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WHAT IS A BRAND
MESSAGING
PLATFORM?
A Brand Messaging Platform (BMP) is
a document that reflects your brand and
translates it into actionable messages.
It is the proverbial one-sheet of music from which everyone sings. This BMP
is a simple, powerful realization of the organization’s vision for both what
Red Team Training is today and how it will evolve in the future.
The guidelines and messages included here should ring true internally
and externally, providing the organization with a sense of confidence in
its identity. This BMP is meant to both inform and inspire everyone who
interacts with the Red Team Training brand.

This is bedrock—
the infrastructure
of your brand. It is
a living document,
which will change
and grow with the
organization.
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BRAND
OVERVIEW
The ability of a child, family, single woman,
student, manager or bystander to quickly
and safely react and neutralize harm saves
lives and empowers both individuals and
organizations. Red Team Training provides
consultation and expert-led, interactive
readiness courses that prepare individuals
and groups to navigate dangerous and
unexpected situations.
Ranging from self-defense and activeshooter training to emergency and firstaid certification, Red Team Training
curriculum is professionally developed,
interactive and easily digested. An
approach couched in the practical
application of these skills results in not just
preparation for worst-case scenarios, but
the empowermentto neutralize or even
prevent threats from spiraling out of control.

TAKEAWAYS

NEXT-LEVEL READINESS
A “red team,” assesses vulnerabilities and limitations of policies, procedures,
systems or structures. “Red teaming,” is the work performed to provide an
adversarial perspective, especially when this perspective includes plausible
tactics, techniques and procedures, as well as realistic policy and doctrine.

SELF-DEFENSE
The Readiness Education and Development (R.E.D.) Program empowers children via ageappropriate curriculum that covers multiple topics. Whether it's natural disasters, antibullying, teen safety, medical emergencies, stranger awareness, or an active assailant, your
child will have a clear strategy to respond. RT’s COBRA training is reality- and law enforcementbased training that provides solutions to real-world problems and concerns.
ACTIVE-SHOOTER & BOMB THREAT TRAINING
Learning how to assess threats, mitigate them and assist others in emergency
situations requires you to practice and execute tactics and plans in environments and
situations that are as true-to-life as possible.
ORGANIZATIONAL CONSULTATION & TRAINING
From personal safety for medical and real estate professionals, to ac?ve -shooter response for
large businesses and places of worship, we've got you covered! U?lizing tac?cs, techniques,
and procedures used by the highest levels of na?onal security, law enforcement, and military
en??es, we will train you to protect your family, business, place of worship or school .
EMERGENCY & FIRST-AID CERTIFICATION
The more advanced your ﬁrst aid skills are, the be7er protected you those you care about will
be during an emergency. Our professionals will not only teach you technique, but will also
help you build a thought and communica?on strategy that will help you stay focused and
request help from others.

“

Red Team Training provides individuals and
organizations best-in-class, applicable selfdefense and emergency response training that
educates, prepares and empowers.

BRAND
PROMISE

Your brand promise is the overarching, inherent value of your organization.
In contrast to a slogan or tagline, the brand promise itself is the fixed definition of your identity, whereas the
execution of the promise (such as in campaigns or promotions) has the flexibility to evolve within the framework of
the brand as a whole.

GOALS
Short Term

Long Term

Establish a heavy presence in the North Florida area, positioned as a
trustworthy personal safety and security training company

Physical expansion; maintain an established training
facility and possibly branch out to other areas in the US

Become the "go-to" company for parents, families, and everyday
citizens regarding first-aid/CPR and self-defense

Pursue, develop and/or initiate partnerships that will add
value for students and reinforce the reputation, credibility
and visibility of RT

Dominate the kids’ safety market, while converting parents into a
true "first line of defense”
Increase volume of courses taught

Sustain reputation as the “go-to” company for parents,
families, and everyday citizens regarding first-aid/CPR and
self-defense

MARKET SEGMENTATION
Demographics

Psychographic & Behavioral

Target Market

Male/Female, Ages 3-85; Individuals,
Families, Children,

Individuals (especially women), families and
business operators interested in preparing
for dangerous and/or emergency situations
including personal and sexual assault,
kidnapping, bullying, active shooters and
natural disasters

INDIVIDUALS

Geographic
Duval County, St. Johns County

Nassau County, Clay County, Baker County,
Columbia County, Union County, Bradford
County, Alachua County, Putnam County,
Flagler County

Regular Students/Ongoing Education:
Kids, Families, Students, Women
Refresher-Course Students
Referrals

PRIMARY

SECONDARY

Kids (New Students)

Current Clients
Families; Parents/Children
Individual women; Groups of women
Businesses

ORGANIZATIONS
Public/Private Schools, Colleges and Universities
Large-Campus Businesses (500+ employees)
Hospitals and High-Risk Medical Clinics
Large Entertainment and Retail Venues
Houses of Worship

UNIQUE SELLING
PROPOSITION
Red Team Training programs are based in reality. Watching videos
or reading books is a good start, as are self-defense classes and
martial arts in general. However, these cannot rival the scope of our
reaction training to both man-made and natural dangers.
We provide more than just information or consulting, we meet you
where you are and provide customized, hands-on training to ensure
you can protect yourself and those you care about.

