
Building brand that lasts 

[00:00:00] Okay. Okay. I am excited my friends. This is Mike Walker with you 

on another episode of the Wealthy Consultant Talks podcast. I have a special 

guest. A very special guest, A V I P, if you will, in the world of the Modern Day 

consultant program, our top tier program here at the Wealthy Consultant. And 

she is the queen of all things branding, and I'm really, really excited to have her 

on today because we're gonna be talking about a topic that a lot of people. 

[00:00:26] Probably think they understand and they're like, yeah, yeah, I got 

this. But I think we're gonna actually scrape away some of that thought and 

discover some new elements to the brands, uh, the whole philosophy and, and 

everything that's, uh, connected to it. So vigil, I am so happy you're here. 

Welcome. Thank you for joining us today on the podcast. 

[00:00:47] Yay. I'm excited to be here, Mike. Thanks for having me. 

Absolutely. Absolutely. So let's just start off at the top, obviously. Let's, let's do 

a little quick, you know, introduction. Who are you, where are you from, what 

are you doing? All that good stuff. Like, [00:01:00] let's get them up to speed 

first and then we'll build off that. 

[00:01:02] Yeah. Awesome. Well, first, let's clarify how to say my name since 

most people butcher it. So my name is Vijo Patel. I am the founder and c e O of 

launch. We've been in business for over four years now, three of which we have 

been doing branding for online businesses. And where this comes from is I had 

13 years as a commercial interior designer doing big, big projects for Fortune 

500 companies like Johnson Johnson, bank of America, C B R E. 

[00:01:28] Like household names. And what I learned through that process is 

that these enormous Fortune 500 companies like Tesla or Google, they 

understand the power of branding and online businesses didn't understand how 

to do that. So through our flagship program brand Weer, I've been able to take 

all of that knowledge decades that creates billions for those companies and turn 

it into an almost scientific method for businesses. 

[00:01:54] Online to be able to utilize branding and brand strategy, which is far 

[00:02:00] beyond just a logo or a color psychology. So that's who we are, what 

we do. I live in Texas and we serve everyone from the US to the UK to Canada 

and those title, um, places. So to be here. Amazing. Yeah, amazing. And you 

nailed it. And that, that's kind of, I, I've, you know, definitely spent some time 



in the graphic design space and done some brand development stuff in the past, 

in the past life, if you will. 

[00:02:23] Um, and I am, you know, a hundred percent aligned with you. This, 

so many people just think, oh, yeah. Brand, you know, logo and colors, you 

know, maybe a slogan. And, and that's kind of like where they, where they leave 

it, you know? Yeah. And they don't necessarily understand the imperative 

nature, the mission critical nature of having alignment with. 

[00:02:41] Everything that goes on. And I know we'll dive into this a little bit in 

terms of all the things you've done. Um, even for the Wealthy Consultant brand, 

you've helped us like formulate our identity, um, on so many different layers. 

Uh, and, and I mean, it's transformative, like what you did with the brand, how 

it's now presented, [00:03:00] even down to our podcast, you know, graphic and 

all the things that go along. 

[00:03:04] You know, it's, it's gotta be cohesive across all platforms. And you 

did. You and your team did a phenomenal job, by the way, so thank you for 

that. Um, so let's kind of talk, you know, today's, uh, you know, title if you will, 

is building a brand that lasts strategies for long-term success. So when we say 

that building a brand that lasts, what does, what comes to mind for you? 

[00:03:26] You have to have a strategy that actually underpins and is the right 

foundation for the entire purpose of the brand. So most people, let's start with 

what it's not. It's not having consistent colors and your logo that looks the same 

across all platforms. So a lot of people get confused and they think. 

[00:03:45] Hey, I'm so incongruent. I look sloppy. I look inconsistent across all 

the platforms. They identify it with something visual, like I think my colors are 

off. I think we're using the logo wrong. And while that's important, it's like 

[00:04:00] 10% important. The piece that actually matters, that starts to build 

empires and global brands is related to the strategy. 

[00:04:09] Is your mission super clear? Is your vision, like, is your vision cast 

across an entire organization, and is everyone on the team updated and clear on 

how that informs business decisions, strategic decisions? Hires and culture and 

all of that and beyond. And so when people don't understand that, that's the 

foundational element of whether this business is going to live or it's going to 

die, that's the problem between, okay, is this brand going to proliferate and 

succeed? 



