AAMA
Brand Voice Worksheet
An evidence-based working document for defining how a brand should sound, how that voice adapts by context, and how teams can review copy consistently.
	Bracketed text contains instructions or placeholder content. Replace or remove all bracketed text before sharing the completed document.


Worksheet Information
	Brand / Organization
	[Enter Brand or Organization]

	Prepared For
	[Enter Client, Team, or Project]

	Prepared By
	[Enter Name or Team]

	Version
	[Enter Version]

	Date
	[Enter Date]

	Review Date
	[Enter Future Review Date]


Worksheet Sections
1. Brand & Audience Foundation
2. Voice Evidence & Existing Language
3. Core Voice Traits
4. Voice Dimensions & Boundaries
5. Language, Style & Messaging Rules
6. Tone by Context & Channel
7. Copy Examples & Rewrites
8. Accessibility, Inclusion & Responsible Use
9. Governance, Review & Final Voice Card


1. Brand & Audience Foundation
Brand voice should support a strategic position rather than exist as a collection of adjectives. Use this section to document the purpose, audience, promise, and communication context that the voice must serve.
	Brand / Organization Purpose
	[Why does the organization exist, and what role does communication play in that purpose?]

	Primary Audience
	[Define the audience or audiences whose needs and expectations should shape the voice.]

	Audience Context
	[What situation, problem, decision, or relationship brings this audience into contact with the brand?]

	Brand Promise
	[What should the audience reasonably expect from the organization?]

	Positioning
	[What relevant frame of reference, benefit, differentiation, and proof should the voice reinforce?]

	Desired Audience Response
	[What should people think, feel, understand, remember, or do after interacting with the brand?]

	Primary Communication Challenge
	[What recurring communication problem should a clearer voice help solve?]


What the Voice Must Accomplish
	Communication Need
	Why It Matters
	Current Problem
	Desired Change

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]




2. Voice Evidence & Existing Language
A brand voice becomes more credible when it is grounded in existing customer language, successful communications, research, and organizational behavior. Use evidence to identify what should be preserved, changed, or clarified.
[image: ]
	Source
	Example / Finding
	What It Reveals
	Keep / Change / Test
	Confidence

	[Source]
	[Quote, excerpt, or finding]
	[Interpretation]
	[Choose]
	[High / Medium / Low]

	[Source]
	[Quote, excerpt, or finding]
	[Interpretation]
	[Choose]
	[High / Medium / Low]

	[Source]
	[Quote, excerpt, or finding]
	[Interpretation]
	[Choose]
	[High / Medium / Low]

	[Source]
	[Quote, excerpt, or finding]
	[Interpretation]
	[Choose]
	[High / Medium / Low]

	[Source]
	[Quote, excerpt, or finding]
	[Interpretation]
	[Choose]
	[High / Medium / Low]

	[Source]
	[Quote, excerpt, or finding]
	[Interpretation]
	[Choose]
	[High / Medium / Low]


Research Gaps
	Question We Cannot Yet Answer
	Why It Matters
	How We Could Validate It

	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
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3. Core Voice Traits
Choose a small number of traits that materially affect how language is written. Each trait should be defined behaviorally so writers can recognize what it sounds like and what would violate it.
	Voice Trait
	What It Means
	Sounds Like
	Does Not Sound Like
	Evidence / Reason
	Priority

	[Trait]
	[Definition]
	[Language behavior]
	[Avoided behavior]
	[Why this belongs]
	[Primary / Supporting]

	[Trait]
	[Definition]
	[Language behavior]
	[Avoided behavior]
	[Why this belongs]
	[Primary / Supporting]

	[Trait]
	[Definition]
	[Language behavior]
	[Avoided behavior]
	[Why this belongs]
	[Primary / Supporting]

	[Trait]
	[Definition]
	[Language behavior]
	[Avoided behavior]
	[Why this belongs]
	[Primary / Supporting]

	[Trait]
	[Definition]
	[Language behavior]
	[Avoided behavior]
	[Why this belongs]
	[Primary / Supporting]


Trait Tensions
Strong voices often balance qualities that can pull in opposite directions. Define the balance instead of pretending one trait should dominate every situation.
	We Want To Be
	Without Becoming
	How We Maintain the Balance
	Example

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]
	[Enter response]




4. Voice Dimensions & Boundaries
Use these dimensions to describe the general center of the voice. The scores are directional, not mathematical rules, and they should be supported by examples elsewhere in the worksheet.
	Dimension
	Left Boundary
	Target (1-5)
	Right Boundary
	Notes / Exceptions

	Formality
	Conversational
	[1-5]
	Formal
	[When should the voice move along this dimension?]