BRAND
PERCEPTIONS
Desired Perceptions

Negative Perceptions

Positive Perceptions

Red Team Training is a true expert in
personal safety and self-defense. No martial
art studio can offer what we do. The police
cannot and will not provide the level of
training I do. There is no other company in
the area that will be able to train your entire
family or organization as effectively and
efficiently as Red Team.

We are just like every other martial arts
program; this is a gimmick; we are trying to
get people to sign up for yearly
memberships

Thorough and hands-on training is the only
way to truly be prepared. We put students
under an adrenaline inoculation and make
them perform tasks under stress so that
they know, without any doubt, that they
CAN handle and survive these types of
situations.

(TO CREATE)

(TO OVERCOME)

Our training is too expensive.

(TO REINFORCE)

BRAND ARCHETYPES
First identified by the Swiss psychiatrist
Carl Jung, the term “archetypes,” as it is
used in marketing today, references
recurring societal behavioral patterns.
Jung believed that universal, mythic
characters—or archetypes—reside within
the collective unconscious of people the
world over.
Archetypal images represent
fundamental human desires and evoke
deep emotions. There are 12 archetypes
that symbolize a basic human need,
aspiration or motivation. In other words,
an archetype is a human type in its
purest form: the classic hero, outlaw,
ruler, etc. Each type has its own set of
values, meanings and personality traits.

THE INNOCENT
Utopian, traditionalist, naive,
mystic, saint, romantic, dreamer

THE EXPLORER
The seeker, iconoclast,
wanderer, individualist, pilgrim

THE HERO
The warrior, crusader, rescuer,
superhero, soldier, dragon
slayer, winner, team player

THE MAGICIAN
The visionary, catalyst, inventor,
charismatic leader, shaman,
healer, medicine man

THE REGULAR GUY/GIRL
The everyman, person next
door, realist, worker, solid
citizen, good neighbor, silent
majority
THE SAGE
The expert, scholar, advisor,
thinker, philosopher, academic,
researcher, thinker, planner,
professional, mentor, teacher
THE OUTLAW
The rebel, revolutionary, wild
man, the misfit, or iconoclast
THE JESTER
The fool, trickster, joker, practical
joker or comedian.

THE LOVER
The partner, friend, intimate,
enthusiast, sensualist, spouse,
team-builder.

THE RULER
The boss, leader, aristocrat, king,
queen, politician, role model,
manager or administrator .

THE CREATOR
The artist, inventor, innovator,
musician, writer or dreamer

THE CAREGIVER
The saint, altruist, parent, helper,
supporter

RED TEAM TRAINING
BRAND ARCHETYPES
The Hero
The Hero is good for inventive, innovative brands
that have a significant impact, help people be all
they can be, solve a major social problem, and/or
encourage others to do so. This archetype typically
has a clear opponent to beat, is an underdog or
challenger to stronger brands or forces. The Hero
helps people do tough jobs exceptionally well, as
opposed to competitors that have problems
following through or keeping their promises.
Customers see themselves as good, upstanding
citizens.

MOTTO
Where there’s a will, there’s a
way.

WEAKNESS
Arrogance, always needing
another battle to fight

CORE DESIRE
To prove one’s worth through
courageous acts

TALENT
Competence, courage

GOAL
Master an undertaking that
improves the world

AKA
The warrior, crusader, rescuer,
superhero, soldier, dragon
slayer, winner, team player

GREATEST FEAR
Weakness, vulnerability

EXAMPLE
Nike, Tag Heur

STRATEGY
Be as strong and competent as
possible.

RED TEAM TRAINING
BRAND ARCHETYPES
The Sage

The Sage provides expertise and information that
encourages customers to think, or is based on new
scientific findings or esoteric knowledge that is
supported by research-based facts. Sages want to
differentiate themselves from others whose quality or
performance is suspect.

