
H E L L O H A P P E N

prompts for brand awareness

W O R K B O O K



H E L L O H A P P E N

“I’m gonna post every day on social media, to 
build awareness about my brand, and make sure 
my customers get to know me on a deeper level!”

*cracks knuckles*
*creates new post*
*stares into the void for exactly three hours* 

O H  T H E  E M P T I N E S S .

D O N ’ T  W O R R Y.  W E ’ R E  G O N N A  F I X  I T .

Answer the writing prompts in this workbook, 
and you’ll have a freakin’ GOLD MINE of 30+ 
posts to share on social media, to draw people 
into your brand, and build awareness and 
recognition!

Let’s do this!



ST E P  1 :  F I N D  YO U R  VO I C E

My tone of voice when talking to my customer is...

4 5 %  O F  Y O U R  B R A N D  I M A G E  I S  W H AT  Y O U  S AY,  
A N D  H O W  Y O U  S AY  I T !

W H AT  D O  Y O U  S O U N D  L I K E ?

O N E  M O R E  T H I N G . . .

What are some things you might say to a friend?

Writing or speaking in your own authentic voice is one of the fastest ways to 
break down walls and real build a connection with your customer!

91% of people say they’re more likely to buy from an authentic brand, and 
80% of people say authenticity is the most important factor in deciding to 
follow a brand online.

So let’s take a sec to find your voice!

Having a voice that OOZES personality and 
feels friendly, helps build connection too. Plus 
it’s just way more fun to read!

Jot down some phrases that you’d use texting 
or chatting with a friend, that sound very “you”.

That’s boss. Hella 
rad. Quit f*cking 
around! Get your 
sh*t together.  

I do declare! My 
heavens! This 
custard looks truly 
delectable.

Hey girl hey! OMG 
lady! Like I can’t 
even! Totes Gorge! 
Yaaaas queen!



S O  H E R E ’ S  T H E  T H I N G

Look for this section on each 
page to learn about why the 
post matters for your brand!

ST E P  2 :  P O ST  W I T H  P U R P O S E

         T H I S
M AT T E R S

THE BIGGER PICTURE

You can post on social media all day long until the 
cows come home, but if you’re not posting with 
PURPOSE, you’re missing the opportunity to build 
your brand!

On the other hand, all the clarity and intention in 
the world isn’t gonna make much difference if 
you’re not actively SHARING it with the world.

So to solve this problemo, use these prompts to 
express your brand and get on your way to 
POSTING WITH PURPOSE.



Hi! If we haven’t met before, I’m [Name] and I help [customer 
group] [do something] so that they can [customer goal].

The reason I care so much about this is because [relevant story that 
led you to this point / driving motivation / problem you want to 
solve/etc.].

What about you? How do you impact people’s lives?

Introduce yourself ! Explain what you 
do, and WHY.

         T H I S
M AT T E R S

This post is awesome for covering 
the basics and articulating in one 
clear statement, what you do, 
and WHY. 

“People don’t buy what you do; 
they buy WHY you do it.”
- Simon Sinek
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[Describe a persistent problem with the status quo that motivates 
your brand, and what you would change to make things better - 
e.g., superficiality on social media; people not believing in 
themselves; the gender wage gap; etc.]. 

- I believe it’s possible to...
- I believe in a world where...
- It’s time for...

What do you think? Are you ready to [live in a world like this OR 
take some action that can help make this vision a reality]?

Identify a problem with the world, and 
paint a picture of a better future that 
your customer wants too. Inspire them 
to believe in it. 

Articulating your VISION of what 
is possible, and the future you 
want to help create, is a powerful 
way to show your customer what 
you stand for and what you’re 
doing here in the world, and 
show them that your values align. 
You’re also inviting them to join 
you in making that future  a 
reality.

         T H I S
M AT T E R S

2



I work with [market segment] because...
- I admire their...
- I was/am one of them...
- I understand what it’s like...
- I believe in their ability to...

Does this sound like you? What do you love about being _____?

Let people know what led you to deciding 
to work speci�cally with your market. 
What do you love about working with 
those people?

We all like people who like us, 
and who see us in a positive light. 
So telling your customers why 
you like them is powerful stuff!

