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Welcome!

This workbook serves as an addendum to my book, Brand Seduction. I strongly recommend you read 
the book before trying to build out your own Brand Fantasy, as it will make far more sense and be far 
easier if you understand the theory and thinking behind it. 

If you’ve read it, you’ll understand that the goal of this model is to create a way of capturing and 
working with the unconscious side of brands. This is meant to complement your existing brand strategy 
and positioning documents, not replace them. The conscious side is still important, of course, but 
understanding your brand’s underlying feel is equally important. This workbook can guide you through 
the process of uncovering, understanding, articulating and capturing your brand’s unique feeling, or as I 
like to call it, its Fantasy. 



Break out of Business-as-
usual

Probing your unconscious (adapted excerpt from Brand Seduction)
Before we can attempt to access these subconscious feelings and 
associations in your mind, we’ll need to break out of our business-as-
usual mindset. We have to let go of the usual clear cut rules, and the 
desire for well-defined ideas.

To do that, I suggest kicking it off with a mini self-hypnosis or 
meditation style session. Find a spot where no one will bother you, sit 
in a comfortable chair, and let’s really get into it. Clear your mind, 
silence your phone, and let go of the daily worries and constraints. Give 
yourself just ten minutes of uninterrupted focus time, and the freedom 
to dive into the depths of your brand. It’s amazing what an uncluttered 
and free mind can do in just ten minutes. 

If you have a physical product, keep it nearby for inspiration. If not, look 
at your logo, website, app, or any other materials that can bring your 
products, services, and brand top-of-mind. Remind yourself of your 
customer’s experience, and try to get into their mindset when 
interacting with your brand.

Then take a few deep breaths, relax, and close your eyes. Let your 
imagination wander in, out and around your brand. Think about this 
simple question: “what does [Brand X] feel like?” For example, is it 
clean, fresh and bright? Is it rugged, burly, and western? Warm, fuzzy, 
and cuddly? Sleek and minimalist?



Get away from the literal

This isn’t about what the product itself physically looks, feels, or tastes like. It goes beyond the 
corporeal product that exists in the physical (or digital) world. For the purposes of this exercise, 
you’ll want to divorce the product and brand - think of them as two distinct things. We’ll bring the 
product back in later, to be sure, but for now, it’s helpful to break away from the confines of the 
product, and delve into the ethereal brand. It’s the soul living within your product, the brand ghost 
in your product machine. 

I realize this can sound strange, and can be a bit tricky, so I suggest trying a few thought 
experiments that can help guide your thinking. You can mix and match these, and try whichever 
ones work best to capture your brand’s unique underlying feelings. You’ll find a few of these on 
the next page. 



Projective Exercises

Create a brand world: Imagine your brand has its own little planet, 
Star Wars style. What would life be like on this planet? What is the 
climate, terrain and weather? Who would be there, what would they be 
wearing, driving, and doing? 

Create a brand persona: If your brand was a person, who would it be? 
Paint as detailed a picture of the person as you can. Think about: is it 
male or female, what age, what would he/she wear, do for a living, what 
kind of car would he/she drive, what would he/she do for fun, what kind 
of food what he/she like, who else would they hang out with, etc. 

Throw a brand party: If this brand threw a themed party, what would it 
be like? Where would it be, who would be there, what would be served, 
what kind of music would be playing, what would the atmosphere or 
vibe be like, and what activities would be going on?

Take the brand away: Imagine the world without this brand. What 
would be missing? How would things feel differently? What would 
people do instead, and how would that be different?

Explore other metaphors: Open your mind to think of anything else 
that relates to your brand’s feeling. This can be almost anything that 
captures a hint or taste of your brand’s fantasy. Maybe a particular 
movie, or TV or movie character, or a celebrity captures an aspect of 
your brand. Maybe a song or musician, or something about a certain 
car, household object, fabric, food, or something else feels like a part of 
your brand. Or maybe a work of art or poetry captures part of your 
brand’s feeling. There are no wrong answers, and almost anything can 
work.

Try a few of these, and pick whichever works best for your brand. If you 
feel like one of them gives you a clear mental image, go with that. Once 
you get the feel - hold onto it!



Elements of the Brand 
Fantasy

1. Core Words
2. Fantasy Network
3. Mood Board
4. Trigger



Core Words 
The foundational pieces of your brand’s Fantasy
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Core Word Brainstorm

Start by listing words that capture the essence of the brand. 
Make a long list at first - free associate, and capture all the 
concepts that come to mind related to that feeling. Go for 
quantity (at least 20, but up to 100!), you can narrow down later. 

List your potential words on this page:



Narrowing Down

Once you have a good list, read back through it and identify your 
favorites. Mark the ones that really nail a certain aspect of the 
Brand’s Fantasy. Keep filtering and culling until you have those 
top few words (3-5 usually works) that when placed together 
bring up the feeling of your brand in your mind. Think of these as 
a team, where each one plays a complementary role to the 
others. So rather than having synonyms, each word should 
represent one distinct aspect of the brand. If you have similar 
words, pick the one that fits the best. 

The goal of these words is to have a shorthand that can easily 
and quickly bring up the Brand’s Fantasy. They cue it, without 
having to go into too much detail. They should also be pretty 
telegraphic, where someone with little knowledge of the brand 
can get the gist of it just from those words. 

List your top 3-5 Core Words here:



Fantasy Network
Fleshing out the associations of your brand’s Fantasy
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Fantasy Network Clusters

Here’s the meat of it - building out the Fantasy network. This is 
where we try to replicate, and put onto paper, something similar 
to the network of connections and associations in your 
consumers’ minds related to your brand.

