CORE BRAND REFRESH

THE CORE BRAND REFRESH IS A PIVOTAL MOMENT FOR ANY BUSINESS, REPRESENTING AN OPPORTUNITY TO RECONNECT WITH ITS
AUDIENCE, ADAPT TO MARKET SHIFTS, AND REIGNITE GROW TH. |T°S MORE THAN JUST A NEW LOGO, IT’S A STRATEGIC OVERHAUL
THAT TOUCHES EVERY FACET OF YOUR COMPANY'S IDENTITY AND COMMUNICATION. THIS COMPREHENSIVE GUIDE WILL WALK
YOU THROUGH THE INTRICATE PROCESS OF UNDERTAKING A SUCCESSFUL CORE BRAND REFRESH, FROM UNDERSTANDING WHEN AND
WHY YOU NEED ONE TO METICULOUSLY PLANNING AND EXECUTING EACH STAGE. WE'LL EXPLORE HOW TO ANALYZE YOUR
CURRENT BRAND HEALTH, DEFINE YOUR REFRESHED BRAND'S VISION, AND IMPLEMENT CHANGES ACROSS ALL TOUCHPOINTS. GET
READY TO DISCOVER HOW TO BREATHE NEW LIFE INTO YOUR BRAND AND ENSURE ITS CONTINUED RELEVANCE AND RESONANCE IN
TODAY'S DYNAMIC MARKETPLACE.
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UNDERSTANDING THE NEED FOR A CORE BRAND REFRESH

A CORE BRAND REFRESH ISN'T AN ARBITRARY DECISION;, IT'S A STRATEGIC IMPERATIVE DRIVEN BY EVOLVING MARKET
LANDSCAPES, CHANGING CONSUMER BEHAVIORS, AND THE NATURAL LIFECYCLE OF A BRAND. THINK OF IT LIKE A PROFESSIONAL
ATHLETE WHO NEEDS TO ADJUST THEIR TRAINING REGIMEN AND EVEN THEIR PLAYING STYLE TO STAY AT THE TOP OF THEIR GAME.
|F YOUR BRAND FEELS STAGNANT OR OUT OF SYNC WITH CURRENT TRENDS, A REFRESH CAN BE THE VITAL INJECTION OF ENERGY IT
NEEDS TO THRIVE. IT'S ABOUT ENSURING YOUR BRAND'S PROMISE REMAINS COMPELLING AND THAT YOUR VISUAL AND VERBAL
IDENTITY EFFECTIVELY COMMUNICATE YOUR VALUE PROPOSITION TO YOUR TARGET AUDIENCE.

\WHEN IS A Core BRAND REFRESH NECESSARY?

SEVERAL TELL-TALE SIGNS INDICATE THAT A CORE BRAND REFRESH MIGHT BE ON THE HORIZON FOR YOUR BUSINESS. |GNORING
THESE SIGNALS CAN LEAD TO DIMINISHING MARKET SHARE AND A LOSS OF BRAND EQUITY. |T’S CRUCIAL TO BE HONEST WITH
YOURSELF AND YOUR TEAM ABOUT YOUR BRAND'S CURRENT STANDING.

® MARKET EVOLUTION: THE INDUSTRY YOU OPERATE IN HAS LIKELY CHANGED SIGNIFICANTLY SINCE YOUR BRAND WAS
INITIALLY CONCEIVED. NEW COMPETITORS, DISRUPTIVE TECHNOLOGIES, AND EMERGING CONSUMER PREFERENCES CAN
RENDER AN OLDER BRAND IDENTITY LESS RELEVANT.

