
Claude Project: BattlBox Brand Voice & Weekly Content System

Assignment Deliverable

1. Claude Project Brief

Brand: BattlBox

Purpose: Create a reusable Claude Project that consistently produces human-sounding, platform-
appropriate content in BattlBox’s brand voice without recreating the brand context for every request.

Brand Overview

BattlBox is an outdoor and adventure-focused subscription brand centered on gear, preparedness, 
exploration, and discovering useful equipment. Content should make the audience feel ready to get 
outside, test gear, learn practical skills, and participate in an adventure-oriented community.

Target Audience

• Outdoor enthusiasts, adventurers, campers, hikers, hunters, and people interested in preparedness.

• People who enjoy discovering, testing, and collecting practical outdoor gear.

• Consumers who value capability, reliability, hands-on experience, and adventure.

• An audience that responds better to authentic field-oriented content than polished corporate 
advertising.

• People who enjoy being part of a community built around outdoor experiences and gear knowledge.

Brand Personality

• Adventurous

• Confident

• Practical

• Energetic

• Authentic

• Rugged but approachable

• Community-oriented

• Curious and action-focused

Voice and Tone

• Use direct, conversational language that sounds like a real outdoor enthusiast.

• Be confident without sounding arrogant.

• Keep energy high without exaggerated hype.

• Focus on practical value, real experiences, and why an idea or product matters.

• Use outdoor and adventure terminology naturally.



• Favor specific, concrete language over vague marketing language.

• Use humor when it feels natural.

• Invite participation rather than relying on pressure to buy.

Content Pillars

• Adventure and exploration

• Gear discovery and product education

• Preparedness and practical skills

• Outdoor lifestyle

• Community and shared experiences

• Challenges, field testing, and real-world use cases

Do’s

• Lead with a strong, specific hook.

• Connect ideas and products to real outdoor situations.

• Use sensory and action-oriented language when appropriate.

• Prioritize usefulness and entertainment.

• Adapt the format to each platform while preserving the same brand personality.

• Write like a knowledgeable person talking to another outdoor enthusiast.

• Keep claims accurate and supportable.

Don’ts

• Do not sound like generic corporate marketing.

• Do not use repetitive AI-style transitions or filler.

• Do not overuse “game-changing,” “revolutionary,” or “ultimate.”

• Do not make unsupported performance, safety, or superiority claims.

• Do not use unnecessary fear-based messaging.

• Do not make every post a direct sales pitch.

• Do not use excessive emojis, hashtags, or exclamation marks.

• Do not repeat the same hook or sentence structure across platforms.

Words and Phrases to Avoid

• Game-changing

• Revolutionary

• Unlock your potential



• Take your experience to the next level

• In today’s fast-paced world

• Whether you’re a beginner or an expert

• This isn’t just a product—it’s a lifestyle

• Generic calls to action that could belong to any brand

Platform Adaptation Rules

• Short-form video: Immediate hook, conversational spoken language, active pacing, and 
visual/action cues.

• X: Concise, useful, opinionated, and easy to scan; avoid corporate phrasing.

• LinkedIn: Useful insight or lesson with a practical community/business perspective.

• Instagram carousel: One clear idea per slide and concise copy with a strong opening slide.

• Newsletter: More context while remaining conversational and easy to read.

Standing Instruction for Claude

Use this brief as the default source of truth whenever generating BattlBox content. Preserve the brand 
personality across platforms, but never simply copy the same wording between channels. Before 
finalizing, check for generic AI language, repetition, unsupported claims, excessive hype, and platform 
mismatch. The final result should read as if written by a knowledgeable human member of the 
BattlBox content team.

2. Core Idea for the Week

Core idea: Preparedness is not about expecting the worst; it is about being ready to enjoy the outdoors 
with confidence.

Content angle: Present practical preparedness as an empowering part of outdoor adventure rather than 
fear-based survival messaging.

3. Week of Content

Short-Form Video Script 1 — The Preparedness Mindset

Hook: “Being prepared doesn’t mean you’re expecting something to go wrong.”

Script: “It means you don’t want a small problem to ruin a great day outside. A dead flashlight. A 
missing tool. Weather changing faster than expected. The point of preparedness is simple: handle the 
little things so you can keep focusing on the adventure. Pack smart. Know your gear. Then get 
outside.”