	Energy
	Measured
	[1-5]
	Highly energetic
	[When should the voice move along this dimension?]

	Warmth
	Reserved
	[1-5]
	Warm / expressive
	[When should the voice move along this dimension?]

	Expertise
	Plainspoken
	[1-5]
	Technical / specialist
	[When should the voice move along this dimension?]

	Humor
	Serious
	[1-5]
	Playful
	[When should the voice move along this dimension?]

	Directness
	Diplomatic
	[1-5]
	Highly direct
	[When should the voice move along this dimension?]

	Confidence
	Cautious
	[1-5]
	Assertive
	[When should the voice move along this dimension?]

	Density
	Concise
	[1-5]
	Detailed
	[When should the voice move along this dimension?]


Non-Negotiable Boundaries
	Always
	Never
	Reason

	[Enter rule]
	[Enter rule]
	[Enter rule]

	[Enter rule]
	[Enter rule]
	[Enter rule]

	[Enter rule]
	[Enter rule]
	[Enter rule]

	[Enter rule]
	[Enter rule]
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5. Language, Style & Messaging Rules
Turn the voice into concrete writing choices. Rules should be specific enough that different writers can make similar decisions without forcing every sentence into the same rhythm.
	Area
	Preferred Approach
	Avoid / Limit
	Example or Note

	Vocabulary
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Sentence Length
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Contractions
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Technical Language
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Jargon
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Humor
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Punctuation
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Numbers & Data
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Calls to Action
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]

	Claims & Proof
	[Define preferred behavior]
	[Define what to avoid]
	[Example or exception]


Message Hierarchy
	Message Level
	What It Should Communicate
	Approved / Working Language

	Core Brand Message
	[Define purpose]
	[Enter language]

	Primary Supporting Message
	[Define purpose]
	[Enter language]

	Proof / Reason to Believe
	[Define purpose]
	[Enter language]

	Primary Call to Action
	[Define purpose]
	[Enter language]




6. Tone by Context & Channel
The underlying voice should remain recognizable while tone adapts to audience needs, risk, urgency, channel conventions, and the emotional context of the interaction. Define those adaptations intentionally.
[image: ]
	Context / Channel
	Audience Need
	Tone Adjustment
	Keep Constant
	Example / Guidance

	Website / Core Pages
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]

	Advertising
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]

	Email
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]

	Social Media
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]

	Sales / Proposals
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]

	Customer Service
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]

	Crisis / Sensitive Issues
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]

	Executive / Institutional
	[Audience need]
	[How tone shifts]
	[What never changes]
	[Example or instruction]




7. Copy Examples & Rewrites
Examples are one of the most effective ways to teach a voice. Use real or realistic language and explain why the revised version better reflects the approved rules.
[image: ]
	Context
	Before / Off-Voice
	After / On-Voice
	Why the Revision Works

	[Context]
	[Original or off-voice example]
	[Revised example]
	[Explain the voice rule applied]

	[Context]
	[Original or off-voice example]
	[Revised example]
	[Explain the voice rule applied]

	[Context]
	[Original or off-voice example]
	[Revised example]
	[Explain the voice rule applied]

	[Context]
	[Original or off-voice example]
	[Revised example]
	[Explain the voice rule applied]

	[Context]
	[Original or off-voice example]
	[Revised example]
	[Explain the voice rule applied]

	[Context]
	[Original or off-voice example]
	[Revised example]
	[Explain the voice rule applied]


Reusable Patterns
	Pattern
	When to Use It
	Example

	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]