[00:04:39] Or are you gonna train to a business that then relies on transactions 

to survive? Mm, yeah. Well put, well put for sure. Um, so I mean, I would say 

most people are. A, you know, aware of and probably would agree to the 

importance of having a mission statement and things like that. I know, you 

know, I've been building businesses for over two [00:05:00] decades, and I will 

admit in my earlier goings ons, it wasn't necessarily that I would, uh, say, okay, 

before I do anything else, I'm gonna create a mission statement. 

[00:05:08] And yet nowadays, I would start there, like I wouldn't even lift a 

finger on any other element before. I have absolute clarity of my mission 

statement, like what's the why behind everything that we're gonna do. Um, so is, 

is that the right, am I going down the right path on that? Because that's kind of 

how I would operate nowadays. 

[00:05:26] You would, and where most people end up going wrong is that they 

think that they're gonna fill out some kind of spreadsheet and they're going to 

like, they're gonna win because they're like wrote out. Their mission statement 

was, but it's not correct. It didn't actually pull on exactly what this business 

stood for, who they serve, what it didn't differentiate properly. 

[00:05:46] And so it ends up being weak and it lives dusty in a worksheet 

somewhere like the people who come to me. Are like, Hey, yeah, I filled out a 

brand worksheet. I did it as part of a program. I, I was, I was in, they gave it to 

me. Mm-hmm. And I'm like, some kind of biz op program, [00:06:00] coaching 

program you're in online and you fill out a spreadsheet once, doesn't mean you 

have the right mission. 

[00:06:06] So just like having the right offer and having it actually dialed in will 

create ROI on top of roi. The mission has to be, it's like, It's like one sentence 

that is super powerfully packed, that's memorable. It's inspiring. It carries the 

entire brand to the next level, and it's something that should last for years upon 

years. 

[00:06:27] You can tweak it in time, but it is for most people, Mike, it's so 

vanilla that it doesn't inspire anybody. And here's the test. Ask your team to 

recite what your mission statement is for your company and see how many 

people can actually get it right. Yeah, well put. Interesting. Yeah, I love that. So 

what are some strategies for building a strong and enduring brand? 

[00:06:51] Like what are just some, I know that's a broad topic, but just are 

there any things that our listeners could kind of check off in their mind as going, 

okay, I'm going down the right path on [00:07:00] this. Or maybe oof, you 



know, maybe I need to implement this. Yeah, totally. So I would start with 

vision first. And so Vision is the North star of the brand, and like that is what's 

going to, you're gonna look to that and you're gonna use that as a guiding point. 

[00:07:14] The compass is more like making day-to-day decisions, quarterly 

decisions, weekly decisions, like. Potentially, what are our marketing 

campaigns? What are we rolling out this month? What promotion are we gonna 

do? That's more marketing. It's a compass, but you always use the North Star to 

get people excited. 

[00:07:30] Is your team excited? Is your prospects excited? Are your clients 

excited? Are you excited? So that sets the tone for a lot of times when for, let's 

give an example of this. When people start to fall out of love with their offer, 

Most of the time it's because they're not in alignment with what their brand 

really is meant to be. 

[00:07:51] Mm-hmm. So they don't know their soul's purpose. So when they 

come out and you're thinking about energy, and we all know, well Y all believe 

in T W C money is energy. [00:08:00] They don't have the energy because 

they're not actually excited about what they're selling. They're just selling the 

next thing. So getting into true, clear, hd, high definition focus of what your 

vision is, is so important. 

[00:08:15] When people come to me and they have like two sentences, a 

paragraph of a vision they wrote at the beginning in January of some year, it 

you, you know that that isn't a fully baked cake. And so you need help being 

able to extract that out. So the easiest thing you could do if you wanna do it 

yourself is like sit with a notebook and spend an hour working on your vision, 

and then repeat. 

[00:08:38] Look at the vision every day and do a deep dive on it. On a quarterly 

basis. Every quarter, you should be digging into your vision. Clarifying and 

seeing where the new opportunities and excitements lie. If you don't have 

excitement about what you're building, it will fall apart on you and it'll be short 

term flash in the pan, like direct response. 

[00:08:58] Let me sell something [00:09:00] here. And that's why we see in the 

online space, people are almost schizophrenic. Click, let's call it like it is. It's 

not shiny objects in there. It is schizophrenia. About your offer and people 

cannot stick to something because it never had that sole depth feeling that kept 

that entrepreneur grounded and excited at the same time. 



[00:09:20] That's the number one thing. That's really the difference, isn't it? And 

you can, I mean, I would say most people, maybe not all, but definitely a big 

chunk of the market can just smell that a mile away. Like you're just pitching 

the newest idea that you just had last week while you were sitting by the pool 

somewhere, versus this is obviously your life's work. 

