VOYAGER BRAND VALUE MODEL - V1.0

BRAND TRANSFORMATION FRAMEWORK

Creating a brand model that focuses on "who" the customer becomes through engaging with
the brand is about emphasizing transformation and aspirational identities. This model shifts
the focus from what the brand sells to the value it adds to the customer's life, underlining how
the brand contributes to the customer's personal growth, identity, and aspirations.

WHY CUSTOMER IS5 SEARCHING
1.0 - CUSTOMER INSIGHT

Deep understanding of the customer's
current desires, challenges, and identity.
This insight lays the groundwork for how
the brand can position itself as a catalyst
for change.

B \Why does the customer want or
need your brand?

B Whyisthere a barrier to
engagement?

I Why the customer selected you?

IMPLEMENTING THE MODEL

Narrative Development: Create stories that
vividly illustrate the transformation customers
undergo. Use real-life testimonials, hypothetical

scenarios, or narratives that resonate with the
target audience.
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WHAT YOU CAN OFFER
2.0 - BRAND PROMISE

A clear, compelling promise of
transformation. This is the brand's
commitment to helping the customer
achieve their aspirational identity.

I VWhat does your brand offer?

[ \What tools/resources will help
customers overcome barriers?

I Whatisthe reason why a customer
will select your brand?

Visual Symbols: Develop symbols, icons, or
visual motifs that represent the journey of
transformation. These can be used across
marketing materials to reinforce the brand's
role in facilitating customer growth.

CORE PRINCIPLE

Focus on the transformative journey of the customer, driven by
the brand's interaction. This principle is rooted in the belief that
successful brands don't just sell products or services; they sell
better versions of their customers.

HOW YOU FACILITATE A JOURNEY
3.0 - ENGAGEMENT PATHWAY

The steps or interactions through which
the brand facilitates the customer's
transformation. This includes not just the
purchase but the entire experience of
engaging with the brand.

[ How doesthe customer engage
with your brand?

[ How do customers satisfy their
rational and emotional needs?

[ How does the brand build and
support customer loyalty?

Community Building: Foster a community of
brand advocates who embody the aspirational
identity. Encourage them to share their stories
and experiences, creating a collective narrative
around the brand's transformative impact.

MEASUREMENT

Develop metrics to measure the impact of the
brand on customers' perceived identity changes.
This could include self-reported measures of
confidence, satisfaction, or other relevant
indicators of transformation.

WHO THE CUSTOMER BECOMES

4.0 - ASPIRATIONAL IDENTITY

A vivid depiction of who the customer
becomes as a result of their journey with
the brand. This should reflect both the
tangible and intangible benefits of the
transformation.

. Who do customers become when
they engage with our brand?

B Who will they tell about their
experience and what will they say?

. Who do customers start to believe
they are after using our products or
services?

Product/Service Alignment: Ensure that every
product or service offered by the brand directly
contributes to the promised transformation.
This alignment reinforces the brand's
commitment to its customers' growth.




