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Your Brand is a Pairing of Ideas -

Great branding is not about a logo or a font. It’s
about deliberately pairing your name with
specific associations...and repeating that
message until it sticks. Exhibit A &B:

Nike + Michael Jordan = Athletic Greatness

Harley-Davidson + Freedom = The Open
Road & Rebellion

You get the idea. The most iconic brands didn’t
stumble into meaning. They engineered it.

The Real Reason Define What You Want
Some Brands Stick... to Be Known For:
and Others Fade

What outcome am I working
Most creators and businesses fall into one of toward?

two categories:

The Forgettable Brand: Random content,
mixed messages, unclear positioning. No one
remembers what you stand for... because you
never decided.

The Intentional Brand: Clear, consistent What’s my story, and how do I
associations built over time. Your name becomes build truse?
synonymous with a specific idea, value, or result.

What do I want people to associate
with my name?

If you’re in the first group, don’t worry, you

Then make sure every piece of
can shift.

content reinforces that message.

Source: Caleb Ralston



What I Learned This Week

Volume 5 | May 9th, 2025 | By Katherine Cunningham

_ The Branding Issue -
y N

Define What You’re Not

This is the part most people skip. But in a crowded market, what you disassociate from
matters just as much as what you embrace. Protect your positioning by being clear on
who and what you don’t align with.

What Makes a
Powerful Brand in
Leila Hormozi’s terms:

+ A= [z

Strong brands come from clear,
consistent associations repeated
over time.

Don’t fear repelling the wrong
audience. Do fear confusing the
right one.

No one remembers the clever thing
you said once. They remember what
you say every time. Pick your
message and say it again and
again and again.

Your brand already exists. The only
question is: are you bein
intentional about shaping it?

Alex Hormozi’s Brand
Building Tactics:

Giving > Asking. Don’t load your

content with CTAs. Put the links in

your bio or video descriﬁtions. Your

job is to ﬁ)(rovide so much value that

lEeople take the next step without
eing pushed.

Organic content builds trust. Ads do
the selling. That separation protects
your brand and dramaticall[;r
improves conversion.

If you’re not capturing your ideas
in real time (via tweets, emails,
notes), you’re missing your best
content. That’s where your Reels,
Shorts, and videos are born.

Alex shares that content creation is
like branding: people associate you
with value. Keep showing up, and
over time, you'll be the go-to voice
in your niche.



