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The GO! Network creates resources for marketers with support
from our community of expert agencies:
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Your brand identity is more than just your visuals or naming. It's

how your business is perceived by your audiences, competitors

and customer base.

WHAT IS A BRAND
IDENTITY?

THE (RE)BRAND WORKBOOK

What  do people think of or feel when they see your brand/hear

your name?

"One of the easiest definitions of a brand is from much-respected 
branding guru, Seth Godwin, who says “a brand is the set of 
expectations, memories, stories and relationships that, taken together, 
account for a consumer’s decision to choose one product or service 
over another.” 

Felicity Allen - Commercial Director, Something Big

Diving into your own brand shouldn't be an internal-only effort. Ask 
your customers or run a short brand research project to identify what it 
is that your brand evokes in the audience.

For example, Coca-Cola - one of the strongest brand identities going -
combines the bright logo with their advertising and storytelling 
approach.
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We asked our network to share some of the most common

mistakes they see when running a rebrand - and how to fix them.

BRANDING & REBRANDS:
COMMON MISTAKES

THE (RE)BRAND WORKBOOK

it's a common mistake to leap straight to execution without clearly
defining the brand's strategic need or the unique customer insight.

Mistake #1: Running before you can walk

Start up front with business, brand and customer objectives to know
where and how to shift the dial. Spend time thinking and defining 'why
do I need this' and 'what is the key measure of success' before taking
any action.

Nicolette Robinson - Strategy Director, Mimo Brands

Undertake a Brand Story exercise (or similar). Basically, understand
what makes the business tick and where it needs to be positioned
before starting the visual process.

Tom Langford - Managing Director, Potting Shed

How to fix it:

A rebrand can be exciting, but it's important to do it the right way. A
rushed rebrand can lead to confusing messaging and ending up in a
worse place than you started.

Slow release of information and assets. Making sure everything looks
and sounds great. Make sure the money you spend gets you quality.

Edward Davis - Managing Director, Glued Films
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BRANDING & REBRANDS:
COMMON MISTAKES
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Sacrifice is required to establish conspicuous brands. Reduce
complexity, narrow the field of vision and do less. This makes some
clients feel uncomfortable. Fear not, the bigger risk is fitting in and
creating another clone brand. A cloned brand often means that further
growth is stuck in second gear.

Mistake #2: Not understanding the real role of a brand

Martin Shaw - Director, Nokamo

The biggest mistakes I see from clients trying to complete a rebrand
would be failing to grasp the meaning of their branding which leads to
confusing marketing. This could be solved by using an agency or brand
specialist who understands brands, target audiences, and would elevate
the brand.

Vishnu Parmar - Creative Manager, KOMI

How to fix it:

It's important to recognise that a brand is more than a logo, or a set of
visual guidelines. Too often, brands will end up with a brand that
reflects their own marketing team's 'wants', not their business goals.

Produce a tight brief including 'why' we are doing this. What are we
looking to achieve with the rebrand. What does our brand stand for and
what will make us stand out. Keep it simple. Don't bring in too many
stakeholders.

Rebecca Cox - Account Director, Harrison Carloss
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BUILD YOUR BRAND
HEART: VISION

Why does your brand exist? What's your vision?

"Getting to the essence of what the business is is a difficult task which
is why many don't do it, but it gives the brand integrity and longevity
and ensure customers know what you stand for." 

Charlotte Graham-Cummings - CEO, Ice Blue Sky

Different levels of vision

Brands can associate their brand's purpose at multiple levels - most
commonly, it will be service level, industry level, or global. For example:

Service level

Apple’s vision statement is “We believe that we are on the face of the
earth to make great products and that’s not changing."

Industry level

Uber’s vision statement is ‘Transportation as reliable as running water,
everywhere for everyone’

Global level

IKEA’s goal is to ‘create a better everyday life for the many people.’

THE (RE)BRAND WORKBOOK
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BUILD YOUR BRAND
HEART: VALUES

What do you stand for as a brand? What are your values?

Try to keep your values focused on the customer, but feel free to bake
in elements of your internal culture.

Building brand values

"Being Present Works, so take the time to think now and act next with
confidence. Take the time to assess who you are today, and who you
may need to be tomorrow. 

Things change so have no fear to change things. No one rebrands to be
who they were yesterday, so know your aspiration for the future and
start to design it today. 