Also, we all choose brands that 
reinforce our own desired 
identities to ourselves and to the 
world. When you buy a Gucci 
purse, it’s because you want to 
see yourself and be seen as a 
posh fashionista! Tell your 
customers the positive traits they 
get to claim when they work with 
you.

         T H I S
M AT T E R S

32



Share the most common question 
your clients/customers have. What’s 
the answer?

By far the most common question I hear from clients and [people 
your customer identifies with] is [question]. So I’ll tell you what I 
tell them...

         T H I S
M AT T E R S

Social proof is a psychological 
phenomenon. We tend to trust 
the opinions of others, so we 
follow their lead. This is 
“normative influence.”

If someone else asked this 
question, I probably want to 
know the answer too!

This post both positions you as 
a credible expert, and signals to 
your customer that other people 
trust your opinion, and they 
should too!

4



Write about a transformation in your life 
that led you to where you are today, that 
your customer also needs to make, and 
inspire them to believe they can do it too.

So much has changed in the past [however long ago you started 
your business]. I wasn’t always [your big strength now]. Not even 
close! In fact, I used to be [how your customer feels right 
now]. Then everything changed when [what happened]....

What about you? Have you ever [something from your story that 
your customer may be able to relate to]?

         T H I S
M AT T E R S

Storytelling is in our blood; it 
might be the oldest art form in 
human civilization. When we 
hear a story, the mirror neurons in 
our brains sync up (this is “neural 
coupling”) and we empathize 
with and LIKE the storyteller.

Not only are you tapping into the 
power of storytelling; you’re also 
building rapport with your 
customer by sharing your own 
struggle.

Then you’re flipping the script 
and casting THEM in the leading 
role, the hero in the same story.

54



Have you noticed how [evidence that the world needs more of your 
core value]? Well, that’s why one of our/my core values is ______. 
Because I want to live in a world where [what the world would look 
like if your core value were universal].

How about you? What change are you helping to create?

Write about one of your core values, 
why it matters to you, and how it 
shows up in your business.

         T H I S
M AT T E R S

We connect over shared values. 
64% of people cite shared values 
as the MAIN reason they have a 
relationship with a brand. It’s one 
of the main reasons we decide 
which brand is right for us, in a 
sea of options.

Your core values should shape 
everything you do, but sometimes 
it’s nice to share them directly by 
talking about them, and showing 
what’s behind your business.
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Have you ever wondered how ________? Well, let me show you! 
[Explain an interesting part of your process].

What about you? Have you ever experienced _______ before?

Share a behind-the-scenes look at your 
process!

         T H I S
M AT T E R S

Letting people behind the scenes 
is a powerful way to show 
transparency! 94% of consumers 
say they’re likely to be loyal to a 
brand that offers transparency.

It’s also a great way to wow your 
customer with your mad skillz 
and build credibility!

AND you’re inviting your 
customer along for a little sneak 
peek, and they’re gonna 
appreciate it.

7



H E Y,  Y O U  M A D E  I T  T H R O U G H  T H E  F I R S T  7  D AY S !

S U C H
G R E AT
A N SW E R S .

N E E D  A  L I T T L E  H E L P  F I G U R I N G  O U T  Y O U R  B R A N D ?
G I V E  M E  A  S H O U T  A N D  L E T ’ S  TA L K  A B O U T  I T !

That’s me reading them!*

*Just kidding! I can’t read your answers...until you share them on social! :)

Or continue on to the rest of the prompts!

B O O K  A  C L A R I T Y  C A L L

www.hellohappen.com/scheduling


To be honest, I didn’t always feel certain about going into [your 
industry]. There was a time I questioned that decision. But I finally 
realized I was on the right path when...

How about you? How did you know you were on the right path?

Share a moment from your life when 
you realized you were on the right path 
for you... and what it made you realize.

This is another way to share your 
WHY and the passion behind 
what you do. Giving your 
customer a concrete example of 
a moment that won your heart or 
spoke to your soul, lets them into 
your head to see how you think 
and what you’re motivated by... 
(again, VALUES!)

         T H I S
M AT T E R S

8



I see you, [type of person in your market - dreamer, goal getter, boss 
babe, etc.]. I know how it feels to [struggle with that problem]. 
Because I’ve been there. [Share your experience and what changed].