¢ SHIFTING TARGET AUDIENCE: IF YOUR IDEAL CUSTOMER PROFILE HAS EVOLVED, OR IF YOU'RE LOOKING TO ATTRACT A
NEW DEMOGRAPHIC, YOUR BRAND MESSAGING AND AESTHETICS NEED TO ALIGN WITH THEIR VALUES AND EXPECTATIONS.

o CoMPANY GROWTH AND DIVERSIFICATION: AS YOUR BUSINESS EXPANDS ITS PRODUCT OR SERVICE OFFERINGS, OR
ENTERS NEW MARKETS, YOUR BRAND NEEDS TO ENCOMPASS THIS BROADER SCOPE. A BRAND THAT WAS PERFECT FOR A
NICHE MIGHT FEEL TOO NARROW FOR A LARGER ENTERPRISE.

* NEGATIVE BRAND PERCEPTION: IF YOUR BRAND IS CONSISTENTLY BEING ASSOCIATED WITH OUTDATED PRACTICES, POOR
SERVICE, OR NEGATIVE SENTIMENT, A REFRESH CAN HELP TO REFRAME PUBLIC PERCEPTION AND REBUILD TRUST.

® STAGNANT OR DECLINING PERFORMANCE: A SUSTAINED PERIOD OF FLAT OR DECLINING SALES, LEAD GENERATION, OR
CUSTOMER ENGAGEMENT CAN BE A STRONG INDICATOR THAT YOUR BRAND IS NO LONGER RESONATING EFFECTIVELY.



¢ MERGERS OR ACQUISITIONS: \WHEN TWO OR MORE ENTITIES COMBINE, A COMPREHENSIVE BRAND REFRESH IS OFTEN
NECESSARY TO CREATE A UNIFIED IDENTITY THAT REPRESENTS THE NEW, COMBINED ORGANIZATION.

THE STRATEGIC PILLARS OF A SUCCESSFUL BRAND REFRESH

A SUCCESSFUL CORE BRAND REFRESH IS BUILT UPON A FOUNDATION OF STRATEGIC THINKING AND METICULOUS PLANNING. IT'S
NOT ABOUT CHASING TRENDS FOR THE SAKE OF IT, BUT ABOUT MAKING DELIBERATE, INFORMED DECISIONS THAT WILL SERVE
YOUR BUSINESS LONG-TERM. THESE PILLARS ENSURE THAT YOUR REFRESH IS MEANINGFUL AND IMPACTFUL, RATHER THAN JUST A
COSMETIC CHANGE.

ATITS HEART, A CORE BRAND REFRESH INVOLVES A DEEP DIVE INTO YOUR BRAND'S ESSENCE, A CLEAR ARTICULATION OF ITS
FUTURE DIRECTION, AND A COORDINATED EFFORT TO COMMUNICATE THESE CHANGES EFFECTIVELY. THIS ISN'T A SUPERFICIAL
FACELIFT, IT'S A FUNDAMENTAL REVITALIZATION THAT IMPACTS HOW YOUR BRAND IS PERCEIVED BY EVERYONE, FROM YOUR
MOST LOYAL CUSTOMERS TO POTENTIAL NEW CLIENTS.

PHASE 1: DISCOVERY AND ANALYSIS

THIS INITIAL PHASE IS ARGUABLY THE MOST CRITICAL. BEFORE YOU CAN EFFECTIVELY REFRESH ANYTHING, YOU NEED TO
UNDERSTAND WHAT YOU HAVE AND WHY IT NEEDS REFRESHING. THIS INVOLVES A THOROUGH AUDIT OF YOUR CURRENT BRAND'S
PERFORMANCE, PERCEPTION, AND POSITIONING IN THE MARKET. IT°S LIKE A DOCTOR PERFORMING A FULL DIAGNOSTIC BEFORE
PRESCRIBING TREATMENT.

AUDITING YOUR CURRENT BRAND IDENTITY

THE FIRST STEP IS TO TAKE AN UNFLINCHING LOOK AT YOUR EXISTING BRAND ELEMENTS. THIS INCLUDES EVERY THING FROM YOUR
LOGO AND COLOR PALETTE TO YOUR BRAND VOICE AND MESSAGING. HOW ARE THESE ELEMENTS BEING USED ACROSS ALL YOUR
PLATFORMS AND MATERIALS? ARE THEY CONSISTENT? ARE THEY STILL EFFECTIVE IN CONVEYING YOUR BRAND'S CORE VALUES
AND VALUE PROPOSITION?

