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Executing a Strategic Brand Refresh
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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!

How do you know it is the right time?

IS It prescriptive?

Or is it subjective?




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 i Products or Services

Brand Extension




Discovery & Research

ldentify Needs
Is there a right and wrong approach?

How long before | see a return on my investment?




~Discovery & Research

ldentify Needs
Define Objectives & Set a Plan

Uncover Core Awareness Gaps

Primary Research

Perception vs. Reality




