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This toolkit is designed to simplify the branding process, 

providing step-by-step guidance, practical templates, and 

AI-powered prompts to help you audit, refine, and execute 

your brand strategy.

How to Use This Toolkit
This toolkit isn’t meant to be completed in a strict order. Instead, think of it as a set of 

modular tools that you can use as needed.

•	 Already have a mission and vision? Skip that section and focus on positioning or 

visual identity.

•	 Need help refining your brand identity? Jump straight to the design inspiration 

and creative brief sections.

•	 Hiring a designer? Use the creative brief template and hiring guide to streamline 

the process.

What’s Inside This Toolkit?
This workbook is divided into six core sections, each designed to guide you through 

a critical phase of the branding process. 

Section 1 | Brand Audit
Assess your existing brand assets, spot inconsistencies, and document areas for 

improvement using interactive templates. 

Section 2 |  Brand Strategy
Define your mission, vision, and positioning to create a strong foundation for your 

brand’s identity and messaging.

Section 3 | Visual Identity & Inspiration
Gather design inspiration, refine your creative direction, and structure a visual 

identity that aligns with your brand.

Section 4 |  The Creative Brief
Craft a clear, detailed brief to communicate your goals and expectations when 

working with designers or agencies.

Section 5 |  Finding the Right Designer or Agency
Use hiring guides, outreach templates, and a vetted list of fintech design agencies to 

find the best design partner.

Section 6 |  Rolling out your brand
Follow a structured rollout plan to ensure brand consistency across your website, 

product, and marketing channels.
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Brand AuditBrand Audit
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Why Conduct a Brand Audit?
Before jumping into a rebrand, you need to assess where your brand stands today. 

A brand audit helps you:

•	 Identify inconsistencies across different touchpoints.

•	 Document where and how your brand elements are being used.

•	 Pinpoint gaps in your brand identity that need to be addressed.

•	 Align your branding efforts with your business goals.

Resources

6   |   BRAND AUDIT CHECKLIST

13  |   BRAND AUDIT TEMPLATE
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Section 1: Visual Identity Audit
This section focuses on reviewing and documenting all visual elements 

across your brand’s touchpoints. The goal is to create a comprehensive 

log of where and how your brand assets are being used, without diving 

into solutions or fixes at this stage. 

Refer to the Brand Audit Template in the next section to save your 

design audit. 

Logos
Document all instances of your logo, including its variations and locations.

What to capture:

•	 Different logo formats (e.g., square, wide, tall).

•	 Color variations.

•	 Simpler versions for small-scale use (e.g., app icons).

Places to look:

Website

	❏ Header

	❏ Footer

	❏ Favicon

	❏ Login/signup pages

	❏ Help center

Social Media:

	❏ Profile photos

	❏ Cover images

Emails

	❏ Email signatures

	❏ Marketing email templates

Internal tools:

	❏ Slack

	❏ Google Apps

PR & Communication

	❏ Press releases

	❏ PR articles

Mobile/Web App:

	❏ App icon

	❏ Loading screen

	❏ Login

	❏ Navigation

Marketing assets:

	❏ Whitepapers

	❏ Case studies

	❏ Brochures

	❏ Pitch decks

	❏ Banner ads

	❏ Paid social

	❏ Video content

Print Materials:

	❏ Business cards

	❏ Letterhead

	❏ Envelopes

	❏ Event signage (banners, trade 
show graphics)

	❏ Swag (tees, mugs, notebooks)
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Typography
Document all instances of typography used across your brand touchpoints.

What to capture:

•	 Typefaces, font weights, and styles.

•	 Font sizes and hierarchy (e.g., headings, subheadings, body text).

Places to look:

Marketing assets:

	❏ Whitepapers

	❏ Case studies

	❏ Brochures

	❏ Pitch decks

	❏ Video subtitles

Mobile/Web App:

	❏ Navigation menus

	❏ Buttons

	❏ Notifications

Print Materials:

	❏ Business cards

	❏ Event signage

	❏ Swag items

Internal tools:

	❏ Dashboards

	❏ Presentations (e.g., 
training materials, 
internal memos)

Brand Colors
Document all instances of your brand colors and their applications.

What to capture:

•	 Core brand colors and their usage (primary, secondary, accent).

•	 Variations in shades or gradients.

Places to look

Marketing assets:

	❏ Whitepapers

	❏ Case studies

	❏ Brochures

	❏ Video content

Mobile/Web App:

	❏ Interactive elements 
(buttons, links)

	❏ Loading screens

Print Materials:

	❏ Business cards

	❏ Event signage

	❏ Swag

Internal tools:

	❏ Dashboards

	❏ Presentations

	❏ Company documents

Website:

	❏ Headers and body text

	❏ Navigation

Social Media:

	❏ Profile bios

	❏ Post templates

Emails:

	❏ Email signatures

	❏ Marketing templates

Website:

	❏ Headers/footers

	❏ CTAs (buttons, links)

	❏ Backgrounds

Social Media:

	❏ Profile and post graphics

Emails:

	❏ Templates

	❏ Signatures
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Imagery & Iconography
Log all imagery, illustrations, and icons used across your brand.

What to capture:

•	 Stock imagery, custom illustrations, and photography styles.

•	 Icon styles (e.g., line, filled, flat).

Places to look

External-facing platforms:

	❏ Website (hero images, banners, icons)

	❏ Social Media (post graphics, cover images)

	❏ Emails (header visuals)

	❏ Marketing assets (whitepapers, brochures)

	❏ Mobile/Web App (dashboard icons, navigation visuals)

	❏ Print Materials (event signage, swag)

	❏ PR & Communication (press kits, infographics)

Internal tools:

	❏ Dashboards

	❏ Training materials

	❏ Slack visuals (custom emojis, workspace icons)

Brand Patterns & Textures
Log all imagery, illustrations, and icons used across your brand.

What to capture:

•	 Patterns or textures applied to backgrounds, dividers, or overlays.

•	 Context of usage (e.g., website, print, social media).

Places to look

External-facing platforms:

	❏ Website (backgrounds, dividers)

	❏ Social Media (post graphics, story visuals)

	❏ Marketing assets (brochures, video content)

	❏ Mobile/Web App (login pages, loading screens)

	❏ Print Materials (event signage, packaging)

Internal tools:

	❏ Presentations

	❏ Training materials
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Section 2: Asset Inventory
The goal of this section is to collect and document all brand-relat-

ed assets, ensuring nothing is overlooked. Focus on identifying 

where assets exist and gathering the necessary details to create a 

comprehensive inventory.

Website
Document all visual and brand elements used throughout your website.

What to capture:

•	 Homepage: Note logo placement, typography, colors, and imagery.

•	 Product Pages and Blog Headers: Check for consistency in style and layout.

•	 Footer: Record elements like logos, navigation links, and color usage.

•	 Additional Pages: Include login/signup pages and help center pages.

Places to look:

	❏ Homepage

	❏ Product pages

	❏ Blog headers

	❏ Footer

	❏ Login/signup pages

	❏ Help center pages

Mobile App or Dashboard
Collect branding details from your app or dashboard to ensure alignment with 

other platforms.

What to capture:

•	 App Icon: Record its design and usage.

•	 Screens: Note branding elements on loading screens, login pages, navigation bars, 

and dashboards.

•	 Interactive Elements: Document buttons, links, and hover states.

Places to look:

	❏ App icon

	❏ Login and loading screens

	❏ Navigation and dashboard views

	❏ Interactive elements (e.g., buttons, links)
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Social Media
Inventory branding elements across all active social media platforms.

What to capture:

•	 Profile Photos and Cover Images: Ensure they reflect the latest branding.

•	 Post Templates: Record any templates or styles used consistently.

•	 Platform Variations: Note differences between platforms like LinkedIn, Twitter, 

and Instagram.

Places to look:

	❏ LinkedIn

	❏ Twitter/X

	❏ Instagram

	❏ Facebook

	❏ TikTok

	❏ YouTube

Presentation Materials
Record all existing templates and branding elements used in presentations.

What to capture:

•	 Slide Decks: Inventory existing pitch decks, investor presentations, or 

training materials.

•	 Templates: Note any reusable templates, including fonts, colors, and layouts.

Places to look:

	❏ Investor presentations

	❏ Pitch decks

	❏ Team meeting presentations

	❏ Training materials
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Section 3: Action Plan
After completing your brand audit, it’s time to take actionable steps to 

address inconsistencies, fill gaps, and refine your brand’s visual identity. 

This section provides a clear path forward by assigning responsibilities, 

setting priorities, and building a cohesive brand design system. 

Assign Owners
	❏ Assign a team member or external partner to oversee updates for each visual 

asset category (e.g., logos, typography, colors).

	❏ Designate owners for platform-specific updates:

	❏ Website (headers, footers, imagery).

	❏ App or dashboard (icons, buttons, UI elements).

	❏ Social media profiles (profile images, banners, templates).

	❏ Prioritize Fixes

	❏ Identify high-visibility areas that require immediate attention (e.g., website logo 
inconsistencies or outdated app icons).

	❏ Set deadlines for addressing each issue based on its impact on user experience 
and brand perception.

	❏ Schedule recurring check-ins to monitor progress and resolve bottlenecks.

Outline Next Steps
	❏ Consolidate findings from your audit into a central document for 

easy reference.

	❏ Develop or refine brand guidelines to address identified inconsistencies and 
gaps: 

	❏ Ensure the guidelines cover logos, typography, colors, imagery, 
and patterns.