A lasting thought... your brand should never be done. It is an ongoing
relationship between yourself and your audience."

Ross Francis - Creative Director, Present Works
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"EVERY TIME A BRAND IS TWEAKED,
CHANGED, UPDATED PEOPLE HAVE

TO MENTALLY RE-LEARN THAT
BRAND ... SO BIG CHANGES NEED

SERIOUS CUSTOMER INSIGHT
BEHIND THEM TO ENSURE THE

CHANGE WILL BE POSITIVE AND
WORTH IT."

Laura Morris
Director



BUILDING AUDIENCE
PERSONAS
Properly understanding your audience means you can reach them

in the right way.

Audience Persona #1

Audience Persona #2
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Name:

Age:

Gender:

Job Title: 

Goals:

Pain Points:

How you 
help:

Name:

Age:

Gender:

Job Title: 

Goals:

Pain Points:

How you 
help:
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BUILDING AUDIENCE
PERSONAS

Properly understanding your audience means you can reach them

in the right way. Tips for solid audience personas:

Audience Persona #3

Treat the personas like real people - this isn't a way to 'filter' or
target an audience in the way you would a paid campaign audience,
it's a way to understand how your brand heart and story will
resonate with these personas.

Keep it tight - it can be tempting to make a persona as broad as
possible for fear of missing out, and go ahead with a diluted story.
To keep a clearly defined brand, keep your personas as tight as
possible.

Research - let your existing strategy inform key personas - manage
the difference between a purely aspirational audience and the
contacts you know have a higher 'conversion' rate.

THE (RE)BRAND WORKBOOK

Name:

Age:

Gender:

Job Title: 

Goals:

Pain Points:

How you 
help:
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EVALUATING THE
COMPETITION

Competitor 1:

"Do your homework to understand the market, whether that stretches
to a full-scale research project and segmentation of the market, or just
chatting to a few customers or spending time with the people who
speak to your customers every day. If you can understand your
customers, and those who you’d like to attract well enough, this will
dictate whether or not it's time to rebrand." 

Ben Norman - Account Director, Principles Agency

A competitive analysis allows you to pull out the key messages
that make your brand stand out from the crowd. Pull your 3
most relevant competitors and complete the below.

THE (RE)BRAND WORKBOOK

Name:

Services:

Tagline:

Brand Heart:

Look & Feel:

Strengths:

Weaknesses:

Your 
Differences:

https://www.thegonetwork.com


EVALUATING THE
COMPETITION

Competitor 2:
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Name:

Services:

Tagline:

Brand Heart:

Look & Feel:

Strengths:

Weaknesses:

Your 
Differences:
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EVALUATING THE
COMPETITION

Competitor 3:

THE (RE)BRAND WORKBOOK

Name:

Services:

Tagline:

Brand Heart:

Look & Feel:

Strengths:

Weaknesses:

Your 
Differences:
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"IT’S A SAD FACT THAT VERY FEW
COMPANIES OR ORGANISATIONS ARE
ABLE TO CLEARLY ARTICULATE WHY
THEY DO WHAT THEY DO. 

BUT HERE’S THE TRUTH: THERE’S LITTLE
POINT TO A REBRAND WITHOUT
GATHERING THE INSIGHT TO
SUPPLEMENT YOUR APPROACH. A LACK
OF INSIGHT AND STRATEGY MAKES
REBRANDS LACK DISTINCTIVENESS
WITHIN THEIR MARKET. "

Kendra Rogers
Head of Insight & Strategy



CLARIFYING YOUR
BRAND VOICE

How do you want people to feel when they interact with your

brand?

"The language you use is in the hands of many different people: yes,
marketing and brand. But also: customer experience, legal, your
leadership, and many, many more. 

You can't just produce a tone of voice guideline and think your job's
done. It's a cultural change - people need training, support, role models,
and they need all of that long beyond the launch of the new brand." 

Neil Taylor - Founder, Schwa Consulting

A clear brand voice allows your audience to immediately
understand your value and identity as a business. A lot of this
comes down to tone of voice, but also incorporates your style of
messaging and what you actually say.

Which adjectives would you use when describing your brand?

THE (RE)BRAND WORKBOOK
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CLARIFYING YOUR
BRAND VOICE

What does your competition sound like?

How do you talk about yourselves?

What words do you NOT want to use to describe yourselves?