8. Accessibility, Inclusion & Responsible Use
A recognizable voice should not depend on language that excludes, confuses, stereotypes, or obscures important information. Use this section to establish writing practices that remain clear, inclusive, and appropriate across audiences and use cases.
	Area
	Standard / Rule
	Review Question
	Owner / Reference

	Plain Language & Readability
	[Define standard]
	[Question reviewers should ask]
	[Owner or policy]

	Inclusive Language
	[Define standard]
	[Question reviewers should ask]
	[Owner or policy]

	Accessibility & Assistive Context
	[Define standard]
	[Question reviewers should ask]
	[Owner or policy]

	Cultural / Regional Sensitivity
	[Define standard]
	[Question reviewers should ask]
	[Owner or policy]

	Claims & Evidence
	[Define standard]
	[Question reviewers should ask]
	[Owner or policy]

	Privacy / Sensitive Information
	[Define standard]
	[Question reviewers should ask]
	[Owner or policy]

	AI-Assisted Copy
	[Define standard]
	[Question reviewers should ask]
	[Owner or policy]


AI-Assisted Writing Guardrails
If generative AI is used to draft or revise copy, the organization remains responsible for accuracy, originality, privacy, claims, bias, accessibility, and consistency with the approved voice. AI output should be reviewed as draft material rather than treated as automatically compliant.
	Use Case
	Required Human Review
	Prohibited / Restricted Input or Output

	[Enter guidance]
	[Enter guidance]
	[Enter guidance]

	[Enter guidance]
	[Enter guidance]
	[Enter guidance]

	[Enter guidance]
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	[Enter guidance]

	[Enter guidance]
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9. Governance, Review & Final Voice Card
Brand voice stays useful when teams know who owns it, how new examples are approved, and when the guidance should be updated. Use this section to establish a practical governance process.
	Role
	Responsibility
	Decision Authority
	Escalation / Notes

	Voice / Brand Owner
	[Responsibility]
	[What this role can approve]
	[Notes]

	Marketing Lead
	[Responsibility]
	[What this role can approve]
	[Notes]

	Creative / Editorial Lead
	[Responsibility]
	[What this role can approve]
	[Notes]

	Legal / Compliance
	[Responsibility]
	[What this role can approve]
	[Notes]

	Final Approver
	[Responsibility]
	[What this role can approve]
	[Notes]


Voice Review Checklist
[ ] Does the copy reinforce the intended positioning and audience need?
[ ] Does it reflect the approved core voice traits?
[ ] Is the tone appropriate for the context without changing the underlying voice?
[ ] Are claims supportable and appropriately qualified?
[ ] Is the language clear, accessible, and free from unnecessary jargon?
[ ] Does it avoid stereotypes, manipulation, or unnecessary exclusion?
[ ] Does the call to action accurately match the next step?
[ ] Would a different writer recognize why this copy belongs to the same brand?


Final Brand Voice Card
Condense the completed worksheet into a one-page reference that writers and reviewers can use during everyday work. This card should summarize the rules that matter most rather than repeat the entire document.
	Our Voice Is
	[List 3-5 core traits]

	Our Voice Is Not
	[List the most important boundaries]

	We Sound Like
	[Short behavioral description]

	We Avoid
	[Words, patterns, or behaviors to avoid]

	Our Audience Needs
	[Most important communication need]

	Our Core Message
	[Single-minded message or brand promise]

	Our Proof
	[Primary reasons to believe]

	Our Default CTA Style
	[How calls to action should sound]

	When Context Changes
	[What may change in tone and what must remain constant]


Three Approved Examples
	Context
	Approved Example
	Why It Represents the Voice

	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]

	[Enter response]
	[Enter response]
	[Enter response]


Review & Maintenance
	Voice Owner
	[Enter owner]

	Next Review Date
	[Enter date]

	Refresh Trigger
	[What changes should trigger an earlier review?]

	Reference Location
	[Where will the approved guide and examples be stored?]
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Examples showing how the same voice adapts across contexts and channels
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Approved examples, rewrites, headlines, messages, or voice comparisons
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Research, existing copy, customer language, or approved brand materials
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