What about you? Have you ever ________?

Write about a time you struggled with 
the problem your customer is currently 
having, and the internal shift that 
needed to happen in order to get past it.          T H I S

M AT T E R S

Getting vulnerable about a time 
that you struggled is a powerful 
way to make yourself relatable 
and even likeable. We tend to like 
people MORE when they make 
mistakes. 

Plus, being vulnerable specifically 
about a time you struggled with 
the same problem your customer 
is having right now, shows your 
empathy, your heart for them, 
and makes them want to learn 
how you got past it.

Lastly, we are biologically 
programmed to like people who 
are similar to us, so sharing how 
you’re “like” your customer can be 
a powerful motivator. 

9



Shed light on what you see as the main 
di�erence between you and a “typical” 
player in your industry.

There are so many great [business type] out there, but I want to let 
you in on how we’re different. Our main claim to fame is that instead 
of [what your competitors typically do], we [what you do differently].
- We emphasize...
- We shake things up by...
- We specialize in...

How about you? How do you stand apart from the crowd?

         T H I S
M AT T E R S

Branding guru Debbie Millman 
describes branding as “deliberate 
differentiation”...meaning building 
a brand is all about being different 
in an intentional way.

Taking a stand on something and 
going against the grain, shows 
how you’re different from the 
crowd. It positions you as a 
thought leader and an influencer, 
with independent ideas, and a 
unique voice in a sea of “yes men.”

Keep it positive though, because 
any negative traits you ascribe to 
others will reflect back on you. Just 
emphasize that you’re different, 
without putting anyone down.

10



Share a struggle you’ve been facing 
lately, that your customer may be 
facing too.

So I want to get a little vulnerable and share something with you, in 
case it helps you in some way. You see, lately I’ve been struggling with 
[problem / difficulty / question]. This has been hard because [the 
impact it has on you, how it feels, show that you get it]. But here’s the 
thing... I know that [true wisdom that you and your customer both 
need to remember]. 

What about you? Have you ever dealt with this before? 

         T H I S
M AT T E R S

Again, same as #9! Being 
transparent and sharing your 
own struggle - especially one 
your customer is also dealing 
with - sparks a “me too” response 
in the brain and shows how 
you’re similar.

It’s also all about that 
vulnerability and realness, y’all!

1110



If you and your ideal customer sat down 
for co�ee, what would you have to say to 
her?

Hey, can we have a chat? I wanted to share something with you...

         T H I S
M AT T E R S

Great brands connect over more 
than just a product or service. 
You want to have something to 
say to your customer that goes 
deeper than “buy now.” You need 
to have something else to talk 
about, in order to build up that 
rapport and that know-like-trust 
factor. At the heart of it, this is an 
informal way to connect over 
shared VALUES.
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Share three random facts about yourself: 
one funny or awkward; one vulnerable or 
personal; and one about something you 
did or experienced that was positive and 
shows one of your core values.

Hey there! If we haven’t met, I’m [Name], and here are three random 
facts about me:

1. Something funny/awkward
2. Something vulnerable/personal
3. Something positive that shows one of your core values

What about you?? I want to learn something new about you! Tell me a 
random fact about yourself!

         T H I S
M AT T E R S

There’s that know-like-trust factor 
again! Pull back the curtain and 
share some personal tidbits 
about yourself to make your 
customer feel like she really 
knows you as a 3-dimensional 
human being. It does wonders for 
making you MEMORABLE!

1312



Round up some of the best words and 
phrases your customers have used to 
describe your customer experience, and 
share them!

If you’ve been curious about what it’s like to work with us, here are a 
few of the ways our clients describe their experience with us!

[Insert words and phrases here in quotation marks]

What about you? How would you describe the BEST customer 
experience you ever had?

         T H I S
M AT T E R S

People don’t care about process - 
they care about how something is 
going to FEEL. Focus on the 
EXPERIENCE to show your 
customer that they’re going to 
enjoy working with you. This 
removes some of the fears in her 
head that working with you won’t 
be fun, or might be 
uncomfortable, and it’s also a 
powerful way to use social proof.