* VIisuAL AUDIT: REVIEW YOUR LOGO, TYPOGRAPHY, COLOR SCHEMES, IMAGERY, AND OVERALL VISUAL STYLE. DoEs IT
LOOK DATED? DOES IT ALIGN WITH YOUR CURRENT INDUSTRY STANDARDS AND AESTHETIC PREFERENCES?

¢ VERBAL AUDIT: EXAMINE YOUR BRAND'S TONE OF VOICE, MESSAGING, TAGLINES, AND KEY COMMUNICATION POINTS. IS IT
CONSISTENT? |S IT ENGAGING? DOES IT RESONATE WITH YOUR TARGET AUDIENCE?

o BRAND POSITIONING AUDIT: HOW DO YOU CURRENTLY POSITION YOURSELF IN THE MARKET RELATIVE TO YOUR
COMPETITORS? ARE YOU SEEN AS A LEADER, A CHALLENGER, OR SOMETHING ELSE? IS THIS POSITIONING STILL ACCURATE
AND DESIRABLE?

o CUSTOMER PERCEPTION AUDIT: GATHER FEEDBACK FROM YOUR CUSTOMERS, EMPLOYEES, AND STAKEHOLDERS. W/HAT DO
THEY THINK OF YOUR BRAND? W/HAT WORDS DO THEY ASSOCIATE WITH IT? WHAT ARE THEIR PAIN POINTS AND
EXPECTATIONS?

UNDERSTANDING YOUR TARGET AUDIENCE AND MARKET

SIMULTANEOUSLYI YOU NEED TO CONDUCT A DEEP DIVE INTO YOUR TARGET AUDIENCE AND THE BROADER MARKET LANDSCAPE.
CONSUMER NEEDS AND PREFERENCES ARE NOT STATIC, THEY EVOLVE. W/HAT WORKED YESTERDAY MIGHT NOT WORK TODAY.



UNDERSTANDING YOUR AUDIENCE MEANS GOING BEYOND DEMOGRAPHICS. WHAT ARE THEIR PSYCHOGRAPHICS, THEIR
ASPIRATIONS, THEIR PAIN POINTS, AND THEIR MEDIA CONSUMPTION HABITS? IN TERMS OF THE MARKET, WHO ARE YOUR CURRENT
AND EMERGING COMPETITORS? W/HAT ARE THEY DOING WELL, AND WHERE ARE THEY FALLING SHORT? IDENTIFYING THESE GAPS
AND OPPORTUNITIES IS ESSENTIAL FOR INFORMING YOUR REFRESH STRATEGY.

PHASE 2: STRATEGY DEVELOPMENT

W/ITH A SOLID UNDERSTANDING OF YOUR CURRENT SITUATION AND THE MARKET, YOU CAN NOW MOVE INTO DEFINING THE
STRATEGIC DIRECTION FOR YOUR REFRESHED BRAND. THIS PHASE IS ABOUT MAKING DELIBERATE CHOICES ABOUT WHO YOU ARE,
WHO YOU WANT TO BE, AND HOW YOU WILL GET THERE.

DEFINING Y OUR REFRESHED BRAND VISION AND MISSION

THIS IS WHERE YOU ARTICULATE THE FUTURE STATE OF YOUR BRAND. WHAT IS THE OVERARCHING GOAL? WHAT CORE
PURPOSE WILL YOUR BRAND SERVEP THIS OFTEN INVOLVES REVISITING OR REDEFINING YOUR BRAND'S MISSION (YOUR PURPOSE)
AND VISION (YOUR FUTURE ASPIRATION).