	❏ Include usage examples and rules for consistency across platforms.

	❏ Create reusable templates for: 

	❏ Marketing materials (pitch decks, whitepapers, email templates).

	❏ Social media content (post designs, story templates).

	❏ Internal documents (training materials, presentations).

	❏ Establish a maintenance plan for ongoing updates: 

	❏ Conduct quarterly brand audits to ensure continued consistency.

	❏ Update brand guidelines as the company evolves or launches 
new initiatives.
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Overview
A thorough brand audit helps identify inconsistencies and areas for 

improvement in your visual identity. Rather than using a static document, 

we’ve provided interactive templates in Google Docs and Notion, where 

you can upload files, add screenshots, and log notes directly. 

Get the template
Google Docs Brand Audit Template — Use this if you prefer a document that can be 

easily shared and collaborated on.

Notion Brand Audit Template – Ideal for teams working in Notion, with built-in 

sections for screenshots, files, and structured notes.

How to Use the Brand Audit Template
1.	 Open the Template in Google Docs or Notion using the links above.

2.	 Make a Copy (Google Docs) or Duplicate the Page (Notion) so you can edit it.

3.	 Add Content – Drag and drop files, upload screenshots, and input notes directly 

in each section.

4.	 Assign Action Items – Use the Action Items section to track immediate fixes, 

assign ownership, and set deadlines.

By keeping this document interactive, your team can collaborate in real-time and 

ensure all audit findings are actionable.

https://docs.google.com/document/d/1aigXNuVKeZ50MRcebkcCABUclfStwOxoNJe5HGzKi70/copy
https://jshawcreative.notion.site/Brand-Audit-Document-Template-19f8884822a280fcb1dfd7800a7b9ca0?pvs=4
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Brand StrategyBrand Strategy

With a clear understanding of your current brand, it’s time to define 

the mission, vision, positioning, and target audience that will drive your 

branding decisions. 

Step 1: Mission & Vision
A strong mission and vision create the foundation of your brand. Your mission state-

ment defines what your company does today, while your vision statement outlines 

where you’re headed.

Resources

17  |  HOW TO CREATE A MISSION & VISION STATEMENT (GUIDE)

21  |  GENERATE YOUR MISSION & VISION WITH CHATGPT (PROMPT)

Step 2: Brand Positioning Statement
A brand positioning statement defines what makes you different from competitors and 

why your target audience should care.

Resources

23  |  HOW TO WRITE A BRAND POSITIONING STATEMENT (GUIDE)

27  |  BRAND POSITIONING STATEMENT DOC (TEMPLATE)

29  |  GENERATE A BRAND POSITIONING STATEMENT WITH CHATGPT (PROMPT)

Step 3: User Persona Development
Understanding your ideal customers is essential to building a brand that resonates.

Resources

31   |  CREATING A USER PERSONA (GUIDE)

36  |  FINTECH USER PERSONA: “BUDGETING BEN” (EXAMPLE) 

39  |  USER PERSONA DOC (TEMPLATE)
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How to Create a Mission & Vision 
Statement

Introduction
Every successful fintech company starts with a clear mission and vision statement. 

These two elements define who you are, what you do, and where you’re going. They 

guide everything from internal culture to marketing strategy, ensuring alignment 

across teams and stakeholders.

Mission Statement: 

Defines what your company does today and for whom. It explains your purpose and 

the value you provide.

Vision Statement: 

Outlines your long-term aspirations. It paints a picture of the future impact your 

company wants to achieve.Together, these statements serve as the foundation for 

decision-making, branding, and company culture. In this guide, we’ll walk through the 

differences, provide fintech-specific examples, and give you a step-by-step frame-

work to craft powerful mission and vision statements.

Section 1: Understanding the Difference Between Mission & Vision
Mission Statement (The “Now”)

Your mission statement is your company’s core purpose—why it exists beyond 

making money. It focuses on:

•	 Who you serve

•	 What you do

•	 How you do it

A good mission statement is short, action-oriented, and memorable.

EXAMPLES OF STRONG FINTECH MISSION STATEMENTS

•	 Stripe: Stripe is on a mission to grow the GDP of the internet. 

•	 Chime: Chime was created because we believe everyone can unlock financial 

progress, and we want to develop solutions and services to empower people to 

succeed. 

•	 Plaid: Unlock financial freedom for everyone

Each of these examples is concise, clear, and impactful—they immediately communi-

cate what the company does and why it matters.
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Vision Statement (The “Future”)

Your vision statement is your company’s big-picture aspiration—the world you want 

to help create. It should:

•	 Be inspiring

•	 Set long-term goals (5–10+ years)

•	 Align with company values

EXAMPLES OF STRONG FINTECH VISION STATEMENTS

•	 Fintech Future: Fintech Future supports innovators breaking down traditional 

barriers to capital to ensure millions of Americans can easily and responsibly 

access the resources they need to realize their dreams.

•	 LinkedIn: Create economic opportunity for every member of the global workforce.

Each of these statements inspires action and communicates an ambitious goal 

without being overly specific about the “how.”

Section 2: Steps to Crafting a Mission Statement
Step 1: Identify Your Core Purpose

Ask yourself:

•	 Why does our company exist?

•	 What problem are we solving?

•	 What value do we provide?

Your mission should go beyond making money—it should create impact for your 

customers and industry.

Step 2: Define What You Do & How You Do It

Your mission should describe who you serve, what you do, and how you do it.

Example format: “We [do X] for [audience] by [method].”

EXAMPLE:

Plaid: ”We help businesses and consumers unlock financial freedom by making finan-

cial data accessible, safe, and easy to use.”

Step 3: Make It Clear & Concise

•	 Aim for one to two sentences

•	 Avoid jargon—use simple, impactful language

•	 Keep it memorable

Step 4: Validate & Refine
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•	 Get feedback from employees, customers, and stakeholders

•	 Ensure your mission statement aligns with your company’s daily operations 

and values

Section 3: Steps to Crafting a Vision Statement
Step 1: Define Your Future Goals
Ask yourself:

•	 What do we want to achieve in the next 5–10 years?

•	 How will we change our industry?

•	 What impact will we have on customers and society?

Step 2: Describe the Ideal Future State
Your vision should paint a picture of success and show where your company 

is headed.

EXAMPLE:

Robinhood: “A world where everyone has equal access to financial markets.”

Step 3: Keep It Inspirational & Realistic
•	 Your vision should be bold but achievable

•	 It should excite employees, customers, and investors

Step 4: Test & Evolve
•	 Your vision statement should grow with your company

•	 Revisit it every few years to ensure it’s still relevant

Section 4: Common Mistakes to Avoid
Being too vague
•	 “We want to change the world.”

•	 “We empower consumers with modern banking tools to build a better 

financial future.”

Focusing only on profits
Mission and vision statements should inspire, not just sell products.

Ignoring company culture
Your mission and vision should reflect your brand values and company culture.

Making it too long
Keep both statements concise so they’re easy to remember.
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Instructions:
1.	 Replace the placeholders in brackets with specific information about your company.

2.	 Provide detailed and accurate information to enable ChatGPT to generate 

tailored and effective statements.

Company Information:

•	 Core Purpose: [Describe the fundamental reason the company exists beyond 

making a profit.]

•	 Primary Products/Services: [List the main offerings.]

•	 Target Audience: [Define the primary customer segments.]

•	 Unique Value Proposition: [Explain what sets the company apart 

from competitors.]

•	 Core Values: [List the guiding principles and beliefs.]

•	 Long-Term Goals: [Outline the company’s aspirations for the next 5–10 years.]

Prompt:

As a seasoned branding and marketing strategist, your task is to devel-

op compelling mission and vision statements for [Company Name], a [brief 

description of the company, e.g., ‘fintech startup focusing on sustainable 

investment solutions’].

Please ensure that both statements align with [Company Name]’s core values 

and resonate with its target audience.

Guidelines:

Mission Statement: 
Craft a concise statement (1–2 sentences) that defines the company’s current 

purpose, the products/services it offers, the target audience, and how it deliv-

ers value uniquely.

Vision Statement: 
Develop an inspiring statement (1–2 sentences) that articulates the company’s 

long-term aspirations and the impact it aims to have on its industry or society.



SECTION 2 |  BRAND STRATEGY

G U I D E

How to 
Write a 
Brand 
Positioning 
Statement



23 of  86

How to Create a Brand Positioning 
Statement for Fintech Startups

Introduction
A brand positioning statement defines how your fintech startup is different from 

competitors and why your target audience should choose you. It clarifies your 

unique value in the market and aligns your messaging, marketing, and overall 

brand strategy.

Why is Brand Positioning Important?

•	 Differentiates your fintech solution in a crowded market.

•	 Helps focus messaging across marketing, sales, and product.

•	 Builds stronger brand recognition and loyalty.

•	 Aligns your entire team around a clear brand identity.

Section 1: What is a Brand Positioning Statement?
A brand positioning statement is a short, strategic statement that defines:

1. Your target audience

2. The category your product operates in

3. Your unique value proposition

4. Why customers should believe in your product

Example Structure:

“For [target audience], [brand name] is the [category] that [key differentiator], 

because [reason to believe].”

Components of your Brand Positioning Statement

TARGET AUDIENCE

Defines who your ideal customer is, focusing on their specific needs, pain points, and 

behaviors. 

Example: “For small business owners who need seamless online payments…”

BRAND NAME: 

The name of your fintech startup. 