Look back at the longer list of words you made for the core 
words, and see if you can cluster these into groups. A good way 
to do this is to put each word, phrase, or idea onto a Post-It note, 
so they can be arranged easily on a wall. You’ll probably start to 
see a few groups emerge as they coalesce around a few key 
themes or ideas. This is more of an art than a science, so go with 
what feels best and captures the feeling you had in the 
meditation exercise.

It seems having about three to five of these groupings works 
well, as it’s enough to give the brand depth, dimension, and 
richness, but not too many to be overwhelming. Once you have a 
few groups, give each one a name that captures the main idea of 
that group. (These can be the same as your core words, but 
don't have to be). Then choose a few of the key phrases or ideas 
within the group to flesh it out beyond just the title.

Write your 3-5 Clusters here:



Blowing out the Fantasy 
Network 

Now you’ll want to expand on those groupings to create a 
fleshed out mind map, or network, of your brand’s associations. 
Use the clusters from the previous page as your anchor points 
(or “planets”) and then fill out around it with relevant other ideas 
and associations that you’d like your brand to have. 

Ideally, someone should be able to identify your brand just from 
this network, without any mention of the brand or product itself. 
Remember to keep this abstract and build out the feeling 
connected to your brand. 

To the right is a simplified example of what this can look like. The 
brand I had in mind here was The North Face. Yours can be 
much more complex, with as many clusters and associations as 
you need to capture your brand’s Fantasy. 



Your Fantasy Network 
Draw your Fantasy Network here: 



Mood Board
Going beyond language
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The Mood Board

It’s time to tap into your inner artist. To expand on the words in our 
Fantasy network, I like to create a “mood-board” - a collage that uses 
the senses and metaphors to abstractly portray the visceral feeling of 
the brand. This helps ensure that anyone who interacts with the brand 
doesn’t just understand it on a cerebral level, but feels it in their gut. 
You should be able to look at it, and instantly get the feel of the brand. 

It’s important that this be highly abstract. Don’t choose images or 
objects directly related to your product or category. They should 
capture a feeling associated with the product, rather than the product 
itself. So if the brand is very comforting, maybe you show a snuggly 
blanket, or a child held in her mother’s arms. If the brand is whimsical, 
maybe you show a snarky smile, or a TV/movie character that 
embodies that for you. 

This should be very free flowing, and not limited to even visual images. 
This mood board can include anything that helps bring to life the brand, 
and should borrow from different senses. Think about sites, sounds, 
music, people/characters/celebrities, movies, TV shows, objects, 
smells, places, events, and anything else that might cue the feeling 
you’re after. There are no strict rules, and the possibilities are endless.

One tricky thing is that different people will have different interpretations 
of the brand, and of the images and items you use. So you’ll have to try 
to find items for which there is a general consensus on their meaning 
and feeling. Editing is crucial here. Stay true to that feeling of the brand 
you captured in the meditation exercise, and ensure that each item in 
your network and collage build towards that feeling. If something can 
be misinterpreted, take it out. You can also add short descriptors to 
items to make sure their reason for being there is clear. The goal is to 
have this stand on its own, without the need for much explanation. 



The Mood Board

Here’s a sample mood board. 
Note that it’s highly abstract 
(this could be for a liquor 
brand, but there is no mention 
of liquor, drinking, partying, 
etc.). This easily brings up a 
brand feel that’s masculine, 
edgy, rugged, tough, but also 
refined and classic. 



The Mood Board

Insert your images here (or create your own page for them).



The Trigger
The one thing that can remind you of the full rich Fantasy
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The Trigger

The trigger is your catchy phrase or line that can stick in employees’ 
minds. It should be pithy, provocative, and aspirational for the brand - 
where it wants to go, rather than where it is today.

I’m calling this a “trigger” because it’s not meant to be the whole idea, 
or to stand alone. It’s meant to be a reminder that brings to mind the 
rest of the Fantasy represented in the other pieces - the core words, 
fantasy network, and collage. It should trigger that full, rich feeling in 
the reader. 

This trigger can take many forms. It can be a single word, or even an 
object, a feeling, a verb or a noun, or whatever else. The only 
requirement be that it helps conjure up the rest of the Fantasy. 
Although you’re generally only talking about a few words here, they can 
be very difficult to write. Narrowing down on that key phrase or idea is 
tough, but can be super helpful when you are later working with 
marketing materials and need to check it against your Fantasy. Recall 
your trigger, feel the brand, and ask yourself if what you are doing 
helps build that feeling. 

Write your trigger here:



Putting it all together

There you have it. Your very own Brand Fantasy, captured in a few simple pages.

Again, this is not meant to stand alone, but rather be a complement for your existing brand positioning. 
This is the unconscious side - the feeling of your brand - whereas your positioning can capture the 
conscious side. Both are important, and both must work together. 

You should put the pieces here together in whatever best suits your brand. It can be a few printed 
pages or slides, a video, even physical objects, a room, or bag of items, etc. The point is to bring the 
personality of your brand to life in a way that anyone that works on it can easily get and feel. 

For some thoughts on how to put together the conscious side of your brand, see my “Startup Branding” 
workbook as a companion to this one. 



Hi, I’m Daryl Weber.
I’m a brand consultant, speaker, and author of Brand Seduction: How 
Neuroscience Can Help Marketers Build Memorable Brands. This fun-to-
read book will show you the powerful unconscious side of brands in a way 
that’s fascinating and easily applicable. Available wherever books are sold. 

Learn more at:

www.daryl-weber.com

 @BrandedCortex
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