A CLEAR VISION PROVIDES A NORTH STAR FOR ALL YOUR BRANDING EFFORTS. |IT SHOULD BE AMBITIOUS YET ACHIEVABLE, AND
IT SHOULD INSPIRE BOTH YOUR INTERNAL TEAM AND YOUR EXTERNAL AUDIENCE. THINK ABOUT THE LEGACY YOU WANT YOUR
BRAND TO LEAVE. WHAT IMPACT DO YOU WANT TO HAVE ON THE WORLD OR YOUR SPECIFIC INDUSTRY?

DeVELOPING YOUR NEW BRAND MESSAGING AND POSITIONING

BASED ON YOUR VISION, YOU'LL CRAFT NEW MESSAGING THAT CLEARLY COMMUNICATES YOUR BRAND'S UNIQUE VALUE
PROPOSITION. THIS INCLUDES DEVELOPING NEW TAGLINES, KEY MESSAGES, AND THE OVERARCHING NARRATIVE THAT WILL DEFINE
YOUR BRAND GOING FORWARD. YOUR POSITIONING STATEMENT SHOULD CLEARLY ARTICULATE HOW YOU DIFFER FROM
COMPETITORS AND WHY CUSTOMERS SHOULD CHOOSE YOU.

THIS IS ALSO THE TIME TO CONSIDER YOUR BRAND'S PERSONALITY. IS IT PLAYFUL, SOPHISTICATED, AUTHORITATIVE, OR
APPROACHABLE? THIS PERSONALITY WILL INFORM YOUR COMMUNICATION STYLE ACROSS ALL TOUCHPOINTS. |T's ABouT
CREATING A CONSISTENT AND COMPELLING STORY THAT RESONATES DEEPLY WITH YOUR INTENDED AUDIENCE.

PHASE 3: CREATIVE EXECUTION

THIS IS THE EXCITING PART WHERE YOUR STRATEGY COMES TO LIFE VISUALLY AND VERBALLY. THE CREATIVE EXECUTION PHASE
TRANSLATES YOUR STRATEGIC DECISIONS INTO TANGIBLE BRAND ASSETS.

DesIGNING YOUR New VISUAL IDENTITY

THIS TYPICALLY INVOLVES A LOGO REDESIGN, THE DEVELOPMENT OF A NEW COLOR PALETTE, TYPOGRAPHY GUIDELINES, AND
IMAGERY STYLE. THE GOAL IS TO CREATE A VISUAL LANGUAGE THAT IS MODERN, MEMORABLE, AND REFLECTIVE OF YOUR
REFRESHED BRAND STRATEGY.

W/HEN REDESIGNING YOUR LOGO, IT’S CRUCIAL TO MAINTAIN A SENSE OF CONTINUITY IF POSSIBLE, ESPECIALLY IF YOUR BRAND
HAS STRONG EXISTING RECOGNITION. HO\X/EVER, IF A SIGNIFICANT SHIFT IS NEEDED, DON'T BE AFRAID TO EMBRACE BOLD CHANGES.
THE NEW VISUAL IDENTITY SHOULD FEEL FRESH YET FAMILIAR ENOUGH TO BUILD UPON YOUR EXISTING BRAND EQUITY. CONSIDER
THE PSYCHOLOGICAL IMPACT OF COLORS AND SHAPES, THEY COMMUNICATE VOLUMES BEFORE A SINGLE WORD IS SPOKEN.



CRAFTING YOUR REFReESHED BRAND VOICE AND TONE

YOUR BRAND'S VOICE IS ITS PERSONALITY, AND ITS TONE IS HOW THAT PERSONALITY IS EXPRESSED IN DIFFERENT SITUATIONS.
DEVELOPING A CONSISTENT AND AUTHENTIC BRAND VOICE IS ESSENTIAL FOR BUILDING RAPPORT AND TRUST WITH YOUR
AUDIENCE.