Example: ”…Stripe…”
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CATEGORY: 

The industry or market segment your product operates in. This helps position your 

brand in the minds of customers. 

Example: ”…is the leading payment infrastructure provider…”

KEY DIFFERENTIATOR

The unique value proposition that sets your brand apart from competitors. This 

should highlight your primary advantage. 

Example: ”…that simplifies online transactions with developer-friendly APIs…”

REASON TO BELIEVE

The supporting proof or rationale that builds trust and credibility in your claim. 

Example: ”…because we power millions of businesses globally with secure and 

scalable solutions.”

Section 2: Examples of Strong Brand Positioning Statements
Stripe

“For online businesses, Stripe is the payment infrastructure provider that 

makes payments simple and scalable, because of our developer-friendly APIs and 

global reach.”

Chime

“For everyday consumers, Chime is the mobile banking platform that eliminates 

hidden fees and helps users save automatically, because we believe financial 

progress should be accessible to everyone.”

Plaid

“For developers and financial services, Plaid is the fintech platform that enables 

seamless and secure access to financial data, because we make it easy to connect 

apps to bank accounts with trust and reliability.”

Section 3: How to Craft Your Brand Positioning Statement
Step 1: Define Your Target Audience

•	 Who is your ideal customer?

•	 What are their financial pain points and needs?

Step 2: Identify Your Market Category

•	 What industry or product category do you fit into?

•	 How do you define yourself compared to competitors?
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Step 3: Clarify Your Unique Differentiator

•	 What makes your fintech product stand out?

•	 How does your solution solve a specific problem better than competitors?

Step 4: Establish Your “Reason to Believe”

•	 What proof points or brand attributes support your positioning?

•	 Why should customers trust your claims?

Section 4: Common Mistakes to Avoid
•	 Being too generic – Your positioning should be specific to your niche.

•	 Focusing only on features – Positioning should highlight unique value, not 

just functionalities.

•	 Lack of clarity – A good positioning statement should be easy to understand.

•	 Ignoring emotional connection – Fintech is about trust. Make sure your positioning 

resonates emotionally.

Section 5: Testing and Refining Your Brand Positioning
•	 Validate with real users through surveys or interviews.

•	 Test messaging across different channels (ads, website, email).

•	 Iterate based on customer feedback and market trends.

Conclusion & Next Steps
A well-crafted brand positioning statement is the foundation of your fintech brand 

strategy. It should be clear, specific, and differentiating. Use this guide to craft your 

statement and refine it as your company grows.
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Overview
A strong brand positioning statement defines how your fintech start-

up stands out in the market. Rather than using a static document, 

we’ve provided interactive templates in Google Docs and Notion, 

where you can refine your messaging, collaborate with your team, and 

document your final positioning statement. 

Get the template
Google Docs Brand Positioning Statement Template — Use this if you prefer a 

document that can be easily shared and collaborated on.

Notion Brand Positioning Statement Template – Ideal for teams working in Notion, 

with built-in sections for screenshots, files, and structured notes.

How to Use the Brand Audit Template
1.	 Open the Template in Google Docs or Notion using the links above.

2.	 Make a Copy (Google Docs) or Duplicate the Page (Notion) so you can edit it.

3.	 Brainstorm & Draft – Use the structured sections to define your target audience, 

market category, key differentiators, and proof points.

4.	 Refine & Finalize – Iterate on your statement based on team feedback to ensure 

clarity and impact.

By keeping this document interactive, your team can collaborate in real-time and 

ensure your brand positioning is clear, compelling, and ready to guide all marketing 

and branding efforts.

https://docs.google.com/document/d/1FQEjswBpQ5mKREjh2Q4XxcRprQ8S9nOJolXgWnE-B2k/copy
https://jshawcreative.notion.site/Brand-Positioning-Statement-1b98884822a2800a825ae205990caada?pvs=4
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Positioning Statement Prompt

I want to create a compelling and differentiated brand positioning statement 

for an early-stage fintech startup. The statement should clearly define the 

target audience, category, key differentiator, and reason to believe. Use the 

following structure:

‘For [target audience], [brand name] is the [category] that [key differentiator], 

because [reason to believe].’

Ask me questions to refine the positioning if needed. Then, generate three 

variations: one concise and direct, one aspirational, and one data-driv-

en. Ensure they are clear, impactful, and resonate with fintech audiences. 

Highlight why each variation works and how it can be refined further.
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Creating a User Persona for Early-Stage 
Fintech Startups

Introduction
A user persona is a semi-fictional representation of your ideal customer based 

on real data and research. It helps fintech startups better understand their 

target audience, tailor their products, refine marketing strategies, and improve 

user experience.

For early-stage fintech startups, defining user personas early in the process is criti-

cal. It ensures that you build products and services that align with actual user needs 

rather than assumptions. User personas help with:

•	 Crafting compelling messaging that resonates with your audience.

•	 Designing user-friendly experiences tailored to specific financial behaviors.

•	 Identifying pain points and gaps in financial services that your fintech can address.

•	 Creating targeted marketing campaigns that drive user acquisition 

and engagement.

Section 1: Understanding User Personas
What is a User Persona?

A user persona is a research-based profile that represents a segment of your 

target audience. It provides detailed insights into users’ demographics, behaviors, 

goals, and challenges, allowing teams to develop solutions that meet their needs.

User Persona vs. Target Audience

•	 Target Audience: A broad group of people who might be interested in 

your product.

•	 User Persona: A specific and detailed profile representing a typical user within 

that audience.

For fintech startups, having a well-defined user persona allows for more precise 

product development and marketing strategies.

Why User Personas Are Critical for Fintech Startups

•	 Fintech users often have diverse financial needs, preferences, and 

risk tolerances.

•	 Understanding different user personas allows fintech companies to segment 

customers and personalize experiences.

•	 User personas help startups avoid generic product offerings and focus on solving 

specific problems.
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How Personas Influence Product & Marketing Strategies

1.	 Product Development – Designing financial tools that align with users’ 

financial behaviors.

2.	 UX/UI Design – Creating intuitive, accessible, and engaging experiences.

3.	 Marketing Strategy – Crafting campaigns that speak directly to user needs 

and motivations.

Section 2: Key Components of a Fintech User Persona
A strong user persona should capture relevant details about potential customers. 

Here are the key components:

Basic Demographics

•	 Age range

•	 Gender (if applicable)

•	 Location (urban vs. rural, domestic vs. international)

•	 Education level

•	 Employment status and industry

Financial Behavior & Needs

•	 Income level and financial literacy

•	 Banking habits (traditional banks vs. neobanks)

•	 Preferred financial products (savings, investments, crypto, payments)

•	 Risk tolerance (conservative, moderate, aggressive)

Pain Points & Challenges

•	 What financial frustrations do they experience?

•	 Barriers preventing them from adopting fintech solutions

•	 Trust issues with fintech vs. traditional banks

•	 Security and privacy concerns

Motivations & Goals

•	 Financial goals (saving, investing, debt management)

•	 Reasons for choosing a fintech solution

•	 Features or services that would provide the most value

Tech-Savviness & Behavior

•	 Mobile-first vs. desktop preference

•	 Engagement with financial apps (frequency, features used)

•	 Preferred communication channels (email, SMS, social media, push notifications)
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Section 3: Research Methods to Build a Persona
To create accurate user personas, fintech startups need to collect qualitative and 

quantitative data from multiple sources.

Customer Interviews & Surveys

•	 Conduct interviews with early adopters to understand their financial needs 

and habits.

•	 Survey potential users about their challenges with existing financial solutions.

ASK OPEN-ENDED QUESTIONS LIKE:

•	    What financial tools do you currently use?

•	    What frustrates you most about managing your money?

•	    How do you decide which financial services to trust?

Market & Competitor Research

•	 Analyze fintech competitors’ customer segments and marketing approaches.

•	 Review fintech industry reports and user trend studies.

•	 Identify gaps in the market that your startup can address.

Website & App Analytics

•	 Use Google Analytics, Mixpanel, or Amplitude to track user behavior.

•	 Identify user drop-off points, engagement trends, and feature adoption rates.

•	 Observe demographic and behavioral patterns among website visitors.

Section 4: Creating a User Persona Profile
Once data is collected, compile it into a structured user persona.

Step-by-Step Guide

1.	 Name the Persona – Give your persona a name that reflects the audience (e.g., 

“Budgeting Ben” for users focused on saving money).

2.	 Define the Background – Summarize demographics and employment status.

3.	 Describe Financial Behavior – Outline banking habits, income level, and preferred 

financial tools.

4.	 List Key Pain Points – Identify frustrations and obstacles to using 

financial services.

5.	 Highlight Motivations – Explain what drives them to seek a fintech solution.

6.	 Identify Tech-Savviness – Describe their preferred digital habits.

7.	 Include a Profile Image – Humanize the persona with an illustration or 

stock photo.
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Section 5: Using User Personas in Product & Marketing Strategy
Aligning Personas with Product Development

•	 Ensure product features align with user needs. 

•	 Offer tiered solutions based on different financial behaviors (e.g., budgeting tools 

vs. investment features). 

Using Personas for Marketing Messaging

•	 Tailor messaging to highlight how your fintech solution solves user pain points.

•	 Use persona-driven content marketing (e.g., blog posts, case studies).

Enhancing UX/UI Based on Personas

•	 Adjust user flows based on persona behavior.

•	 Ensure accessibility and ease of use for less tech-savvy users.