1413



Not long ago, I was struggling hard with [problem your customer 
has that you’ve experienced]. It was [how it felt]. Looking back, I 
wish I could tell my younger self [words of wisdom].

Have you ever struggled with this! DM me and tell me what’s up.

Think back to your younger self, and 
describe what you struggled with. 
Share what you would tell him or her if 
you could. 

         T H I S
M AT T E R S

14 15

Getting vulnerable about a time 
that you struggled is a powerful 
way to make yourself relatable 
and even likeable. We tend to like 
people MORE when they make 
mistakes. 

Plus, being vulnerable specifically 
about a time you struggled with 
the same problem your customer 
is having right now, shows your 
empathy, your heart for them, 
and makes them want to learn 
how you got past it.

Lastly, we are biologically 
programmed to like people who 
are similar to us, so  sharing how 
you’re “like” your customer can be 
a powerful motivator. 



Shout out to [person’s name] who just [big success]! 
They’ve worked hard for this by [what they did that led to 
success]. 

This is possible for you too!! But what do you feel like is the 
biggest obstacle in your way? 

Shout out one of your customers who is 
excelling thanks to your work together! 
Feel free to mention they’re a client, but 
make their success about them, not you.          T H I S

M AT T E R S

Showing the successes of your 
clients is a powerful way to show 
what’s possible for your potential 
customer, and letting her know 
that what she truly wants is within 
reach, if she acts.

It also shows how supportive and 
encouraging you are!

The reason you make the success 
more about your client than 
about you, is that they are the 
ones doing the hard work. They 
are the hero of the story. You’re 
just the guide... you’re 
Dumbledore, but your client is 
Harry Potter.

16



I gotta say, after working at this for [how long you’ve been in 
business]. my favorite part of being a [your title] is [your favorite 
thing]. 

What do you love most about what you do??

Share your FAVORITE thing about 
what you do!

16

         T H I S
M AT T E R S

Similar to sharing your WHY, 
people also want to hire someone 
with PASSION and enthusiasm 
for what they do. Who wants to 
hire someone who hates what 
they do?

By the way, thanks to a 
psychological phenomenon 
called “trait transference” we also 
associate people with the way 
they describe others (and, 
presumably, other things).

So try to stay positive in your 
descriptions, to absorb those 
positive traits for your brand.

17



If you’re struggling with [problem], you’re so not alone. SO many 
[people in your customer segment] deal with the same exact thing. 
[Share your own personal experience, or share an example from your 
client work (not naming names).] Do you know how I/they turned it 
around? Here are the 3 main things I/they did...

Write about the biggest struggle that you 
help solve, and three tips that can help 
someone who’s dealing with it now.

17

         T H I S
M AT T E R S

Credibility and relevance are two 
powerful traits for your brand. 
People want to know you’re a 
credible expert who understands 
the problem and the solution, 
AND that you know how to solve 
THEIR problem - i.e., that your 
expertise is relevant to them.

Can’t hurt that you’re also 
helping your customer out by 
giving them some useful intel!

18



You may already know that [business name] is located in [city], but 
you may not know why! Well, [the main reason you’re located where 
you are and why it’s the perfect place for you]. OR [what you don’t 
love about this place, but what you do love about it that makes up for 
it].

Name the town or city where your business 
is located, and what makes it the perfect 
location for your business!

18

         T H I S
M AT T E R S

Telling people where you are, 
helps them actually see you in 
their mind, you become real - a 
real, living, breathing person (or 
team) located somewhere in the 
world. 

It’s also a great way to let people 
in your local area know you’re 
nearby!

19



I know that [villain / problem / obstacle] is hard to defeat. But you are 
stronger than [villain / problem / obstacle]. [Your best advice for 
getting past this obstacle].

Your customer is the hero, and the 
problem in her way is the villain. How 
will they defeat it? 

19

         T H I S
M AT T E R S

We all want to see ourselves as 
the hero in our own story. Show 
your customer that you see her 
path to victory! Be the “guide” 
and give her the peptalk she 
needs to keep going.

20



Today I’m shouting out [inspiring person] who [reason they inspire 
you]. [Lesson you take from  learning about them, and how you try to 
apply it in your own life and business].

