
CREATING A WEDDING
BRAND THAT CONVERTS



WHAT IS A BRAND?

Your brand is all about trustworthiness.
It’s EVERYTHING that makes up your business.

Why should someone choose you above everyone else?
Your brand is about answering the ultimate question...

My framework contains thirteen elements that will help answer this question.
Yes. Thirteen!

The more clearly and confidently you can define and articulate these elements...
the easier it will be to create a successful brand that consistently converts.



THE HARSH REALITY

Attention spans are at an all time low.
Trust is at an all time low.

It’s the era of overpromise and underdeliver.
People are frustrated and jaded.

This is actually a golden opportunity for you!

The World Has Changed

Most wedding pros don’t know or understand this information.
And most of those who do aren’t implementing it.



TOUGH LOVE TIME
This sh*t is not easy!

I’m not going to give you the 13 elements...
and then everything is smooth sailing.

It takes time and hard work to figure this out.
How bad do you want it?



WHY PEOPLE PRICE SHOP
This goes hand in hand with what I’m teaching.

The Paradox of Choice
Too many choices create overwhelm. Overwhelm reduces confidence. When confidence drops,

people stop choosing on value and start choosing on price.

This is especially true when consumers are faced with...
THE SEA OF SAMENESS

Everyone looks and sounds the same.

Creating a successful brand means defining and articulating the thirteen elements so that you
stand out as the clear & obvious choice.



THE SEA OF SAMENESS
Imagine you go to buy a car and the ONLY option is a blue Nissan.

The color is the same. The options are the same. EVERYTHING is the same.
OF COURSE... you are going to buy based on price.

That is how couples are viewing you IF you aren’t able to confidently answer the question...
Why should they choose you above everyone else?



IMAGINE IF YOU ARE THE ONLY BLACK MERCEDES
You automatically stand out as a brand who is unique.

Not everyone is going to want a black Mercedes.

And, price becomes less of a factor or not a factor at all. 

But for those who do (or don’t want a Nissan) you are the obvious choice.



EVERYONE IS UNIQUE
With different...

NEEDS
WANTS
VALUES
PERSONALITY & STYLE

PAIN POINTS
EXPECTATIONS



THE GOAL IS TO GIVE PEOPLE OPTIONS
That are in line with their...

Needs | Wants | Values | Personality & Style | Expectations | Pain Points

This becomes your golden opportunity to stand out to your ideal client.

Most people are not doing the work so there are still going to be a lot of Nissans.



PEOPLE
Who are your people? ie: Ideal Client
Hint: It’s not anyone getting married.

Needs = What are their must haves or non-negotiables?

Wants = What are they hoping to find but is not required?

Values = What do they care about? What is important to them?

Personality and Style = Who are they as people? Demographics?

Personal Pain Points = What problems are they facing in planning?

Expectations = What do they expect of you and the process?

Industry Pain Points = What problems are they facing within the industry?



PEOPLE

What do they value? What is most important to them when making decisions?

Who are your people? Your ideal client is not everyone.
What are their needs? What are their non-negotiables or must-haves?
What do they want? What are they hoping for, even if it’s not required?

What personal pain points are they facing during this process?
What expectations do they have of you and the experience you provide?

What frustrations or pain points are they experiencing within the industry as a whole?



POSITION
What Unique Position do you hold in your field?

What is your niche or specialty?
What makes you unique?

Style and Aesthetic
Who You Serve

Specific Unique Location

A strong position immediately takes you out of The Sea of Sameness.
The most powerful way to instantly instill trust.

This is the hardest and scariest element but also THE most effective.

Price Point



POSITION

What style, aesthetic, or approach are you known for?

What unique position do you hold in your field?
What is your niche or specialty, if any?

Who do you specifically serve?

What makes you different from others offering similar services?
If a client compared you to others in your space, why would they choose you?



PROCESS

 Is your process easy, convenient, and client-centered?
Do you get back to people quickly?

Are your policies and procedures clear?
Do you have automated systems?

Online booking? Online contracts & payments?

THE AMAZON EFFECT

SYSTEMS | EFFICIENCY | CONVENIENCE | CUSTOMER SERVICE

How easy is it for people to work with you?
Do they have to chase you or jump through hoops?



PROCESS

Are your policies, procedures, and expectations clearly outlined?

Is your process easy, clear, and client-centered?
How easy is it for someone to inquire, book, and work with you?

Do you respond quickly and communicate clearly?

Where does your process feel confusing, slow, or frustrating for clients?
What changes can you make to improve the overall client experience?



PRESENTATION
This is where things gets tricky.

Once you confidently define the thirteen brand elements you need to be able to...
Clearly, quickly and effectively communicate them.