Section 6: Common Mistakes to Avoid
•	 Relying on Assumptions – Base personas on actual data, not internal assumptions.

•	 Targeting Too Broadly – A vague persona won’t provide actionable insights.

•	 Failing to Update Personas – User needs evolve, so personas should be 

revisited regularly.

Section 7: Next Steps & Templates
Validating and Refining Personas
•	 Gather continuous user feedback.

•	 Analyze engagement data to refine personas over time.

User Persona Template for Fintech Startups
•	 Provide a downloadable Notion or Google Docs template for fintech teams to 

fill out.

Recommended Tools for Managing Personas
•	 Notion – Organize persona profiles and research.

•	 Miro – Create visual user persona maps.

•	 Figma – Design persona graphics and presentations.

•	 Airtable – Store and categorize persona insights.

Conclusion
User personas are an essential tool for early-stage fintech startups. They help 

teams understand their audience, tailor marketing strategies, and develop products 

that align with real user needs. By following this guide, fintech founders can create 

detailed user personas that drive growth, improve customer satisfaction, and refine 

their fintech solutions.



SECTION 2 |  BRAND STRATEGY

User 
Persona

E X A M P L E



36 of  86

Fintech User Persona: Budgeting Ben

Basic Information
Budgeting Ben is a tech-savvy professional with strong earning potential but strug-

gles with spending discipline. He’s looking for a fintech app that simplifies budgeting, 

automates savings, and provides personalized insights to help him build wealth. He 

values user experience, data security, and transparency in financial services.

Demographic

Name: Budgeting Ben

Age: 32

Location: New York City, USA

Occupation: Software Engineer

Education Level: Bachelor’s Degree in Computer Science

Income Level: $120,000 per year

Marital Status: Single

Financial Behavior & Needs

Banking Habits: Uses a mix of traditional banks (Chase) and digital banks (Chime).

Spending Habits: Struggles with impulse spending on dining out and 

subscription services.

Financial Goals: Wants to build a down payment for a home within the next five years.

Investment Preferences: Currently investing in ETFs and some crypto, but lacks a 

structured approach.

Risk Tolerance: Moderate—wants growth but avoids high volatility investments.

Pain Points & Challenges

•	 Feels overwhelmed managing multiple accounts, credit cards, and subscriptions.

•	 Has difficulty tracking where money is going each month.

•	 Wants to optimize savings but doesn’t have the time to research the 

best strategies.

•	 Concerned about financial security and privacy when using fintech apps.

•	 Finds traditional banking apps too clunky and outdated.

Motivations & Goals

•	 Wants an automated budgeting tool that categorizes expenses clearly.

•	 Looking for a savings app that helps him set aside money effortlessly.

•	 Interested in an AI-driven financial assistant that provides personalized 

money-saving recommendations.

•	 Values transparency in fees and charges—avoids apps with hidden costs.
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•	 Wants a simple, well-designed mobile app with real-time notifications on 

spending habits.

Tech-Savviness & Behavior

•	 Device Preference: Primarily mobile (iPhone user).

•	 Digital Banking Experience: Comfortable using fintech apps but values security and 

ease of use.

•	 Preferred Communication Channels: Email, app notifications, and SMS alerts.

•	 Social Media Presence: Active on Twitter and LinkedIn, follows finance influencers.

USAGE OF FINANCIAL APPS:

•	    Uses Mint for tracking spending but finds it outdated.

•	    Invests via Robinhood and Wealthfront but lacks a clear investment strategy.

•	    Uses Venmo and Zelle for peer-to-peer payments.

How a Fintech Startup Can Help

•	 Solution: AI-driven budgeting and financial planning app.

•	 Marketing Angle: “Take control of your finances without the hassle. Our 

AI-powered budget assistant helps you save smarter, track spending, and reach 

your financial goals effortlessly.”

KEY FEATURES HE’D LOVE:

•	 Smart spending insights and automated savings.

•	 Integration with existing bank accounts and credit cards.

•	 Subscription tracking with recommendations to cut unnecessary costs.

•	 Simple, intuitive UI with strong security features.
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Overview
Creating detailed user personas helps you understand your ideal 

customers, refine your messaging, and design experiences that 

resonate with your audience. Instead of using a static document, we’ve 

provided interactive templates in Google Docs and Notion, where you 

can easily input customer insights, update details as your business 

grows, and collaborate with your team in real time. 

Choose Your Preferred Format
Google Docs User Persona Template — Perfect for teams that prefer a document 

that can be easily shared and edited collaboratively.

Notion User Persona Template – Ideal for teams using Notion, with structured 

sections for quick reference and updates.

How to Use the Brand Audit Template
1.	 Open the Template in Google Docs or Notion using the links above.

2.	 Make a Copy (Google Docs) or Duplicate the Page (Notion) so you can edit it.

3.	 Fill in the Details – Add information about your target customer’s demographics, 

behaviors, pain points, and motivations in the designated sections.

4.	 Include Real Data – Use insights from customer interviews, analytics, and market 

research to ensure accuracy.

5.	 Keep it Updated – As you learn more about your audience, update the persona to 

keep your team aligned on customer needs.

By keeping this template interactive, your team can easily adapt and refine your user 

personas as your fintech startup evolves.

https://docs.google.com/document/d/1adMQ42mhf9ydx4COenpxMGYrlCPTdGycMVpqRbzsoBI/copy
https://jshawcreative.notion.site/User-Persona-Template-1b98884822a280a781f3cef8c7541bb0?pvs=4http://
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With your brand strategy in place, you can start shaping its visual identity 

by gathering design inspiration and organizing it into clear directions. 

 

Step 1: Find Design Inspiration
A strong mission and vision create the foundation of your brand. Your mission state-

ment defines what your company does today, while your vision statement outlines 

where you’re headed.

Resources

43  |  20 BEST PLACES TO FIND DESIGN INSPIRATION (ARTICLE)

Step 2: Organize Your Inspiration
Structuring your inspiration into design directions makes it easier to develop a 

cohesive brand identity

Resources.

47  |  HOW TO ORGANIZE YOUR DESIGN INSPIRATION TO DEFINE A CLEAR  
          BRAND IDENTITY (ARTICLE) 

50  |  DESIGN INSPIRATION ORGANIZER (TEMPLATE)

Brand Brand 
InspirationInspiration
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20 Best Places to Find Design Inspiration

Introduction
Finding fresh design inspiration is essential for keeping your creative ideas sharp, 

whether you’re working on branding, web design, UI/UX, or marketing visuals. With 

so many platforms and communities available, it can be overwhelming to know where 

to start. That’s why we’ve curated a list of 20 of the best sources for design inspira-

tion—covering everything from web and graphic design to typography, UI patterns, 

and creative industry trends.

Whether you’re looking for cutting-edge website designs, innovative branding 

concepts, or real-world UX case studies, these platforms offer a wealth of ideas to 

spark your creativity.

20 Best Places for Design Inspiration

1 BEHANCE A platform by Adobe where creative profes-

sionals showcase their projects across 

various disciplines, including graphic design, 

photography, and illustration.

behance.net/

2 DRIBBBLE A community-driven platform where design-

ers share snippets of their latest work, 

including UI/UX, branding, and product 

design.

dribbble.com

3 PINTEREST A visual discovery tool where users create 

boards and collect design inspiration, cover-

ing everything from branding to web design.

pinterest.com

4 AWWWARDS Showcases award-winning websites, 

highlighting cutting-edge web design, devel-

opment, and UI/UX trends.

awwwards.com

5 MUZLI BY INVISION A curated design inspiration tool that aggre-

gates the latest in UX/UI, branding, and digital 

design from multiple sources.

muz.li

6 SITEINSPIRE A gallery of carefully curated website designs 

featuring innovative layouts, color schemes, 

and interactive elements.

siteinspire.com
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7 LAND-BOOK A collection of beautifully designed landing 

pages, useful for finding inspiration for 

high-converting web designs.

land-book.com

8 LAPA NINJA A resource that showcases modern landing 

page designs and UI inspiration, perfect for 

startups and SaaS businesses.

lapa.ninja

9 MOBBIN A curated library of mobile design patterns, 

featuring thousands of screenshots from top 

iOS and Android apps.

mobbin.com

10 UI PATTERNS A comprehensive database of UI/UX patterns, 

offering solutions for navigation, forms, 

onboarding, and more.

ui-patterns.com

11 COLLECT UI A daily-updated gallery of user interface 

designs, including web components, mobile 

UI, and interaction design.

collectui.com

12 THE DIELINE The leading resource for branding and 

packaging design inspiration, featuring 

creative product packaging concepts.

thedieline.com

13 DESIGNSPIRATION A Pinterest-like platform that curates 

high-quality design work across multiple 

creative disciplines.

designspiration.com

14 PAGEFLOWS A library of real-world UX flows, capturing 

onboarding experiences, sign-up processes, 

and user journeys from top apps.

pageflows.com

15 PTTRNS A UX/UI pattern library that focuses on 

mobile app interfaces, showcasing different 

design solutions for various screens.

pttrns.com

16 TYPEWOLF A typography-focused inspiration site that 

helps designers discover beautiful typefaces 

and font pairings in the wild.

typewolf.com
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17 TYPOGRAPHY.GURU A community and inspiration hub for typog-

raphy lovers, featuring font reviews, guides, 

and discussions.

typography.guru

18 BRAND NEW A blog that critiques and showcases the 

latest in brand identity and logo design for 

major companies.

underconsideration.

com/brandnew

19 BP&O (BRANDING, 
PACKAGING & 
OPINION)

A curated site for branding and packaging 

design, featuring in-depth breakdowns of 

design projects.

bpando.org

20 DEXIGNER A design news and inspiration platform 

covering multiple creative fields, including 

graphic design, product design, and digital 

art.

dexigner.com

Conclusion
Great design starts with great inspiration, and these platforms are valuable 

resources for sparking creativity. Whether you’re designing a fintech app, refresh-

ing a brand identity, or looking for UX/UI best practices, these websites offer endless 

examples of high-quality design work. With the right inspiration, you can create work 

that stands out and makes an impact.
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How to Organize Your Design Inspiration 
to Define a Clear Brand Identity

Introduction
Design inspiration is essential in shaping a strong brand identity, but without 

organization, it quickly becomes overwhelming. Screenshots, saved links, Pinterest 

boards—they pile up, and when it’s time to actually design, it’s hard to translate all 

those visuals into a clear direction.