MOTTO
The truth will set you free.
CORE DESIRE
To find the truth
GOAL
Use intelligence and analysis to
understand the world
GREATEST FEAR
Being duped, misled, or ignorant
STRATEGY
Seek out information and
knowledge; self-reflect;
understand the thought
processes of others

WEAKNESS
Can study details in perpetuity in
lieu of action
TALENT
Wisdom, intelligence
AKA
The expert, scholar, detective,
advisor, thinker, philosopher,
academic, researcher, thinker,
planner, professional, mentor,
teacher, contemplator
EXAMPLE
CNN, Gallup, McKinsey & Co.

RED TEAM TRAINING
BRAND ARCHETYPES
The Caregiver

The Caregiver is good for brands that give their
customers a competitive advantage through their
support of families (products from fast-food to
minivans), are nurturers that serve the public sector
(health care, education, aid programs and other
care-giving fields), enable people to stay connected,
help people care for themselves, and/or are a nonprofit or charitable cause.

MOTTO
Love your neighbor as yourself.

WEAKNESS
Martyrdom and being exploited

CORE DESIRE
To protect and care for others

TALENT
Compassion, generosity

GOAL
Help others

AKA
The saint, altruist, parent, helper,
supporter

GREATEST FEAR
Selfishness, ingratitude
STRATEGY
Actively provide support and
advocacy for those in need

EXAMPLE
Volvo, Amnesty International

BRAND ATTRIBUTES
These adjectives evoke your brand experience. They are
the characteristics of your brand, capable of growing
and evolving organically with your organization.

OUR IMAGE & APPROACH

practical, effective, empowering, pragmatic, committed, protective,
focused, successful, durable, resourceful
OUR STYLE

dependable, transformational, honest, straightforward,
interactive, undaunted
OUR PEOPLE

focused, passionate, knowledgeable, highly trained
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KEY MESSAGING
Your key messaging should be
centralized around—collectively— the
lowest common denominators of your
brand (its Features), the proof points for
those LCDs (its Proof Points), and finally
the essential advantages your brand
provides (its Benefits).
Features
Brand features—“what we do”—refer to the dominant,
distinctive attributes or aspects of your product(s) or
service(s).
EYE-OPENING
EMPOWERING
ENGAGING

Benefits

Your brand benefits—“what we do for you”—outline the advantages or perks derived
from the features of your brand.

Red Team Training provides self-defense and life-saving training
designed not only to reasonably prepare students (aged 3 to
83) for accidents and attacks, but empower and equip them to
respond in the best way possible to worst-case-scenarios

Proof Points
The proof points of your brand corroborate its features—“how we do what we do”—
validating each of the hallmarks proclaimed as intrinsic to your brand identity.

More than 25 years of military intelligence, security, and
personal protection experience has shaped our programing
and curriculum. Knowing that learning how to assess threats,
mitigate them and assist others in emergency situations
requires students to practice and execute tactics and plans in
environments and situations that are as true-to-life as possible.

RED TEAM
TRAINING
TAGLINES

Prepare, Prevent, Protect

SCORE: 4

Know what to do.

SCORE: 2

Knowledge is Power

SCORE: 4

Self-Defense, First-Aid, Confidence

SCORE: 3

Empowered Lives, Safe Lives

SCORE: 4.5

RED TEAM
TRAINING
CAMPAIGN
MESSAGES

Ready, when they are.

SCORE: 4.75

Immunize your family
from harm.

SCORE: 4.75

We can’t stop bad things from
happening to you,
but we can make you
the wrong target.

SCORE: 3

The best training for
the worst-case-scenarios.

SCORE: 4.5

Hope for the best,
prepare [yourself
and your loved ones]
for the worst [by bossing
up your safety game].

SCORE: 4.5

If you want peace,
prepare for war.

SCORE: 4.5

You know how when you
bring your umbrella to work, it
doesn’t rain? Well, our training
is like that umbrella—ready to
protect you if you need it, but
more likely to simply give you
peace of mind.
SCORE: 3.5

Be your own hero.

SCORE: 4.75

You get a can of whoop-ass!
And you get a can of whoop-ass!
And YOU get a can of whoop-ass!

SCORE: 2.5

THREE-YEAR
CAMPAIGN
OUTLOOK

THREE-YEAR
CAMPAIGN
OUTLOOK

YEAR ONE

OBJECTIVE
Establish a heavy presence in the North Florida area, positioned as a trustworthy personal safety and
security training company
SAMPLE MESSAGING
The best training for the worst-case scenarios.

YEAR TWO

OBJECTIVES
Dominate the kids’ safety market, while converting parents into a true "first line of defense”
SAMPLE MESSAGING
Immunize your family from harm.

YEAR THREE

OBJECTIVES
Physical expansion; maintain an established training facility and possibly branch out to other areas in
the US
SAMPLE MESSAGING
Be your own hero.