MARKETING MESSAGE
How you present these elements is your

Client-Centric vs Brand-Centric
Specific vs Generic

Emotional vs Logical



EXAMPLES

Generic & brand-centric:
We create events that celebrate love and connection in a way that feels meaningful and true to you.

We specialize in navigating multiple cultures, traditions, and family expectations to create
weddings that honor them all without compromise.

Specific:

Navigating multiple cultures, traditions, and family expectations can feel overwhelming. Your
wedding deserves to honor them all without compromise.

Specific & client-centric:



EXAMPLES

Generic and brand centric:
We believe your day should reflect your personal style and traditions which is why our service is

designed with you in mind.

Honoring culture isn’t a trend to us. It’s personal. That’s why our approach is rooted in care,
intention, and deep respect for every tradition involved.

Specific:

Honoring your culture isn’t a trend. It’s personal. Your wedding should reflect that with care,
intention, and deep respect.

Specific & client-centric:



PRESENTATION

Does your presentation speak to emotions, logic, or both?

How clearly do you communicate what you do and who you serve?
Is your messaging client-centered or focused on you?

Is your messaging specific or generic?

Where does your message feel unclear, inconsistent, or safe?
What is one change you could make right now to improve your messaging?



PACKAGING
The Aesthetic of Your Business
Logos, Colors, Website, Social Media

People have very low attention spans.
They make snap judgements because they can.

The wedding industry has become oversaturated.
Couples have more choices than ever.

First impressions matter... a lot!
It’s not just about looking pretty.

It’s about looking professional, trustworthy and like you give a sh*t.



PACKAGING

Do your website and social media clearly communicate professionalism and credibility?

Do your visuals reflect the level of service you provide?
Does your branding feel professional, intentional and cohesive?

Would a potential client trust your business at first glance?

Where do your visuals feel outdated, inconsistent, or DIY?
What changes could you make to better align your visuals with your brand?



TOUGH LOVE TIME
Your Website and Social Media

The first touch-point for most people.
You cannot half-ass these!

I understand these things are an investment.

Figure it Out
Find the Money



CUSTOM WEBSITE DESIGN & TEMPLATES

CLICK HERE FOR MORE INFORMATION

https://www.agabusinesssolutions.com/custom-website-solutions


WEBSITE TEMPLATES

CLICK HERE TO SHOP TEMPLATES

https://www.agabusinesssolutions.com/wix-website-templates


SOCIAL MEDIA

CLICK HERE FOR MORE INFORMATION

https://www.agabusinesssolutions.com/affordable-social-media-wedding-pros


PROOF
Proof is all About the Receipts

Training
Years in Business

Publications

Famous Clients

Reviews

Associations
Social Media

Referrals

Past Clients

Useful and Valuable Information

Never Lead with Proof

Associates

Public Appearances

These things help establish credibility but at the end of the day people care about what is in it for them.



PROOF

Where are you relying on proof that doesn’t really matter to your client?

What proof do you currently have that supports your expertise?
What experience, training, or background matters to your ideal client?

What proof feels most relevant and valuable to them?

How can you better highlight the proof that builds trust?
Are you leading with proof to define your brand, or using it to support it?



PROMISE
Promise is all about Burden of Risk

GUARANTEE
Free Consultations

24 Hour Emergency Text Line
Clear Streamlined and Outlined Process

Free Preview

In every transaction there is a burden of risk.

How do you take this burden off of your clients?
Time | Money | Disappointment | Frustration

It HAS to be tangible to be effective!

Unlimited Revisions



PROMISE

Do you offer any guarantees, assurances, or risk-reducing policies?

What fears or concerns might a client have before booking you?
Where are they risking time, money, or disappointment?

What do you do to help them feel safe choosing you?

How clearly is your promise communicated throughout the client experience?
Where could your promise be more specific or tangible?



PERSONALITY
Presentation is what you say.
Personality is how you say it.

AUTHENTICITY
CONNECTION
BRAND VOICE

Don’t be afraid to speak directly to your people.



EXAMPLES
Clear, specific, client-centric messaging:

Honoring your culture isn’t a trend. It’s personal. Your wedding should reflect that with care,
intention, and deep respect.

Honoring your culture isn’t a trend. It’s deeply personal. The traditions, people, and moments that
shaped you have brought you to where you are today. Your wedding should feel like home, rooted

in love and belonging.

Nurturing, connection-driven messaging:

Honoring your culture isn’t a trend. It’s deeply personal. Your wedding doesn’t need to make sense
to anyone else. The only thing that matters is that it feels right to you. End of story.

Bold, unapologetic messaging:



PERSONALITY

If you are playing it safe, why? What fears are driving that?

How would you describe your brand voice?
Does your messaging sound like you, or like who you think you should be?