[00:09:37] This is what you're on the planet. You know, there's a very 

significant difference to all that. So yeah, I totally, totally agree with that. Um, 

in terms of, Tips for creating a consistent and memorable brand experience. I'm 

just looking at my notes here and I felt like consistency is an element and 

memorable is also another element. 

[00:09:59] Those two [00:10:00] key words, consistent and memorable. What 

comes to your mind with, when we talk about those two words and, and how it 

relates to the overall brand strategy? I think, uh, when you're thinking about 

consistency, you wanna think about building trust with the marketplace. So that 

could include your visuals. 

[00:10:18] Again, something tangible easier to see, like, do you have the right 

team you're working with that enforces your brand guidelines? And make sure 

every new thing that you come out with, anything you're promoting, anything 

you're selling, any, like, you know, course membership site, whether you're 

throwing an event. 

[00:10:35] Um, whether you're just promoting something, it needs to all come 

across, like it has the same hand in terms of the visual branding assets. So we 

gotta clarify something that the logo is only one piece of the umbrella of a brand 

visual asset library. You need to think of it that way. So it's not just a logo, it's 

gonna be the logo, how the fonts are putting together. 

[00:10:57] The colors, the how, what is the [00:11:00] type and style of imagery 

that's used? What are the feelings that come with the brand? So when people 

think about consistency, they want to feel like they know you. So imagine a 

person, right? Like Mike, you and me have known each other now for at least 

over a year, if not two, I think at this point in time. 

[00:11:16] Mm-hmm. Like between one and two years. We have a rapport that's 

built because we're used to being consistent with one another. We know, Hey, I 

can expect her to kind of look like this. Maybe this is dress up, this is dress 

down version. I kind of expect her to talk like this. Here's her general energy 

level. 



[00:11:34] Here's a sense of humor. So the same way that you build 

relationships with people, which is easier for us to imagine. That's the exact 

same way you're gonna think about. Or how are you building a relationship 

from your brand to these people? So you wanna make sure that you're coming 

across consistent in the visual appearance of the brand by utilizing your assets 

in the right way. 

[00:11:55] But you also wanna make sure, is your tone of voice correct? Right? 

Like [00:12:00] it's something we worked on with Taylor a lot. What's your 

personal brand's Tone of voice. Okay, that's this. Here's the wealthy consultant's 

tone of voice. These are two different things. So that, does that make sense? As 

it relates to consistency? 

[00:12:13] Yeah, absolutely. And I think that's a perfect segue too, is let's 

maybe share some of the insights of the, the evolution, the journey that we took 

the Wealthy Consultant brand on. I mean, I, I would love to hear from your 

perspective where it started, what you saw as an expert in your space, what it 

looked like to you at the very beginning and now where we are today. 

[00:12:33] Like, let's maybe talk through that. Cause obviously not everybody's 

seen that type of, you know, maybe they haven't been privy to that evolution. So 

I would, I would love to go into a little bit. Well, it started with, uh, Taylor 

being like, I don't think I need a brand. Like I've always, I've built businesses to 

40 million with just a logo. 

[00:12:51] And we did it in house. It was like a super candid conversation. And 

my response back was simply this. I'm like, you built it to 40 million, but 

[00:13:00] you could have taken it to 400 million had you done the brand. 

Right. And then he was pretty much like, all right, sign me. Like, okay, cool. 

This is what we're gonna do. 

[00:13:07] Right? And so he was really surprised that this was not a graphic 

design activity. And as we went through it and I said, we're going, this is gonna 

take hard work. Like we're gonna go deep here and it's gonna be uncomfortable. 

We're gonna go, like, you might be used to doing things a certain way, but we 

are so focused on you as the founder, plus the brand as an actual. 

[00:13:29] Its own asset that should be separate from the founder. We're gonna 

go like we're scuba diving and we're going a hundred feet deep, and it's through 

that discovery process, which we call the brand 360. Who is the owner? What is 

their story? Why does this brand exist? Tell me your mission that you currently 

have. 



[00:13:47] Tell me the vision you currently have. What's the IP for this? Have 

we developed a tag? Like what does that look like? What should be slogans that 

go on t-shirts and hats and collateral? That's more, you know, that fits 

[00:14:00] with like the fun vibes or something that's cool or casual. And what 

should actually represent the brand and what should the timeline be? 

[00:14:08] So we went into all of that and that exploration of like the exact 

reason this brand exists, how is it differentiated from every other brand out 

there? How do we position this in the online space by using big dogs that are in 

the consulting world like Mackenzie and Co and say, how do we take the model 

they've built? 