THIS INVOLVES DEFINING SPECIFIC LANGUAGE GUIDELINES, SUCH AS PREFERRED TERMINOLOGY , SENTENCE STRUCTURE, AND EVEN
THE LEVEL OF FORMALITY. WHETHER YOU AIM FOR A FRIENDLY AND CONVERSATIONAL TONE OR A MORE FORMAL AND EXPERT
ONE, CONSISTENCY IS KEY. IMAGINE YOUR BRAND AS A PERSON; HOW WOULD THEY SPEAK IN DIFFERENT SCENARIOS? THIS WILL
GUIDE YOUR CONTENT CREATION.

PHASE 4: IMPLEMENTATION AND RoLLOUT

A BRILLIANT BRAND STRATEGY AND STUNNING CREATIVE EXECUTION ARE ONLY EFFECTIVE IF THEY ARE PROPERLY IMPLEMENTED.
THIS PHASE INVOLVES SYSTEMATICALLY UPDATING ALL BRAND TOUCHPOINTS AND COMMUNICATING THE CHANGES TO
STAKEHOLDERS.

UPDATING ALL BRAND TOUCHPOINTS

THIS IS A COMPREHENSIVE UNDERTAKING THAT REQUIRES METICULOUS ATTENTION TO DETAIL. EVERY SINGLE PLACE YOUR BRAND
APPEARS NEEDS TO BE UPDATED.

DiGITAL AsSETS: \X/EBSITE, SOCIAL MEDIA PROFILES, EMAIL TEMPLATES, DIGITAL ADVERTISEMENTS, APP INTERFACES.

PHYSICAL ASSETS: SIGNAGE, PACKAGING, BUSINESS CARDS, STATIONERY , UNIFORMS, MARKETING COLLATERAL
(BROCHURES, FLYERS).

INTERNAL COMMUNICATIONS: EMPLOYEE HANDBOOKS, PRESENTATIONS, INTERNAL SIGNAGE.

CusToMER-FACING MATERIALS: ProDUCT MANUALS, SERVICE SCRIPTS, CUSTOMER SUPPORT INTERFACES.

PRIORITIZE THE MOST VISIBLE AND IMPACTFUL TOUCHPOINTS FIRST TO CREATE A STRONG INITIAL IMPRESSION. A PHASED
ROLLOUT CAN BE MORE MANAGEABLE FOR LARGER ORGANIZATIONS.

COMMUNICATING THE BRAND REFRESH INTERNALLY AND EXTERNALLY

TRANSPARENCY AND CLEAR COMMUNICATION ARE PARAMOUNT DURING A BRAND REFRESH. Y OUR EMPLOYEES NEED TO
UNDERSTAND THE “WHY” BEHIND THE CHANGES AND HOW TO REPRESENT THE NEW BRAND. Y OUR CUSTOMERS AND THE WIDER
PUBLIC NEED TO BE INFORMED ABOUT WHAT'S NEW AND WHY IT MATTERS TO THEM.

DEVELOP A COMPREHENSIVE COMMUNICATION PLAN THAT INCLUDES INTERNAL TRAINING SESSIONS, PRESS RELEASES, SOCIAL
MEDIA ANNOUNCEMENTS, AND UPDATED WEBSITE CONTENT. HIGHLIGHT THE BENEFITS OF THE REFRESH FOR YOUR AUDIENCE — HOW
IT WILL LEAD TO BETTER PRODUCTS, IMPROVED SERVICES, OR A MORE ENGAGING EXPERIENCE. IT'S AN OPPORTUNITY TO TELL A
COMPELLING NEW CHAPTER OF YOUR BRAND'S STORY.

MEASURING THE SUCCESS oF YOUR BRAND REFRESH

AFTER THE DUST SETTLES FROM THE ROLLOUT, IT'S CRUCIAL TO MEASURE THE IMPACT OF YOUR CORE BRAND REFRESH. THIS



ISN/TJUST ABOUT CHECKING A BOX;, IT'S ABOUT UNDERSTANDING WHAT WORKED, WHAT DIDNIT/ AND HOW YOU CAN CONTINUE
TO OPTIMIZE YOUR BRAND'S PERFORMANCE.