The key isn’t just collecting inspiration—it’s structuring it into distinct design direc-

tions that offer a complete vision, incorporating elements like logos, typography, 

colors, and UI patterns. Instead of looking at inspiration in isolation, grouping your 

ideas into cohesive design directions ensures they can be applied effectively to 

your brand.

This guide will walk you through why organizing inspiration is important, how to 

structure it into design directions, and how to use a Notion template to systematize 

the process.

Why You Should Organize Your Design Inspiration
1. Clarity Over Chaos

A scattered collection of ideas doesn’t lead to good design decisions. Organizing 

helps filter what truly fits your brand’s identity.

2. Patterns & Themes Emerge

When inspiration is structured, you can recognize recurring design elements that 

resonate with your brand goals.

3. Faster, More Confident Branding Decisions

With clear design directions, branding choices become easier—you know what aligns 

and what doesn’t.

4. More Effective Collaboration

Organized inspiration helps designers, marketers, and stakeholders align on a 

unified vision.

How to Organize Your Design Inspiration Into Design Directions
Step 1: Gather Your Inspiration

Start by collecting examples across different categories:

•	 Logos (marks, monograms, wordmarks)
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•	 Typography (font pairings, type hierarchy)

•	 Color Palettes (tones, contrasts, moods)

•	 UI/UX Elements (buttons, navigation, layouts)

•	 Imagery & Photography (lighting, composition, style)

•	 Patterns & Textures (subtle backgrounds, bold graphic elements)

•	 Motion & Animation (UI interactions, micro-animations)

Step 2: Define Distinct Design Directions

Rather than organizing by category, create 3–5 overarching design directions. Each 

direction should contain a mix of elements from all categories.

Example Design Directions:

1. MINIMALIST & MODERN

•	 Clean typography, neutral colors, simple UI.

•	 Example brands: Stripe, Plaid, Mercury.

2. BOLD & PLAYFUL

•	 Bright accent colors, geometric patterns, expressive typography.

•	 Example brands: Cash App, Klarna, Ramp.

3. TRUSTWORTHY & INSTITUTIONAL

•	 Classic serif fonts, deep blue color palettes, professional photography.

•	 Example brands: Charles Schwab, Goldman Sachs, Brex.

Each design direction should feel like a complete world—not just a collection of 

isolated elements.

Step 3: Label & Add Notes

For each design direction, document:

•	 What stands out? (e.g., “Strong use of bold color blocking”)

•	 How does it support brand goals? (e.g., “Conveys tech-forward innovation”)

•	 Where can it be applied? (e.g., “Great approach for UI design”)

Step 4: Test & Iterate

As you refine your inspiration, start applying it in small experiments:

•	 Mock up homepage layouts using each design direction.

•	 Apply colors and typography to key brand assets.

•	 Compare different directions with team members or stakeholders.
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Overview
A well-organized design inspiration board helps you clarify your 

brand’s aesthetic direction and make intentional design choices. 

Instead of collecting random screenshots and links across different 

platforms, use our interactive templates in Google Docs and Notion 

to structure your design inspiration into clear themes and actionable 

insights. 

Choose Your Preferred Format
Google Docs Design Inspiration Organizer —  Great for teams that prefer a document 

format to collect, comment on, and refine design inspiration collaboratively.

Notion Design Inspiration Organizer – Perfect for teams working in Notion, with 

built-in sections for image uploads, style categories, and notes to streamline your 

creative process.

How to Use the Design Inspiration Organizer
1.	 Open the Template in Google Docs or Notion using the links above.

2.	 Make a Copy (Google Docs) or Duplicate the Page (Notion) so you can edit it.

3.	 Collect Inspiration – Add screenshots, links, and visual references from design 

sources like Behance, Dribbble, Pinterest, and Awwwards.

4.	 Organize by Theme – Group images into categories such as logos, typography, 

colors, UI/UX elements, and brand patterns to create a structured mood board.

5.	 Add Notes & Insights – Document why specific designs resonate with your brand 

and how they align with your goals.

6.	 Refine & Finalize – Review your inspiration board with your team and define your 

brand’s visual direction based on recurring themes.

By using this interactive organizer, you can collaborate in real-time, ensure creative 

alignment, and make confident design decisions before moving into execution.

https://docs.google.com/document/d/1xIvpJQK9wyR0FBCMYPKwZagz801GccSMfgbxHH7f_48/copy
https://jshawcreative.notion.site/Design-Inspiration-Organizer-1b98884822a28041b3cce5a2663593e0?pvs=4
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A creative brief ensures that your branding project stays focused and 

aligned. It clearly defines goals, deliverables, and expectations before 

hiring a designer. 

Resources
54  |  THE VALUE OF A GOOD CREATIVE BRIEF (ARTICLE)

59  |  GENERATE A CREATIVE BRIEF WITH CHATGPT (PROMPT)

62  |  CREATIVE BRIEF DOCUMENT (TEMPLATE)
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The Value of a Good Creative Brief:  
Why It’s the Secret to Better Design & 
Faster Results

Introduction
How often do creative projects go off track? Endless revisions, misaligned  

expectations, and frustration on both sides. The problem isn’t just execution—it’s 

often a lack of clarity from the start.

A well-crafted creative brief is the solution. It sets clear expectations, aligns teams, 

and ensures everyone is working toward the same goal. Without a solid brief, design-

ers, writers, and strategists are left guessing, which leads to wasted time, missed 

deadlines, and additional costs.

In this article, we’ll break down why a good creative brief is essential and how it saves 

time, money, and headaches for all involved.

Section 1: What Is a Creative Brief?
A creative brief is a document that outlines the key objectives, expectations, and 

guidelines for a project. It serves as a roadmap for designers, writers, and strate-

gists to align their work with the client’s vision.

A good creative brief ensures that all parties involved understand the project’s 

scope and goals from the beginning. It minimizes confusion and helps avoid the 

dreaded “This isn’t what I was expecting” feedback.

Key elements of a creative brief:

•	 Project goals and objectives – What’s the purpose of this project?

•	 Target audience – Who is this designed for?

•	 Brand guidelines – Tone, style, and visual identity requirements.

•	 Key deliverables – What needs to be created?

•	 Timeline and deadlines – How long is the project expected to take?

Section 2: The Value of a Good Creative Brief
A well-structured creative brief benefits everyone involved in a project. Here’s why 

it’s worth the effort:

1. Reduces the Amount of Revisions and Iteration

Without a creative brief, teams often end up working through multiple rounds of 

revisions because the initial direction wasn’t clear.
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A strong brief prevents misalignment between the client and the creative team by 

clearly stating expectations upfront.

Example: A fintech startup needs a landing page redesign. Without a brief, designers 

might focus on aesthetics while the company actually needs conversion-focused 

messaging. A creative brief eliminates that disconnect.

2. Provides Better Alignment for All Parties Involved

A well-defined creative brief ensures everyone is on the same page before work 

begins. This prevents:

•	 Conflicting feedback from different stakeholders.

•	 Scope creep due to evolving expectations.

•	 Last-minute changes that delay the project.

Example: A fintech startup’s marketing team wants bold, disruptive branding, but the 

product team prefers a clean, minimal look. A creative brief forces teams to align on 

the direction before work starts.

3. Clarifies Project Goals for the Person Writing the Brief

Writing the brief isn’t just for the creative team—it helps the project owner refine 

their own objectives.

By clearly outlining the goals and scope, the brief helps stakeholders get clarity on 

what they actually need before handing it off.

Example: A vague request for a “modern, innovative brand” becomes “We want a 

fintech brand that feels cutting-edge yet trustworthy, similar to Mercury or Stripe.”

4. Saves Time and Money

Revisions and misalignment lead to wasted time and increased costs. A creative brief 

minimizes delays by eliminating guesswork and keeping the project on track.

Example: Without a creative brief, a fintech startup might spend months iterating on 

a logo they keep changing their mind about. A structured brief would prevent unnec-

essary rounds of redesign.

5. Ensures a Stronger End Product

When expectations are clear, designers and writers can focus on problem-solving 

rather than trying to decipher what the client wants.

A detailed creative brief leads to better, more strategic creative work.

Example: A fintech startup that clearly defines its unique value proposition 

in the brief will end up with a more effective website, marketing campaign, or 

product design.
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Section 3: How to Write an Effective Creative Brief
A great creative brief balances clarity and brevity—it provides enough detail to give 

clear direction but avoids overloading with unnecessary information. Here’s how to 

create one:

1. Start with the Project Overview

Define what the project is and why it’s needed.