[00:14:30] Some of those aspirational pieces, but bring it to the online space 

with the entire portfolio that Taylor had on deck without having Taylor be the 

main figure in T wc. So we went through the messaging piece. What should you 

say? What are the hosts? Why is. The content on the organic marketing, why is 

that off? 

[00:14:49] We went through the positioning of why is this different than 

everything else in the online space and how is this different to big dog 

companies, fortune 500 companies. Uh, we went through [00:15:00] core 

behaviors and we elevated them. So even when you have a good starting point, 

which makes it easier, it doesn't mean we've dialed them into the next level. 

[00:15:08] So one of the things we did, Is we took the core values that were 

there and we turned them into core behaviors. So we took out any of the 

languaging that sort of sounded like do or die, and like you're gonna walk the 

plank on the ship. And we created something that was really aspirational so that 

the overall tone. 

[00:15:26] Of the brand was positive. So after we finished all of that, when we 

looked back and we did the visuals, the visuals make complete sense and fit like 

a custom glove. And so everything across the portfolio, and Taylor says this too, 

is now I don't ever have to worry about having to rebrand in the future because 

we didn't do it right to begin with. 

[00:15:47] And his confidence level in somebody who was like, I don't give a 

shit about branding, turning into. Wow. This is so important because I'm excited 

and I am proud of every [00:16:00] landing page, every funnel, every ad, every 

course, every event we put out there. I'm proud of it now, and I'm excited 

because it's beautiful and it finally represents the feelings of the brand that he 

knew in his heart and as an expert, copywriter and market marketer. 



[00:16:17] But he didn't know how to utilize branding and brand strategy to be 

able to let other people in the market know what T W C was all about. Yeah, 

definitely. That's that's amazing. Yeah, it's, I mean, it truly was. I, I came on 

board, I guess right before, or at least during. You know, that process that you 

were working with Taylor in getting everything ramped up for the brand and, 

um, I remember, you know, I think he even asked me like, Hey, what do you 

think about should we be doing this? 

[00:16:48] And I was like, a thousand percent yes. Because you're gonna have 

to do it eventually. And uh, it's so hard to do it later down the road, you know, 

trying to re reconfigure and reface a brand that's already been around [00:17:00] 

for a long time and established its own. Organic, you know, market influenced, 

uh, appearance versus going to market with a clear just strategy, messaging, 

branding, you know, all of it on deck, like all ped up is just very significantly 

different and it shows in every little detail now it's, it's really impressive. 

[00:17:20] And I think one of the things that was the most challenging working 

with t WC is that Taylor's copywriting is so strong and to be able to find the, 

the, the 5% gap that needed to be tweaked and tuned, it's like, like the smallest 

drip in the roof of like a 500,000. Square foot building to be like, where is that 

little drip happening? 

[00:17:45] To be able to examine and look across all of the different content and 

find a path forward to say, this is the T W C brand. So the entire team, Mike, 

yourself, Gabriel, like Dane E, everyone who's [00:18:00] a key member of the 

T WC brand can feel, Hey, we can emulate this tone of voice because it's. Ours. 

It's not just Taylor. 

[00:18:08] And a lot of people run into this. I mean, ask Tony Robbins couldn't 

sell his business because the entire business was focused around Tony Robbins. 

If you wanna have a sellable asset as an actual brand, you need to make sure 

that it's decentralized from the owner, and then that then asks the question, well, 

they've been the face of the brand. 

[00:18:28] How do we accurately. And, you know, adequately replace the 

founder. So there's still a star in the constellation of stars, but it's not like the 

team is second rate in in comparison to the founder. And I have to give you 

kudos, Mike. You've really stepped up and been able to adapt all of that with 

your own organic posing as your partner in the brain now. 

[00:18:50] And you can, and it sounds to me, from what I've observed, at least 

you feel like, oh, I get this brand, I understand it, I know how I should. Talk 



about the brand in a way [00:19:00] that makes sense under the umbrella that all 

of us are building, um, in relation to the message we wanna get out to our 

market. Mm-hmm. 

[00:19:07] Well, and that's just pure testament to your help in developing the 

culture codex. You know, the mission, the values, everything that we go over. 

We have these quarterly offsites that Taylor, myself, Gabriel, and that, you 

know, everybody does the exec team and you know, once a quarter we get 

together and we, we review them top to bottom first before we go and start 

making decisions. 

[00:19:25] Cuz like you said, um, these are our. Are North stars, you know that 

that's what we align all decision making on, and I think that would be one 

suggestion I would really like to impress upon our listeners here, is that if you 

don't have the culture Codex built out for your business, the mission statement 

and absolute clarity as to who you are, how you represent, what are the, the 

ethos and the ethics of your organization. 