Shout out someone who inspires you, 
the quality they have that you want to 
see in your own brand, and how you’re 
trying to adopt that quality in your own 
business.

20

         T H I S
M AT T E R S

The people you admire, and the 
things you love about them, 
reveal your VALUES!

And remember in #17 when we 
talked about “trait 
transference”? The way we 
describe others influences how 
other people see it. When we 
hear person A talk about person 
B, we ascribe the mentioned 
qualities to person A. Crazy 
right?

So talk up that person you 
admire to show your good will 
AND some of those positive 
traits might just rub off on you!

21



I’ll never forget when [event that shaped who you are today]. It was 
hard because [what made it so difficult]. But I kept going because 
[what motivated you]. I’m so glad I did, because [the final outcome 
that made it all worth it]. And I learned [something about yourself].

What about you? Have you persisted through a hard time and come 
out on the other side? What kept you going? What did you LEARN 
from it?

What was something that happened early 
in your business (or before you launched) 
that in�uenced who you are today?

         T H I S
M AT T E R S

Revealing your origin story and 
how it shaped who you’ve 
become, lets people see you 
motivators and what drives your 
actions - i.e., your VALUES and 
your WHY. It also inspires them 
to think about their own 
experiences in a new light - even 
their current struggles.

22



Are you [struggling with the problem this content can solve]? Grab 
the [Content Title] and find out [juicy carrot to entice your customer 
to want to check it out]!

What’s your best evergreen content that 
demonstrates your expertise and 
credibility in your industry?

22

         T H I S
M AT T E R S

There’s that C-word again! No, 
not that C-word. I’m talking 
about CREDIBILITY! Your 
content should position you as 
the expert and the go-to resource 
for a specific type of person who 
has a specific type of problem. 
Let your customer know you have 
something to cure what ails’em.

23
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         T H I S
M AT T E R S

Your next client is just inches 
away from the beginning of their 
project with you, so let them see 
what kind of fun and adventure is 
just around the corner!

Plus, so much of how people feel 
about a brand (and whether they 
buy from it) is about the 
EXPERIENCE. What does it 
FEEL like to interact with this 
brand? This is your chance to tell 
them.

This also goes back to the 
importance of people seeing 
your passion and your 
enthusiasm for what you do.

24
One of my FAVORITE things about starting a new project with a new 
client is [describe it]. I just love that [describe what you love about it]. 

What about you? What’s your fav part of starting a new project?

Pick one thing you love about starting a 
new project with a new client! 



Recently the most amazing thing happened. [Explain what it was].. 
Here’s why this is such a big deal. [Explain why it was so powerful or 
exciting to you, in a way that shows one of your core values!] 

Share something that happened 
recently that made you SO HAPPY. Try 
to choose something that illustrates one 
of your core values.

24

         T H I S
M AT T E R S

Again, giving your customer 
glimpses at your core VALUES 
based on what you like, what you 
enjoy, and what makes you 
happy, lets them see how similar 
you really are, and that you’re on 
the same page and wavelength.

25



I’ve always been [frustrated/confused/wary] of this idea that 
[industry “best practice” or gospel truth]. Here’s the problem. [State 
what irks you about it, and how it leads people down the wrong 
path]. Here’s what I think is a better way. [Explain your alternative 
and why it’s better!].

Choose an industry standard or “best 
practice” that you think is bogus or 
problematic. Break it down and show 
a better way!

25

         T H I S
M AT T E R S

26

Branding guru Debbie Millman 
describes branding as “deliberate 
differentiation”...meaning building 
a brand is all about being different 
in an intentional way.

Taking a stand on something and 
going against the grain, shows 
how you’re different from the 
crowd. It positions you as a 
thought leader and an influencer, 
with independent ideas, and a 
unique voice in a sea of “yes men.”

Keep it positive though, because 
any negative traits you ascribe to 
others will reflect back on you. Just 
emphasize that you’re different, 
without putting anyone down.



Recently [person] said/did the most amazing thing. [Explain what it 
was]. I love it because [what you love about it]. Thank you [name] 
for being such a [great example/shining light/etc.]!

Share something your client said or did 
that inspired you! Explain what was so 
great about it and thank them.