Example: “This project is a redesign of our pricing page to improve conversions.”

2. Define the Objectives

What is the goal of this project? What does success look like?

Example: “We need the new pricing page to clearly explain our tiers and increase 

signups by 15%.”

3. Identify the Target Audience

Who is this for? What are their pain points?

Example: “Our users are early-stage fintech founders who need simple, 

transparent pricing.”

4. Outline Deliverables and Format

What specific assets need to be created?

Example: “We need a landing page wireframe, high-fidelity mockups, and a 

mobile-friendly version.”

5. Provide Brand Guidelines and References

Include brand colors, typography, and examples of what you like.

Example: “We want a clean, minimalist style similar to Stripe and Mercury.”

6. Set Deadlines and Milestones

Clearly define project phases and due dates.

Example: “First draft due in two weeks, final version by end of the month.”

Section 4: Common Mistakes to Avoid in a Creative Brief
Many projects fail because of a poorly written brief. Here are common mistakes 

to avoid:

Being too vague – If the brief lacks specifics, the end result will be unclear.

Overloading with unnecessary details – Keep it actionable.
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Ignoring audience insights – A brief should focus on end users, not just 

internal preferences.

Not setting realistic expectations – Unrealistic deadlines create stress and 

hurt quality.

Skipping stakeholder approvals – Get buy-in before the project starts to prevent 

last-minute changes.

Conclusion
A strong creative brief is the foundation of successful projects—it aligns teams, 

saves time, and leads to better creative work.

The effort spent upfront in writing a clear, actionable brief pays off in fewer 

revisions, faster approvals, and a stronger final product. Whether you’re designing 

a fintech website, branding a startup, or launching a campaign, taking the time to 

craft a great brief will always lead to better results.
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Creative Brief Generator Prompt for 
ChatGPT
Goal: Generate a well-structured and effective creative brief that ensures clari-

ty, alignment, and actionable direction for a creative project. The brief should be 

tailored to the user’s needs, whether it’s for branding, website design, marketing 

campaigns, or product development. The process should be collaborative to refine 

details and ensure accuracy.

Prompt:
You are an expert strategist and creative consultant. Your task is to generate a 

structured and highly effective creative brief for a specific project. The goal is to 

ensure clear expectations, strategic alignment, and a strong foundation for execu-

tion. Ask thoughtful questions to gather all necessary details before drafting the 

final brief.

Start by gathering essential information through a step-by-step Q&A process. Once 

the user provides answers, compile them into a clear and concise creative brief.

Step 1: Project Overview

First, clarify the project’s purpose and scope.

•	 What is this project about? (e.g., branding, website design, campaign, product)

•	 What problem are you trying to solve?

•	 What is the single most important goal of this project?

•	 Are there any key challenges or constraints?

Step 2: Target Audience

Understanding the end-user ensures the final output resonates effectively.

•	 Who is this project for? (Demographics, psychographics, behaviors)

•	 What are their primary pain points or needs?

•	 How do they currently engage with similar brands/products?

•	 Are there specific insights about the audience that should influence the 

creative approach?

Step 3: Brand & Messaging

Ensuring alignment with the company’s brand identity.

•	 How would you describe your brand in 3-5 words?

•	 What key message should this project communicate?

•	 Are there existing brand guidelines or references?

•	 What is the desired tone of voice? (e.g., professional, playful, innovative)
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Step 4: Deliverables & Format

Clearly defining what needs to be created.

•	 What specific assets are required? (e.g., logo, website pages, social media ads)

•	 What formats or dimensions are needed?

•	 Are there any must-have elements? (Logos, colors, taglines, etc.)

•	 What platforms or channels will these assets be used on?

Step 5: Timeline & Milestones

Setting realistic expectations for delivery.

•	 What is the ideal launch or delivery date?

•	 Are there any key deadlines or milestones along the way?

•	 Is there flexibility in the timeline, or is this a hard deadline?

Step 6: References & Inspiration

Understanding the creative direction.

•	 Are there existing brands, designs, or styles that you admire?

•	 Any references you want to avoid?

•	 Do you have a mood board or previous assets that should be considered?

Step 7: Budget & Resources

Ensuring feasibility within constraints.

•	 Is there a set budget for this project?

•	 Are there internal resources (copywriters, designers) involved, or will this 

be outsourced?

•	 Any technical constraints (e.g., development limitations, legal compliance)?

Final Step: Generating the Creative Brief

Once all necessary information is gathered, compile the responses into a structured 

creative brief:
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Overview
A well-structured creative brief is essential for aligning your team 

and ensuring that your branding, design, or marketing project stays 

on track. Instead of using scattered notes or static documents, use 

our interactive templates in Google Docs and Notion to create a clear, 

organized, and actionable creative brief.  

Choose Your Preferred Format
Google Docs Creative Brief Template – Ideal for teams that prefer a shareable 

document where you can easily collaborate, comment, and refine your brief.

Notion Creative Brief Template – Best for teams working in Notion, with structured 

sections for project goals, audience insights, and deliverables, plus the ability to 

attach files and track progress.

How to Use the Design Inspiration Organizer
1.	 Open the Template in Google Docs or Notion using the links above.

2.	 Make a Copy (Google Docs) or Duplicate the Page (Notion) so you can edit it.

3.	 Define Your Project – Outline key details like objectives, target audience, brand 

guidelines, and key deliverables.

4.	 Clarify Expectations – Specify tone, messaging, and creative direction to align 

your team and any external designers or agencies.

5.	 Add References & Inspiration – Include visual references, competitor examples, 

and relevant brand assets to provide creative guidance.

6.	 Set Milestones & Deadlines – Establish clear timelines and responsibilities to keep 

the project moving forward.

By using this interactive creative brief, your team can collaborate in real-time, 

reduce misalignment, and streamline the creative process for faster, more 

effective results.

https://docs.google.com/document/d/1twjjU1Dogm86aX-VYRwgky5Wqq58Vi1zfA0MEYfbm2c/copy
https://jshawcreative.notion.site/Creative-Brief-Template-1b98884822a280ceb3b3f5b811bd31dd?pvs=4
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S ECT I O N  5

Finding the Right Finding the Right 
Designer or Designer or 
AgencyAgency
With a completed brand audit, strategy, visual direction, and creative 

brief, you’re ready to find a designer or agency to execute your brand-

ing project. 

Step 1: How to Hire a Designer or Agency
Learn how to evaluate and choose the right designer or agency for your fintech 

brand. This guide walks you through key considerations, from reviewing portfolios 

to ensuring strategic alignment.

Resources

66  |  HOW TO HIRE A DESIGNER OR AGENCY (GUIDE)

Step 2: Outreach Templates
Streamline your hiring process with customizable email templates for designer 

outreach, project acceptance, and rejections. Save time and maintain professional-

ism when communicating with potential partners.

Resources

71   |  OUTREACH EMAIL (TEMPLATE)

71   |  ACCEPTANCE EMAIL (TEMPLATE)

72  |  REJECTION EMAIL (TEMPLATE)

Step 3: Recommended Fintech Design Agencies
Explore a curated list of top design agencies specializing in fintech branding. These 

agencies have experience crafting visual identities for financial startups, ensuring 

expertise in your industry.

Resources

74  |  TOP FINTECH DESIGN AGENCIES (LIST)
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Hiring a Design Agency or Freelancer: A 
Guide for Startups
Choosing the right design partner—whether a freelancer or a design agency—is a 

crucial step in building a strong brand identity. The right choice can help your start-

up stand out, while the wrong choice can lead to wasted time, misalignment, and 

costly revisions.

This guide will walk you through:

•	 What to look for in both agencies and freelancers

•	 How to decide which option is best for your needs

•	 Red flags to watch out for during the hiring process

1. Understanding Your Needs: Freelancer vs. Agency
Before choosing between a freelancer and an agency, define your project scope and 

requirements. Ask yourself:

•	 Do I need a one-time project (logo, website, marketing materials) or ongoing 

design support?

•	 Is this a small, focused task or a broad, multi-faceted branding effort?

•	 Do I need additional services beyond design (e.g., strategy, 

messaging, development)?

•	 How important is long-term scalability and support?

Freelancer: Best for Startups That Need...

•	 Budget-friendly solutions – Typically more affordable than agencies

•	 A highly specialized skill set – Ideal for singular branding needs (logo, UI design, 

web design)

•	 Fast turnaround for small projects – Less overhead and a direct 

working relationship

•	 More flexibility – A good option if you prefer working one-on-one

Agency: Best for Startups That Need...

•	 A full-service approach – Branding, UI/UX, web development, and marketing all 

under one roof

•	 Scalability – Support that grows with your startup, from early-stage branding to 

product design

•	 Diverse expertise – Access to a team with multiple skill sets rather than relying on 

one person

•	 Project management support – Structured processes, timelines, and 

quality assurance
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Key Takeaway:

Freelancers are great for lean projects and startups needing focused expertise, 

while agencies provide a comprehensive approach for startups needing long-term 

branding support.

2. What to Look for When Hiring a Designer or Agency
Regardless of whether you choose a freelancer or an agency, here are the key quali-

ties to evaluate:

Portfolio & Case Studies

•	 Do they have relevant experience in fintech or startups?

•	 Do their past projects align with the level of quality you expect?

•	 Can they show a before & after transformation for past clients?

Process & Communication Style

•	 Do they have a clear process for design and revisions?

•	 Are they good communicators? Do they ask insightful questions?

