Magnus Brand Blueprint
1. Brand Identity
Name: Magnus

Meaning: Latin for "great" or "mighty" - a name built for leadership, trust, and
scalability across

industries.

Taglines: "Leading. Creating. Evolving." / "Bold Service. Trusted Results."

Vision: To be a bold, reliable, and trusted service leader across multiple industries-
starting locally,

expanding nationally, and creating lasting value through exceptional service and
integrity.

Mission: Deliver superior, personalized services while empowering communities, employees,
and

clients. Build a legacy of trust, quality, and bold solutions.

2. Services (Initial Phase)

- Landscaping

- Mobile Detailing

- Power Washing

Future Expansion: Home improvement, cleaning & sanitation, tech/home automation, wellness
&

lifestyle services.

3. Target Audience

Primary: Homeowners & small businesses

Secondary: Commercial clients (as brand scales)

Focus: Local trust and relationships before digital expansion

4. Tone & Storytelling

Tone: Professional, bold, and trustworthy. Friendly and approachable when needed.
Core Messaging: Legacy building, empowerment and ownership, personalized service,
reliable

results.

5. Visual Branding Magnus Brand Blueprint

Logo Style: Combination mark (symbol + text)

Color Preferences: Still under review. Options include:

1. Bold & Trustworthy (navy, silver, charcoal)

2. Sleek & Premium (black, gold, white)

3. Grounded & Energetic (deep green, orange, sand)

Visual Applications: Business cards, uniforms, social media, website, flyers, vehicle
wraps.

6. Marketing Strategy

Startup Channels: Instagram, Facebook, TikTok, LinkedIn, Google Ads, Community events,
Influencer/partnership marketing

Growth Strategy: Start hyper-local, build trust, expand digitally to regional and
national markets.

7. Customer Retention

- Loyalty & rewards programs

- Referral incentives

- Subscription services

- CRM software for client engagement and tracking

8. Team Roles (Present & Future)

Founder & CEO - Vision, leadership, brand development
COO - Oversee operations, logistics

CMO - Manage digital presence and marketing

Customer Service Lead - Client communication, CRM

Field Service Manager - Job oversight, technician training
Technicians - Deliver services (landscaping, detailing, power washing)
Sales Representative - Client intake, upsell services

Admin Assistant - Scheduling, billing, back-office (future)

9. Business Card StrategyMagnus Brand Blueprint



Two versions:

1. With Christopher Benavidez - Founder & CEO

2. Brand-Only (clean & scalable)

Both versions will match each brand color concept for final selection.

Overall? **This is a very strong foundation.** You’re thinking like a *brand builder*,
not just a service operator—and that’s exactly what makes Magnus feel scalable and
credible from day one. Below are my thoughts, broken down into **what’s working
exceptionally well** and **where you can sharpen it even further**.

## Big Picture Assessment
Magnus already reads like a **holding brand**—a parent identity that can house multiple
service verticals over time. That’s a smart move if your long-term goal is expansion and
legacy rather than a single trade business.
The blueprint shows:
* Clear intention
* Leadership-oriented positioning

* Scalability baked into the name and structure

That alone puts you ahead of most local service brands.

## 1. Brand Identity - Strong, Timeless, Scalable
**Name: Magnus**

* Excellent choice. Simple, authoritative, and flexible across industries.
* The Latin meaning reinforces leadership without being gimmicky.

**Taglines**
Both are solid, but they serve slightly different purposes:

* **“Leading. Creating. Evolving.”** - Best for *corporate, investor-facing, long-term
brand narrative*
* **“Bold Service. Trusted Results.”** - Best for *customers and local marketing*

{} *Recommendation:*
Use **“Bold Service. Trusted Results.”** as your primary public-facing tagline and keep
**“Leading. Creating. Evolving.”** as an internal or corporate slogan.

**Vision & Mission**

* Vision is clear and aspirational.
* Mission does a good job balancing service excellence with community empowerment.

é? *Minor refinement:* You could tighten the mission slightly to make it punchier and
more memorable, but the substance is strong.

## 2. Services - Smart Entry Points, Logical Expansion 6
Your initial services are:

High-demand

Low barrier to entry

Cash-flow friendly

Perfect for building local trust

b



The future expansion list makes sense **because Magnus 1s not trade-specific**—it’s
*service excellence-specific*.

{? *Strategic thought:*
Eventually, consider structuring services as:

**Magnus Outdoor**
**Magnus Home**
**Magnus Tech**
**Magnus Wellness**

P

This protects the core brand while allowing specialization.

## 3. Target Audience - Correct Focus at the Right Time
Starting with:

* Homeowners

* Small businesses

* Hyper-local relationships

This is exactly right. Trust is built *in person* before it’s amplified digitally.

<? *Later refinement:*
When you scale, segment your messaging:

* Emotional + relationship-driven for homeowners
* ROI, efficiency, and reliability for commercial clients

## 4. Tone & Storytelling - Brand Has a Soul @
Your tone positioning is one of the strongest parts:

Professional

Bold

Trustworthy

Still approachable

* ok X% X

The themes of **legacy, empowerment, ownership** are powerful—especially if you ever
build:

* Franchise models
* Employee advancement programs

* Community initiatives

This gives Magnus a story beyond “we do good work.”

## 5. Visual Branding - Good Options, One Clear Winner (For Now) QD
All three color routes are valid, but for *your starting servicesx*:

**Best initial choice:**

. **Grounded & Energetic (deep green, orange, sand)**
Why:

* Landscaping + power washing + detailing visually align with earth and energy
* Feels local, trustworthy, and active



* Still flexible enough to mature later

{? *Long-term play:*
You can evolve into **navy/charcoal** or **black/gold** as Magnus becomes more corporate
or national.

## 6. Marketing Strategy - Ambitious but Correct g?

You’re casting a wide net, which is fine—but execution matters.
C§ Early-stage priority order:

Google Business Profile + Reviews

Local Facebook + Instagram

Community events & partnerships
THEN paid ads and TikTok
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Influencers should be **local micro-influencers**, not big names.

## 7. Customer Retention - Excellent Thinking Most Miss [B)

Subscriptions, CRM, loyalty, referrals—this is where real brand value is created.

Q Consider:
* Monthly or seasonal maintenance plans
* “Magnus Preferred Client” tier

* Annual service bundles

This turns Magnus from a *job-based business* into a *relationship-based brand*.

## 8. Team Roles - CEO Mindset from Day One B
You’ve clearly separated:

* Vision

* QOperations

* Execution

That’s rare at this stage and very smart.

{? FEarly-stage tip:
Even if roles are combined initially, **keep the structure**. It will make hiring and
scaling smoother later.

## 9. Business Card Strategy - On Point £j
Two versions is the right move:

* Founder-led when building trust
* Brand-only when scaling or systemizing

Matching each color concept before final selection is a professional touch that signals
seriousness.



## Final Verdict

**Magnus 1s not just a service brand—it’s a platform.**
With minor refinements:

* Sharpen the mission wording

* Choose one primary tagline per audience

* Lock in an initial wvisual direction

You’re positioned to build something that feels:

Legit

Trustworthy

Scalable
Legacy-driven

P

Next we can:

Refine the mission into a 1-2 sentence power statement
Define your brand archetype

Build your first service sub-brand (e.g., *Magnus Outdoor¥*)
Design a launch message for your local market

X % % o

You’re thinking big—and that’s exactly what the name **Magnus** demands. @)