[00:19:49] If those are not literally like written in stone, then every decision, 

you know, every challenge, every new thing that comes along in the 

marketplace or [00:20:00] economic waves that we incur is going to feel like a 

tidal wave of, of uncertainty because you don't have anything stable. So like 

your mission, your values, all those things that are in stone, that's your. 

[00:20:12] That's your lighthouse. You know, that's the anchor that keeps you 

grounded and, and in line with your mission, long-term mission without getting 

rocked by the, you know, the seas of uncertainty, um, that happened day to day 

as entrepreneurs, right? So like we always use those and we've done that before. 

[00:20:28] We've been in a meeting. Well, Should we do this? Should we do 

that? And we go, well stop. Let's just stop talking about it. Let's go look at what 

are our values? What is the mission statement of the brand? You read it and 

you're like, oh, well now the decision's made because it's not in alignment with 

that. 

[00:20:42] So done next. Yeah. You know, it makes decision making so much 

easier when you have these things in place. So I know that, um, you, we could 

go on and on about that, but as we wrap up, so, uh, could you just share your 

experience? I, I feel like you have a, a great, um, You know, you have a long-

term relationship with Taylor, with [00:21:00] the brands that he's built over 

time. 



[00:21:02] Um, just anything that you would say about Modern Day Consultant, 

you know, our program there, the Wealthy Consultant as a company as a whole. 

Anything that just comes to mind that you'd like to share with our audience 

before we wrap? Yeah. Yeah, totally. I mean, I think that you, you have to, 

when you're looking at what community you wanna be a part of, you need to 

look at who, not just the quote unquote leader or the group. 

[00:21:27] And I think a lot of people make that mistake. And while I am a big 

advocate publicly, uh, and privately of Taylor, because I know what he's 

capable and the genius he has and what he's put out to the marketplace. Most 

people don't actually analyze who the other members are in the group. And 

when you think about it, Warren Buffett's statement, your network is your net 

worth. 

[00:21:50] People are sleeping on joining masterminds, whether it's T W C or 

whoever's group you wanna join, if you are not [00:22:00] using and connecting 

with and providing value. To the other 50% of what's important about a 

mastermind at minimum with connecting with other people and growing, you're 

not making the decision in a smart way. 

[00:22:13] So I just wanted like, I just wanna focus on that as a piece to say as 

you're making a decision, where do you get value from? What is the right 

decision, uh, which is a question I get all the time with being in this space and 

being, you know, affiliated with Taylor and being, you know, friends with them 

over a close period of time is after a while, you have to be able to make your 

own decision by saying, Hey, I've looked at, I've looked at Taylor, I've looked at 

the team, I've looked at the other members, and here is where I actually sit in 

terms of my evaluation. 

[00:22:46] And I believe if I'm around this group of people, a rising tide lifts, 

solve shifts, and I will be a part of that. And I think that is something that 

people don't talk about. They just rave about the brand. They reve, they rave 

about the leader, and from there they're [00:23:00] like, oh, I made this much 

money. But no one actually thinks about who are you going to become as a 

person? 

[00:23:05] When you're surrounded by the other people in the group. And I 

think that's the difference between are you building a business that lasts for 

decades or are you just a flash in the pan type of success. Yeah. Yeah, 

definitely. I agree. Well, the nature of your associations for sure. Um, fantastic. 

So how can people learn more about you and your brands? 



[00:23:26] Let's get them there. I wanna make sure that they have access to you. 

Totally. Um, well you can find me on Facebook. Uh, it's just bjo, b i j a l dot 

launch. And so we've got a Facebook group. We also have my personal page. 

We're putting on a lot of content daily. Um, or you can check us out on our 

website, which is www.welaunch.design. 

[00:23:44] So we have a lot of cool stuff on there. Um, but we're really active in 

terms of our personal brand so people can check us out and get more 

information. So they're actually utilizing brand strategy in the right way. Yeah. 

And that for everybody listening, I would absolutely suggest that you reach out 

to, to be [00:24:00] Joel because. 

[00:24:00] What she's done for the Wealthy and Soul brand has been incredible. 

Totally incredible. So thank you so much for joining us today. I appreciate you 

and um, really, really looking forward to. I'll see you in the next, you know, 

threads that we post inside the group and I'll of course see you at the next live 

flying that we do. 

[00:24:16] All that good stuff. So, um, great to have you here and, uh, blessings 

everybody. Have a great day and uh, we look forward to the next episode of the 

Wealthy Consultant podcast. Awesome. Bye guys. 