•	 How often do they provide updates? (E.g., weekly check-ins, structured 

feedback rounds)

Strategic Thinking vs. Just Execution

•	 Do they just follow orders, or do they provide strategic insights?

•	 Can they articulate why they made certain design decisions?

•	 Do they focus on branding as a system, ensuring consistency across all assets?

Testimonials & References

•	 Do they have client testimonials that speak to their impact?

•	 Can they provide references from past clients?

•	 Are there any case studies showing measurable results?

Pricing & Timeline Transparency

•	 Do they provide clear pricing upfront with no hidden fees?

•	 Are their timelines realistic, or do they promise impossibly fast turnarounds?

•	 What is their revision policy? Are there limits to the number of edits?

Key Takeaway:

The best designers and agencies balance creativity with strategy, provide a struc-

tured process, and communicate clearly about expectations.
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3. Choosing the Right Fit: Freelancer vs. Agency Decision Guide
Freelancer Designer

COST More affordablee Higher cost, but full-service

SPEED Fast for small tasks More structured, longer timelines

SCALABILITY Limited to one person’s bandwidth Can scale as your startup grows

SERVICES 
OFFERED

Focused (e.g., branding, UI) Full-service (brand, web, UX, content)

PROCESS & 
SUPPORT

Informal, flexible Defined process, project 

management

BEST FOR... Small projects, startups on a tight 

budget

Startups needing long-term brand 

systems

Key Takeaway:

If you need a quick fix, a freelancer is a great choice. If you’re looking to build a 

scalable brand foundation, an agency is the better long-term investment.

4. Red Flags to Watch Out For
Too Good to Be True Pricing

If an offer is significantly cheaper than the market rate, be cautious. You may end up 

with poor-quality work or hidden fees.

Lack of a Defined Process

If they don’t have a clear process for branding, design, or revisions, expect chaos 

and delays.

No Fintech or Startup Experience

Fintech startups require a unique approach (trust, credibility, scalability). If they’ve 

never worked in fintech, be prepared to educate them.

Limited Portfolio or No Case Studies

If they can’t show past work or articulate how they’ve helped other clients, it’s a risk.

Slow or Poor Communication

If they take days to respond during the hiring process, expect even slower communi-

cation once the project starts.

Unclear Revision Policy

If they don’t define how many revisions are included, you could end up paying extra 

for every small change.
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Overpromising on Speed

Quality design takes time. If someone promises an entire branding system in a week, 

it’s likely rushed or templated.

Key Takeaway:

Avoid hiring purely based on cost or speed—prioritize process, past results, 

and communication.

5. Final Decision Checklist
Before hiring your designer or agency, ensure you can check off the following:

	❏ I have reviewed their portfolio and feel confident in their work.

	❏ They have experience working with startups or fintech companies.

	❏ They clearly outlined pricing, timelines, and revision policies.

	❏ Their process aligns with my needs, goals, and expectations.

	❏ They are responsive, communicative, and proactive.

If you checked all the boxes, you’re ready to hire the right design partner!

Conclusion: Making the Right Investment in Your Brand
Your brand is one of your startup’s most valuable assets, and choosing the right 

design partner will impact your company’s success.

•	 If you need a small project or quick turnaround, a freelancer might be your 

best bet.

•	 If you’re building a scalable, long-term brand, an agency will provide 

structured support.

•	 No matter who you hire, ensure they have a strong portfolio, a clear process, and 

experience in fintech or startups.

By taking the time to evaluate options carefully, you’ll set your startup up for success 

with a brand identity that grows with your business.
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Initial Outreach to Work Together
Subject: Exploring a Potential Collaboration

Hi [Designer’s/Agency’s Name],

I came across your work and was really impressed with [specific aspect of their 

portfolio or project]. We’re currently looking for a [freelancer/agency] to help 

us with [briefly mention project—e.g., branding, UI/UX design, etc.], and I’d love to 

explore if we might be a good fit.

Would you be open to a quick call to discuss our needs and see if it aligns with what 

you’re looking for? Let me know when you’d be available, and I can set up a time that 

works for both of us.

Looking forward to connecting!

Best,

[Your Name]

[Your Company]

[Your Contact Information]

Accept Candidate
Subject: Excited to Move Forward!

Hi [Designer’s/Agency’s Name],

Thanks again for taking the time to chat with us. We were really impressed with your 

work and approach, and we’d love to move forward with you on this project!

Next steps:

•	 We’ll send over [contract, deposit request, project brief, etc.].

•	 Please confirm your availability and estimated timeline.

•	 Let us know any additional details you need to get started.

We’re excited to work together and bring this to life. Looking forward to 

your confirmation!

Best,

[Your Name]

[Your Company]

[Your Contact Information]
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Reject Candidate
Subject: Thank You for Your Time

Hi [Designer’s/Agency’s Name],

I really appreciate you taking the time to speak with us and share your work. After 

careful consideration, we’ve decided to move forward with another direction for 

this project. That said, we were truly impressed with your portfolio and would love to 

keep in touch for potential future opportunities.

Thanks again, and wishing you all the best!

Best,

[Your Name]

[Your Company]

[Your Contact Information]
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Top Fintech Design Agencies

Silicon Valley
1. Green Bull Creative

Specializes in creating design systems for early-stage fintech startups, offering 

brand, product, and website design services.

Website: https://www.grnbull.com

2. Nika Labs

A branding, design, and marketing agency offering services such as social media 

marketing, UI/UX, WordPress, and web design.

Website: https://nikalabs.com

3. FFW

A web design and digital strategy agency with a team of Drupal specialists providing 

end-to-end digital development.

Website: https://ffwagency.com

4. TA Digital

Specializes in digital transformation with services including web app design, custom-

er experience, and commerce development.

Website: https://www.tadigital.com

New York
1. Studio Simpatico

Designs brands and builds demand generation marketing sites for top fintech 

companies and startups.

Website: https://studiosimpati.co/industries/fin-tech

2. Momentum Design Lab

A digital design agency specializing in user-centered design with offices in NYC, 

London, Silicon Valley, and Sydney.

Website: https://www.momentumdesignlab.com

3. Digis

A software development company with a team of professionals dedicated to custom 

development (Web & Mobile) and design.

Website: https://www.digiscorp.com

https://www.grnbull.com
https://nikalabs.com

https://ffwagency.com

https://www.tadigital.com

https://studiosimpati.co/industries/fin-tech
https://www.momentumdesignlab.com

https://www.digiscorp.com
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Chicago
1. ArtVersion

A digital product design company specializing in UX/UI design, graphic design, and 

branding, serving a broad range of clients.

Website: https://artversion.com

2. Caxy

A Chicago-based software consulting and custom software development agency 

founded in 1999.

Website: https://www.caxy.com

3. BMG Media Co.

A professional web development company specializing in custom website develop-

ment, web design, and web application development.

Website: https://bmgmediaco.com

https://artversion.com

https://www.caxy.com

https://bmgmediaco.com
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Rolling Out Your Rolling Out Your 
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Once your new brand is ready, you need a structured rollout plan to 

ensure a smooth transition across all platforms. 

Resources

80  |  BRAND ROLLOUT CHECKLIST (CHECKLIST)

84  |  TIPS FOR ROLLING OUT A NEW BRAND (ARTICLE)



SECTION 6 |  ROLLING OUT YOUR NEW BRAND

Brand 
Rollout 
Checklist 

C H EC K L I ST



79 of  86

Brand Rollout Checklist
A step-by-step guide to successfully launching your new brand.

1. Brand Asset Preparation
Before rolling out your new brand, ensure all essential brand assets are finalized, 

organized, and accessible.

	❏ Brand Guidelines – Ensure a finalized document outlining logo usage, typogra-
phy, colors, imagery, and other key elements.

	❏ Logo Files – Export and store all logo variations (SVG, PNG, JPG, EPS) for differ-
ent use cases.

	❏ Typography Files & Licenses – Ensure fonts are available and properly licensed 
for internal and external use.

	❏ Color Palette – Document HEX, RGB, CMYK, and Pantone codes for all primary, 
secondary, and interactive colors.

	❏ Imagery & Iconography – Finalize photography style, icons, and illustrations 
aligned with the brand.

	❏ Templates & Components – Ensure branded templates (social media, presenta-
tions, proposals, business documents) are ready for use.

	❏ Brand Patterns & Backgrounds – Organize background graphics & supporting 
brand visuals.

2. Internal Brand Alignment
Train your internal teams and ensure brand consistency across all communication.

	❏ Team Training on Brand Guidelines – Conduct training sessions to ensure 
employees understand and apply the new brand correctly.

	❏ Internal Communication Materials – Update internal documents, emails, and 
resources with the new branding.

	❏ Company Intranet & Shared Drives – Ensure easy access to all updated 
brand assets.

	❏ Email Signatures – Provide updated email signature templates for 
all employees.

	❏ Employee Profiles (LinkedIn, Team Pages, etc.) – Ensure employees update their 
professional profiles with new branding.

	❏ Slack/Collaboration Tool Branding – Update workspace logos, themes, and 

custom emojis.

3. Website & Digital Presence
Ensure the brand is consistently applied across your website and digital platforms.

	❏ Website Branding Update – Refresh the website with new logo, typography, 
color palette, and imagery.
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	❏ Landing Pages & CTAs – Ensure all pages reflect the new brand style 
and messaging.

	❏ Blog / Content Hub – Update branding on article pages, featured images, and 
content formatting.

	❏ App UI / Product Interface – If applicable, update branding within digital 
products or platforms.