26

         T H I S
M AT T E R S

It reflects well on us when we 
speak well of others, and you’re 
also showing you’re willingness to 
admire and respect the wisdom in 
your clients. Your next potential 
client wants to know that you will 
admire and respect them, and 
make them feel good about 
themselves. So let them live a 
little vicariously through another 
one of your clients.

27



Whenever I start working with a new client, I always ask these three 
questions: [List the questions and explain why the answers are 
important].

What about you? How would you answer these questions? I'll let 
you know the #1 thing you should be focused on right now!

Share the �rst three questions you ask 
your customers when you start working 
together, and why!          T H I S

M AT T E R S

Your next potential customer may 
already be wondering what it’s 
like working with you... why not 
give her a sneak peek?

You’re also “giving” away a few 
minutes of the client process, and 
letting her experience being your 
client for just a moment. It’s a 
great way to get her familiar with 
the idea of being your client. 

28



Have you taken the Myers-Briggs test? I’m a [INFP], which is [The 
Idealist]. Strengths include... and weaknesses include... 
[Celebrities/fictional characters] are also [your type]!

What’s your type? Do you feel like your personality helps you in your 
business?

Share your Myers-Briggs type, the 
names for that type (e.g., “The 
Diplomat”), that type’s strengths and 
weaknesses, and celebrities or �ctional 
characters with the same type.

28

         T H I S
M AT T E R S

The main point here is to share 
your weaknesses, because seeing 
someone’s flaws makes us like 
them more. The celebrity/fictional 
character matches also give them 
a rough idea of what you’re like 
to be around, personality-wise, 
so they can decide if you’re the 
type of person they want to 
spend time with - without having 
to meet you face-to-face.

29



If you think about [the metaphorical symbol for the topic], you know 
[what the person knows about that thing].

In a lot of ways, [that thing] is like [your topic]. [Describe how 
they’re similar, in a way that helps your customer see things more 
clearly].

Share a metaphor that helps your 
customer see a confusing topic in a new 
way. (e.g., your brand is like a tree 
seedling, it needs space and time to 
grow). 

29

         T H I S
M AT T E R S

Metaphors show creativity, 
out-of-the-box thinking, and they 
position you as a teacher and 
guide who makes things easy to 
understand. This is also your 
chance to educate your potential 
customer on a topic that she may 
not know about, or may have 
false information about. The 
more she learns from you, the 
closer she comes into your world. 

30



Some things are just meant to be. When I was little, [explain what you 
were like]. Fast forward to today, and I still [what you do today that 
reveals you’re still the same person you were when you were younger].

What about you? What were you like as a kid? Are you the same now, 
or totally different?

Share what you were like growing up, and 
how you’re the same or di�erent now. 
Bonus points if you can tie your strengths 
and weaknesses back then to what you do 
now!

30

         T H I S
M AT T E R S

When someone opens up to us 
about what they were like in a 
vulnerable period like 
adolescence or childhood, it 
makes us want to reciprocate by 
offering our trust and opening up 
in return. If you want your 
customer to open up to you, you 
have to be the first.

31



When I got into [what you do now], I couldn’t believe [the thing that 
surprised you most]. I had to adapt quickly, so I [what you did]. 

Tell me about a time you had to [learn a new skill / hire help / etc.]!

Share one thing that surprised you when 
you got into this �eld (especially 
something your customer can relate to 
or would be interested to know), and 
how you adapted.
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         T H I S
M AT T E R S

Your customer is probably 
already curious about what you 
do and what the inside scoop is... 
give them a sneak peek! The 
transparency factor is powerful, 
so don’t be afraid to share 
something funny or totally not 
glamorous.

(For example, people imagine 
photographers effortlessly 
snapping that perfect shot, but in 
reality they're often in awkward, 
hilarious, or precarious positions 
trying to get just the right angle. 
People want to know that stuff!)

okay, just 
one more!



Y O U ’ V E  G O T  A  G O L D  M I N E  H E R E !

So much meaningful, purposeful content just 
waiting to be shared with your peeps!

Get it out there and start letting people into 
your world. And say hey on social, so I can 
follow your journey! This is gonna be good.

Cheering you on,

omg, so g�d!

H E L L O H A P P E N
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