


Executing a Strategic Brand Refresh



Dawn Kane Jonathan 
Shaw

Mary Mills Kelly Roddy

Hot Dish Advertising 
Co-Founder/CEO

Lemon Tree Family 
Hair Care

President/CEO

United Franchise 
Group 

Director of Marketing

Schlotzskyôs
President



3rd Generation 
Owner

Former Franchisee 
(of Another Brand) 

Franchisor for 8 
Years

Jonathan Shaw ïLemon Tree Family Salons



10 Years with UFG

9 Franchise 
Brands

Strategic Brand 
Refresh for All 
Brands!

Mary Mills ïUnited Franchise Group



President

Part of FOCUS 
Brands & Roark 
Capital Group

2nd Brand Refresh 
for Schlotzskyôs

Kelly Roddy ïSchlotzskyôs



Objectives for todayôs session:

Recognize the need for a brand refresh.

Determine the necessary steps to get started.

Know what communication it takes to get buy-in in order to 
assure a successful refresh.



Time to REFRESH!

Is it prescriptive?

Or is it subjective?

How do you know it is the right time?



Time to REFRESH!

Mature brands, if redirected, can still have plenty of life.

A brand refresh can be considerably less costly than 
introducing an entirely new brand.



Reasons for a REFRESH

Increase Traffic

Enter New Markets

Repositioning

Augmenting/Changing ïProducts or Services

Brand Extension



Discovery & Research

Is there a right and wrong approach?

How long before I see a return on my investment?

Identify Needs



Discovery & Research

Define Objectives & Set a Plan

Uncover Core Awareness Gaps

Primary Research

�� Perception vs. Reality

Identify Needs