	❏ SEO Metadata & Favicon – Update favicon, meta descriptions, and social media 
preview images.

4. Marketing & External Communication
Update all customer-facing marketing materials to reflect the new brand.

	❏ Social Media Profiles – Update profile pictures, cover images, and bios across 
LinkedIn, Twitter, Instagram, Facebook, and TikTok.

	❏ Ad Campaigns – Ensure paid ads and retargeting banners align with the 
new brand.

	❏ Email Marketing Templates – Refresh all newsletters, promotional emails, and 
automated email flows.

	❏ Presentation Decks & Sales Materials – Update investor decks, pitch decks, 
case studies, and whitepapers.

	❏ Customer Support & Help Center – Ensure customer-facing documentation, 
chat widgets, and knowledge bases are on-brand.

5. Print & Physical Assets
If applicable, update all printed materials and physical branding elements.

	❏ Business Cards & Stationery – Redesign business cards, letterheads, 
and envelopes.

	❏ Event & Tradeshow Materials – Refresh banners, booths, and handouts 
for events.

	❏ Swag & Merchandise – Ensure apparel, mugs, stickers, and other branded 
merchandise reflect the new identity.

	❏ Office Branding & Signage – Update office signs, posters, and branded spaces.

6. Public Relations & Announcements
Communicate the brand update to customers, partners, and the media.

	❏ Press Release – Announce the rebrand and its significance.

	❏ Customer Announcement – Notify customers through email, blog post, and 
social media.

	❏ Partner & Vendor Communication – Ensure key stakeholders are informed 
about the rebrand.
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	❏ Website & Social Media Announcement – Create a launch campaign showcasing 
the new brand.

7. Ongoing Brand Maintenance
Ensure the new brand is continuously monitored and enforced.

	❏ Brand Compliance Audits – Conduct regular checks to maintain consistency.

	❏ Asset Library Updates – Keep brand files updated as design needs evolve.

	❏ Iterate Based on Feedback – Gather feedback from customers and employees 
for potential refinements.

	❏ Scalability & Future Growth – Ensure the brand system is built to evolve as the 

company grows.

Final Review & Launch
Once all updates are completed, do a final brand audit before the official launch.

	❏ Conduct a final walkthrough of all digital and physical assets.

	❏ Have team leads sign off on their assigned brand updates.

	❏ Schedule a post-launch review to gather feedback and address any 
missed areas.

	❏ Celebrate the launch of your new brand!

Conclusion
Rolling out a new brand requires careful planning, execution, and ongoing mainte-

nance. By following this structured checklist, fintech startups can ensure a 

smooth transition while maintaining brand consistency across all touchpoints. 

Whether you’re working with an internal team or an external agency like Green Bull 

Creative, having a clear rollout strategy is essential to making a strong impact with 

your rebrand.



A RT I C L E

Tips for 
Rolling Out a 
New Brand

SECTION 6 |  ROLLING OUT YOUR NEW BRAND



83 of  86

Tips for Rolling Out a New Brand Identity

Introduction
Rebranding is more than just a logo change—it’s a transformation that impacts how 

customers, employees, and stakeholders perceive your company. A well-executed 

brand rollout ensures that your new identity is adopted smoothly and consistently 

across all touchpoints.

Without a clear plan, you risk creating confusion, inconsistencies, and even 

losing brand trust. In this guide, we’ll walk through key strategies for rolling out 

your new brand identity, from internal alignment to external updates, ensuring a 

seamless transition.

1. Define a Clear Brand Rollout Plan
Before making any updates, start with a comprehensive brand rollout plan that 

outlines your objectives, timeline, and responsibilities. A structured plan prevents 

last-minute scrambling and ensures all stakeholders are on the same page.

Key Steps to Plan Your Rollout:

•	 Set a timeline and determine whether you’ll do a gradual transition (phased rollout) 

or a full rebrand launch (all at once).

•	 Assign team members for different areas—marketing, website, internal communi-

cations, and external messaging.

•	 Create a checklist of all touchpoints that need updating (website, social media, 

marketing materials, legal documents, etc.).

•	 Communicate the plan to ensure every department understands the timeline, 

process, and expectations.

A strong plan will prevent inconsistencies and set your brand up for long-term 

success from day one.

2. Update Internal Teams First
Your employees are your first brand ambassadors. Before announcing the rebrand 

externally, ensure internal teams are aligned with the new identity and understand 

the reasoning behind the change.

Steps to Introduce the Rebrand Internally:

•	 Educate employees with an internal launch event or meeting to explain the 

rebrand’s purpose and goals.
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•	 Provide a brand guide with updated guidelines for logo usage, typography, 

messaging, and tone of voice to ensure consistency.

•	 Update internal tools and assets, including email signatures, internal documents, 

Slack/Teams branding, and company-wide templates before the public launch.

•	 Train key departments like marketing, sales, and customer support on how to 

communicate the rebrand to clients and prospects.

By prioritizing internal alignment, your team will be confident in applying the new 

branding and reinforcing it externally.

3. Refresh Digital and Physical Assets
Your brand lives everywhere—from your website and emails to printed materials and 

office signage. Ensure all brand assets are updated consistently.

Digital Touchpoints to Update:

•	 Website and app, including homepage, UI elements, navigation, and key pages.

•	 Social media profiles, including profile images, cover banners, bios, and pinned 

posts across all platforms.

•	 Email marketing templates, newsletters, and automated workflows to match the 

new identity.

•	 Ad campaigns, landing pages, blog posts, and case studies to ensure all content 

aligns with the new brand.

Physical Assets to Update:

•	 Business cards, letterheads, invoices, and official documents.

•	 Event materials, including booth graphics, banners, and company swag.

•	 Office signage, including internal and external branding (lobby signs, wall graphics, 

promotional items).

This phase may take time, so prioritize high-visibility assets first before rolling out 

smaller updates.

4. Align Marketing & Customer Communication
Your customers should hear about the rebrand directly from you, not by stumbling 

upon a new logo. A clear brand announcement strategy ensures customers under-

stand the change and feel connected to your new identity.

How to Communicate Your Rebrand Effectively:

ANNOUNCE IT VIA MULTIPLE CHANNELS:

•	 Write a blog post explaining the new direction.

•	 Send a brand update email to customers and partners.

•	 Post about it on social media, including a before-and-after visual.
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EXPLAIN THE “WHY” BEHIND THE REBRAND:

•	 What prompted the change?

•	 What does it mean for customers?

•	 How does it align with your company’s vision and future goals?

CREATE AN FAQ SECTION TO ADDRESS COMMON CONCERNS:

•	 Will my experience with your product change?

•	 Are your services still the same?

•	 How does this impact pricing, support, or contracts?

Transparency helps build trust and excitement, making your rebrand more impactful.

5. Ensure Consistency Across All Brand Touchpoints
Consistency is key to a strong brand presence. Even minor inconsistencies can dilute 

your identity and confuse customers. By keeping everything consistent, you reinforce 

your brand identity every time someone interacts with your company.

How to Maintain Brand Consistency:

•	 Audit every brand touchpoint to check your website, marketing materials, ads, and 

customer interactions.

•	 Standardize product UI/UX to ensure all digital elements—buttons, icons, and color 

schemes—match the new identity.

•	 Unify brand messaging across all materials, including tone of voice, tagline, and 

value proposition.

•	 Use a centralized brand library (e.g., Notion, Google Drive, Figma) to ensure employ-

ees have easy access to the latest assets.

6. Collect Feedback & Adjust as Needed
Even with a well-planned rollout, you’ll likely get feedback from employees, customers, 

and partners. Stay flexible and be ready to refine your brand identity as needed. The 

rebrand doesn’t stop after launch—it evolves based on feedback and real-world use.

Ways to Gather & Implement Feedback:

•	 Monitor social media and customer reactions to see how people respond to 

the rebrand.

•	 Ask employees for insights, as internal teams may notice inconsistencies or areas 

for improvement.

•	 Conduct user testing for digital updates to ensure website and app changes 

enhance UX/UI rather than create confusion.

•	 Schedule a brand audit after launch to review how well the new identity is being 

implemented and make necessary tweaks.
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7. Celebrate the Rebrand!
A rebrand is a milestone worth celebrating! Engage your audience and turn the rollout 

into a memorable moment.

Ways to Make It Fun & Engaging:

•	 Host an internal launch event to get employees excited and aligned.

•	 Create before-and-after content to showcase the transformation process.

•	 Engage customers by encouraging them to share their thoughts, participate in a 

Q&A, or enter a giveaway celebrating the new brand.

•	 Run a launch campaign with special promotions or content related to your rebrand.

A well-executed celebration reinforces excitement and encourages stronger adoption 

of your new identity.

Conclusion
Rolling out a new brand identity is a strategic process that requires careful planning, 

internal alignment, and thoughtful execution. By following these steps, you can transi-

tion smoothly while strengthening your brand’s impact.

Key Takeaways:

•	 Plan early and assign clear ownership of rollout tasks.

•	 Align internal teams before going public with the rebrand.

•	 Update all brand assets systematically, prioritizing high-impact areas first.

•	 Communicate the change effectively to customers and stakeholders.

•	 Maintain consistency across all touchpoints to reinforce brand trust.

•	 Stay open to feedback and be willing to refine elements post-launch.

•	 Celebrate the new identity to create engagement and excitement.

•	 A strong brand rollout ensures that your brand identity isn’t just a logo update—it’s 

a shift that drives growth, trust, and recognition.