Key PERFORMANCE INDICATORS (KPIS) ARE YOUR BEST FRIENDS HERE. THESE METRICS SHOULD ALIGN WITH THE ORIGINAL GOALS
YOU SET FOR THE REFRESH. DID YOU AIM TO INCREASE BRAND AWARENESS? IMPROVE CUSTOMER ENGAGEMENT? DRIVE SALES?
TRACK THESE SPECIFIC METRICS BEFORE, DURING, AND AFTER THE REFRESH TO GAUGE ITS EFFECTIVENESS. CUSTOMER FEEDBACK
SURVEYS, SOCIAL MEDIA SENTIMENT ANALYSIS, WEBSITE TRAFFIC, CONVERSION RATES, AND MARKET SHARE DATA ARE ALL
VALUABLE INDICATORS.

CoMMoN PITFALLS To AvolD IN A Core BRAND REFRESH

EVEN WITH THE BEST INTENTIONS, BRAND REFRESHES CAN GO AWRY. AW ARENESS OF COMMON MISTAKES CAN HELP YOU STEER
CLEAR OF THEM AND ENSURE YOUR EFFORTS ARE SUCCESSFUL.

LAack oF CLEAR OBJECTIVES

INSUFFICIENT RESEARCH

INCONSISTENT IMPLEMENTATION

IGNORING STAKEHOLDER FEEDBACK

OVERLY AMBITIOUS OR INAUTHENTIC CHANGES

FAILING TO MEASURE RESULTS

A CORE BRAND REFRESH IS A SIGNIFICANT UNDERTAKING, BUT BY APPROACHING IT WITH A STRATEGIC MINDSET, METICULOUS
PLANNING, AND A COMMITMENT TO CONSISTENT EXECUTION, YOU CAN REVITALIZE YOUR BRAND AND SET IT UP FOR SUSTAINED
SUCCESS. |T°S A JOURNEY OF EVOLUTION, ENSURING YOUR BRAND REMAINS RELEVANT, RESONATES WITH ITS AUDIENCE, AND
CONTINUES TO ACHIEVE ITS BUSINESS OBJECTIVES IN AN EVER-CHANGING WORLD.

FAQ

Q: WHAT IS THE PRIMARY DIFFERENCE BETWEEN A BRAND REFRESH AND A BRAND
REBRAND?

A: A BRAND REFRESH IS A STRATEGIC UPDATE TO AN EXISTING BRAND, OFTEN INVOLVING CHANGES TO VISUAL ELEMENTS,
MESSAGING, AND POSITIONING TO KEEP IT RELEVANT AND COMPETITIVE. A BRAND REBRAND, ON THE OTHER HAND, IS A MORE
RADICAL OVERHAUL, OFTEN INVOLVING A COMPLETE SHIFT IN BRAND IDENTITY, STRATEGY, AND MARKET APPROACH, SOMETIMES
DUE TO SIGNIFICANT BUSINESS CHANGES LIKE MERGERS OR A COMPLETE CHANGE IN BUSINESS MODEL.

QZ How LONG DOES A TYPICAL CORE BRAND REFRESH PROCESS TAKE?

A: THE TIMELINE FOR A CORE BRAND REFRESH CAN VARY SIGNIFICANTLY DEPENDING ON THE SCOPE OF THE PROJECT, THE SIZE OF
THE ORGANIZATION, AND THE COMPLEXITY OF THE CHANGES. |T CAN RANGE FROM A FEW MONTHS FOR SMALLER, MORE FOCUSED



REFRESHES TO OVER A YEAR FOR COMPREHENSIVE OVERHAULS INVOLVING EXTENSIVE RESEARCH, STRATEGY DEVELOPMENT, AND
MULTI-CHANNEL IMPLEMENTATION.

Q: \WHAT ARE THE KEY BENEFITS OF UNDERTAKING A CORE BRAND REFRESH?

