxury / | want people to associate my brand with exclusivity and Rank
Premium excellence.
Quality
Social | want people to associate my brand with making a difference. Rank
Impact /
Purpose
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Reflection
Look at your top three rankings. These are your brand's "main flavors."

Question 1
Does your current messaging, content, and customer experience reinforce these priorities?

Question 2:
What receives too much attention compared to its importance?

Question 3:
What deserves more emphasis because it is central to your brand?

Example

A wedding photographer might rank:

Relationships — 10

Results — 9

Luxury / Premium Quality — 8
Personality — 7

Creativity — 6

Expertise — 5

Convenience — 4

Social Impact / Purpose — 3
Innovation — 2

Affordability — 1

This photographer wants clients to remember how comfortable they felt, the quality of the
images, and the premium experience they received.

That means their website, captions, emails, and client experience should spend more time
reinforcing trust, connection, and exceptional results than talking about affordability, the
latest equipment, or trendy editing techniques.
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5. Final Insight — The Salt Rule

Before publishing, posting, designing, or launching anything, ask:
Does this reinforce the flavor we want people to remember?
Are we amplifying what matters most?
Is anything competing unnecessarily for attention?

Are we adding more, when we should be refining instead?

Want to Work Together?

Don't want to wait 12 months for the full recipe? Let's get you ahead of the game.

Check out our Full Branding Suite
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https://www.khreativeworks.com/brandingsuite

Respect the Recipe

Thank you for downloading this resource.
We created it to help you build a stronger, more intentional brand, and we hope it serves you
well.

This guide is protected by copyright and is licensed for personal use only.
You are welcome to:

» Use this resource for your own business.

* Print or save a copy for your personal reference.

Please do not:

» Share, upload, email, or distribute this resource to others.

+ Copy, reproduce, or repurpose the content, worksheets, prompts, frameworks, or
designs.

» Sell, modify, or include any part of this resource in your own products, templates,
courses, memberships, or client deliverables.

* Upload this resource, in whole or in part, to any Al platform, dataset, or training system.

+ Use this resource to generate competing products or derivative works.

* Remove or alter any KHreative Works branding, logos, or copyright notices.

All content in this resource, including its text, strategy, frameworks, prompts, illustrations,
images, layouts, and branding, remains the intellectual property of KHreative Works Branding
Agency.

If you would like to use this resource in a workshop, classroom, membership, organization, or
commercial setting, we would be happy to discuss licensing.
Please get in touch at contact@khreativeworks.com

We appreciate your support of the work, research, and creativity that went into creating this
resource.

Good brands aren't built from stolen recipes.
Thanks for respecting ours.

© 2026 KHW Branding Agency. All rights reserved.
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