Visual direction: Quick cuts of packing a bag, checking gear, testing a flashlight, and heading 
outdoors.

CTA: “What’s one piece of gear you never leave home without?”



Short-Form Video Script 2 — The Gear Check

Hook: “Before you head out, give your gear 60 seconds.”

Script: “Check your light. Check your water. Check the basics you actually depend on. Then ask 
yourself one question: if something small goes wrong, can I deal with it? That one-minute check can 
make your day a lot easier. Good adventures start with good preparation.”

Visual direction: First-person gear check with close-up shots and quick labels.

CTA: “Save this for your next trip.”

Short-Form Video Script 3 — Pack for the Adventure

Hook: “The best gear is the gear you actually know how to use.”

Script: “You can have a bag full of equipment, but that doesn’t automatically make you prepared. 
Know what you packed. Know where it is. Practice using the things you rely on. Preparedness is less 
about carrying everything and more about being ready to use what you carry.”

Visual direction: Show gear being removed from a pack and briefly demonstrated.

CTA: “What piece of gear have you practiced with the most?”

X Thread

1/ Preparedness isn’t about expecting the worst. It’s about making sure small problems don’t become 
big ones when you’re outside.

2/ A dead flashlight can be annoying. A missing tool can be worse. A weather change can turn a 
comfortable trip into a much harder one.

3/ The answer isn’t carrying your entire house in your pack.

4/ It’s knowing what you actually need, knowing where it is, and knowing how to use it.

5/ Good preparation gives you something valuable: more confidence to focus on the adventure itself.

6/ Pack smart. Check your gear. Practice the basics. Then go explore.

LinkedIn Post

Preparedness gets framed as something you do because you expect problems.

I think there’s a better way to look at it.

Good preparation is what lets you spend less time worrying about what could go wrong and more time 
enjoying what you came outside to do.

That can be as simple as knowing your gear, checking the basics before a trip, and practicing with the 
equipment you rely on.

The lesson applies beyond the outdoors, too: preparation isn’t about predicting every problem. It’s 
about making yourself capable of handling the ones that do show up.

What’s one preparation habit that has made your outdoor trips better?



Instagram Carousel

Slide 1: Preparedness isn’t about expecting the worst.

Slide 2: It’s about making small problems easier to handle.

Slide 3: Check the basics before you leave: light, water, tools, and the gear your trip actually requires.

Slide 4: Know where everything is. A piece of gear is much less useful when you can’t find it.

Slide 5: Practice matters. Don’t wait for a real situation to learn how your gear works.

Slide 6: Pack for the adventure you’re actually taking—not every possible scenario.

Slide 7: Good preparation gives you confidence. Now go use it.

Caption: Preparedness doesn’t have to be complicated. A quick gear check, knowing what you packed, 
and practicing the basics can make a big difference when you’re outside. What’s always in your pack?

Newsletter Blurb

A better way to think about preparedness

Preparedness doesn’t have to mean planning for every possible thing that could go wrong. Sometimes 
it’s simply making sure the small stuff doesn’t interrupt a great day outside. Check the basics, know 
your gear, and practice with the equipment you rely on. A little preparation can give you the 
confidence to spend more time focused on the adventure—and less time dealing with preventable 
problems.

4. AI-Assistance Pressure Test

• Removed generic AI phrases and overly polished marketing language.

• Varied sentence structures and hooks across channels.

• Kept language conversational and specific to outdoor experiences.

• Avoided excessive hype, unnecessary emojis, and repetitive calls to action.

• Made each channel structurally different instead of republishing the same copy.

• Checked that claims remain practical and supportable rather than exaggerated.

5. How the Project Kept Everything On-Brand

The Claude Project stored BattlBox’s audience, personality, voice, content pillars, platform rules, and 
do’s and don’ts as standing instructions. This established the brand context once instead of recreating it 
for every request. The same core idea was then adapted to different platforms while preserving 
BattlBox’s adventurous, practical, confident, and authentic personality. A final pressure test removed 
generic AI language, repetition, excessive hype, and platform-inappropriate phrasing. This makes the 
Project reusable for future weekly content production with a single core prompt.
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