A: THE KEY BENEFITS INCLUDE INCREASED RELEVANCE IN A CHANGING MARKET, IMPROVED CONNECTION WITH A TARGET AUDIENCE,
ENHANCED COMPETITIVE ADVANTAGE, REVITALIZED BRAND PERCEPTION, POTENTIAL FOR INCREASED CUSTOMER LOYALTY AND
ACQUISITION, AND BETTER ALIGNMENT OF BRAND IDENTITY WITH BUSINESS OBJECTIVES.

Q: How Do | KNOW IF MY BRAND NEEDS A REFRESH, OR IF IT'S JUST A PASSING TREND
I'M NOTICING?

A: A TRUE NEED FOR A REFRESH IS INDICATED BY PERSISTENT ISSUES LIKE DECLINING MARKET SHARE, OUTDATED VISUAL IDENTITY,
NEGATIVE CUSTOMER FEEDBACK, OR A DISCONNECT BETWEEN YOUR BRAND AND CURRENT MARKET REALITIES. PASSING TRENDS ARE
USUALLY SUPERFICIAL. IT'S IMPORTANT TO CONDUCT THOROUGH MARKET RESEARCH AND INTERNAL AUDITS TO DISTINGUISH
BETWEEN A TEMPORARY FAD AND A FUNDAMENTAL NEED FOR BRAND EVOLUTION.

QI \WHAT IS THE ROLE OF INTERNAL STAKEHOLDERS IN A CORE BRAND REFRESH?

A: INTERNAL STAKEHOLDERS, INCLUDING EMPLOYEES AND LEADERSHIP, ARE CRUCIAL. THER UNDERSTANDING, BUY~IN, AND
ADVOCACY ARE ESSENTIAL FOR SUCCESSFUL IMPLEMENTATION. ENGAGING THEM EARLY IN THE PROCESS HELPS ENSURE
CONSISTENCY IN BRAND REPRESENTATION AND FOSTERS A SENSE OF OWNERSHIP AND PRIDE IN THE REFRESHED BRAND.

QZ How IMPORTANT IS MARKET RESEARCH WHEN PLANNING A CORE BRAND REFRESH?

A: MARKET RESEARCH IS ABSOLUTELY CRITICAL. |T INFORMS THE ENTIRE PROCESS BY PROVIDING INSIGHTS INTO CONSUMER
PERCEPTIONS, COMPETITOR ACTIVITIES, MARKET TRENDS, AND THE EVOLVING NEEDS OF YOUR TARGET AUDIENCE. W ITHOUT
SOLID RESEARCH, A REFRESH IS LIKELY TO BE BASED ON ASSUMPTIONS RATHER THAN STRATEGIC DATA, INCREASING THE RISK OF
FAILURE.

Q: CAN A CORE BRAND REFRESH BE DONE WITHOUT A COMPLETE OVERHAUL OF THE
LOGO?

A: YES, ABSOLUTELY. A CORE BRAND REFRESH DOESN'T ALWAYS NECESSITATE A COMPLETE LOGO REDESIGN. |T MIGHT INVOLVE
SUBTLE REFINEMENTS TO AN EXISTING LOGO, OR IT COULD FOCUS MORE HEAVILY ON UPDATING COLOR PALETTES, TYPOGRAPHY,
MESSAGING, AND OVERALL BRAND EXPERIENCE. THE EXTENT OF CHANGES DEPENDS ON THE SPECIFIC NEEDS IDENTIFIED DURING THE
DISCOVERY PHASE.

QI WHAT ARE SOME COMMON MISTAKES TO AVOID DURING A BRAND REFRESH?

A: COMMON MISTAKES INCLUDE A LACK OF CLEAR OBJECTIVES, INSUFFICIENT RESEARCH, INCONSISTENT IMPLEMENTATION ACROSS
TOUCHPOINTS, IGNORING STAKEHOLDER FEEDBACK, MAKING OVERLY AMBITIOUS OR INAUTHENTIC CHANGES, AND FAILING TO
MEASURE THE RESULTS OF THE REFRESH.
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