Where are you holding back or playing it safe?

Is your brand voice consistent across your website, social media, and client communication?
What would change if you allowed more of your true personality to show?



PERSPECTIVE
Presentation is what you say.
Personality is how you say it.

 Perspective is what you care to speak about.

What do you care about?

Can be a large or small part of your brand.

What are your views and values?

It can also be your brand position.



PERSPECTIVE
Inclusivity

Sustainability

Personal Views or Opinions on Something

 Weddings should feel intentional, not performative.
True luxury isn’t about how much you spend.

The couple’s opinion is all that matters... period.

Cultural Respect and Representation
Authenticity and Transparency



PERSPECTIVE

Are you clearly sharing your perspective, or avoiding it to appeal to everyone?

What beliefs or values guide how you run your business?
What opinions do you hold about your industry?
What do you care enough about to say out loud?

If you are avoiding it, why? What fears are behind that?
How could leaning into your perspective help attract the right clients?



PRODUCTS & SERVICES
What products and services do you offer?
Are your products and services top notch?

How do they compare to others in your field?

Be Brutally Honest with Yourself

Where could you improve?
What would it take to get you to the top?

This element is also about always improving and keeping up with the
trends in both business and the wedding industry.



PRODUCTS AND SERVICES

What changes can I make immediately to improve my products and services?

What products and or services do I currently offer? Be specific.
How do my offerings compare to others in my field?

Where am I truly strong, and where can I make improvements?

What long term efforts can I make to improve my products and services moving forward?



PRICE

The better able you are to define and articulate your thirteen brand elements...

The more you can charge. Period.

Common Source of Confusion and Stress
What is your competition charging?

How do you compare? When should you compare?
Is it in line with your brand?

Where are you in your business journey?
How bad do you need the money?

When should you raise (or lower) your pricing?

Price is about supply and demand.
You don’t get to decide what you are worth... the market does.



PRICE

Are you pricing from confidence or from fear?

What are you currently charging for your products or services?
How does your pricing compare to others in your field?

Is your pricing aligned with the quality, experience, and results you deliver?

What would need to change for you to feel comfortable raising or adjusting your prices?



PERKS
Little extras that go above and beyond.

Can be expected or unexpected.

Touch up kit from a stylist.
Personalized playlist from a DJ.

Posing guide from a photographer.
Personal bridal assistant from a planner.

All about making people feel special and show that you care.
Perks are an essential part of a luxury brand.

We offer a training session and video after a website is complete.

Champagne and snacks at a bridal boutique.
“All About the Bride” Sweatshirt



PERKS

How do your perks support the experience you want to create?

What small details make clients feel cared for or special?
Which perks are expected, and which are unexpected?

What do clients mention or remember after working with you?

Do your perks align with your brand, or are they simply what everyone else is doing?
What simple additions could elevate the client experience without overwhelming you?



PERCEPTION
Your brand is NOT what you think it is.

It’s what others perceive it to be.

You can often be the worst judge of your
brand’s perception. 

Look for outside perspective.
But... be very selective.



PERCEPTION

Where might there be a disconnect between intention and reality?

How do clients describe their experience working with you?
What words or themes come up most often in feedback or reviews?

Where does perception align with how you want your brand to be known?

Who could you ask for honest, constructive feedback about your brand?
What small changes could you make to influence perception moving forward?



THESE ARE ALL IMPORTANT

POSITION
PEOPLE

PROCESS
PRESENTATION
PACKAGING
PROOF
PROMISE
PERSPECTIVE

PERCEPTION

PERSONALITY
PRODUCTS AND SERVICES
PRICE
PERKS



I GET IT
This sh*t is hard.

It takes looking inward.

Overcoming mindset obstacles.

It’s hard to be brave when you’re broke.

Asking the right questions.



BUSINESS CONSULTING

CLICK HERE FOR MORE INFORMATION

https://www.agabusinesssolutions.com/business-success-blueprint


SOCIAL MEDIA

CLICK HERE FOR MORE INFORMATION

https://www.agabusinesssolutions.com/affordable-social-media-wedding-pros


VIRTUAL ASSISTANTS

CLICK HERE FOR MORE INFORMATION

https://www.agabusinesssolutions.com/affordable-virtual-assistants


CUSTOM WEBSITE DESIGN & TEMPLATES

CLICK HERE FOR MORE INFORMATION

https://www.agabusinesssolutions.com/custom-website-solutions


FREE TEMPLATE FOR IG FOLLOWERS

CLICK HERE TO SHOP TEMPLATES

https://www.agabusinesssolutions.com/wix-website-templates


NOT SURE WHAT YOU NEED?
BOOK A FREE CONSULTATION