These answers should allow you to boil down your voice - as an
exercise, try writing a sentence, a paragraph, and a one-pager
introducing your brand in the voice you've clarified above.

THE (RE)BRAND WORKBOOK
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YOUR VISUAL IDENTITY

Before revisiting any visual branding, ensure you have all the

assets required for a flexible and effective brand identity.

Visual Identity Checklist

Logo

Colours

Typography

Photography

"I’ve seen people lose focus as they get immersed in the discovery,
design and detail of branding. If proper consideration isn’t given to how
the brand will be used and how it will work in marketing and advertising,
then it’s very possible there will be gaps. And that can lead to more
investment in budget and time being needed."

Dan Appleby - Managing Director, Drummond Central

 
For Web
For Print
Renders at small sizes?

Main colour
2 primary colours
3-5 complementary colours
2 accent colours

Primary typeface 
Seconday typeface
Tertiary typeface

Visual Guidelines - colour and
style
Visual Guidelines - imagery

Illustration

Iconography

Data Visualisation

Video/Graphics/UX

 
Visual Styling
Examples of illustration

Hi-res quality
Set of frequently used icons

Colour guidelines
Style selected for use in any
assets

Set of 4 key animation
motions
Guidelines for animated text
Consider Accessibility of
website/video assets

THE (RE)BRAND WORKBOOK
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"IT'S CRUCIAL TO MANAGE INTERNAL

EXPECTATIONS ON THE EXTENT OF

THE REBRAND AND GET THE

INTERNAL STAKEHOLDERS INVOLVED

EARLY. TRY AND GET A CLEAR

UNDERSTANDING OF WHAT THE

REBRANDING IS TRYING TO

ACHIEVE, BE THAT COMMERCIALLY,

BEHAVIOURALLY OR FROM A BRAND

HEALTH PERSPECTIVE."

Sue Benson
Managing Director



THE 'HOOK' - BRAND
PILLARS
Here's the fun part. The 'hook' is your core descriptive identity and

pillars of messaging that will define your brand across your

marketing strategy.

Brand Tagline

Using your brand voice, core personas, and competitor analysis,
complete the below with your key stakeholders. You can use the below
template for building a new brand identity with what you would prefer
to see in your brand, or to realistically assess your existing identity.

THE (RE)BRAND WORKBOOK

Value Proposition (3-5 sentences max.)

Pillar 1

Supporting points - how do you exemplify this?

https://www.thegonetwork.com


THE 'HOOK' - BRAND
PILLARS

Brand Tagline

THE (RE)BRAND WORKBOOK

Pillar 2

Supporting points - how do you exemplify this?

Brand Tagline

Pillar 3

Supporting points - how do you exemplify this?

The GO! Network works cost-free with brands to connect them to
agencies that fit more than just the filters. To have an initial
confidential chat with the team, click below.

GET IN TOUCH

https://www.thegonetwork.com
https://www.thegonetwork.com/get-in-touch


REBRAND

QUESTIONNAIRE
Now that you've gone through the above, use this template to clarify the
state of your existing brand, the extent of a rebrand, and anything you'd like
to change going forward.

Set on running a rebrand but need more than in-house
support? GO! run cost-free searches for brands looking
for an agency that can partner with them in the right way.

https://www.thegonetwork.com


YOUR CURRENT BRAND

What are your strongest brand pillars? (3 max.)

THE (RE)BRAND WORKBOOK

Organisation name

What you do (2 sentences max.)

What is your current brand heart?

How are you currently described by key audiences and clients?

https://www.thegonetwork.com


YOUR CURRENT BRAND

Who are your target audiences? (3 max.)
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How has your brand changed over time? What's evolved?

How would you currently describe your brand personality? Tick

those that apply.

How do you differentiate against competitors?

Friendly 
Professional 
Formal 
Brave 
Calm 
Dynamic 
Complex 
Simple

Serious
Fun
Exclusive
Accessible
Luxurious
Traditional
Progressive
Realistic

Understated
Corporate
Familiar
Disruptive
Busy
Bespoke
Steady
Trustworthy

https://www.thegonetwork.com


CURRENT VISUAL BRAND

Does this align with your values/brand heart? Why/Why not?

THE (RE)BRAND WORKBOOK

What does your current visual brand communicate?

How has your current visual identity evolved?

What do you not like about your current visual identity?

https://www.thegonetwork.com


CURRENT VISUAL BRAND

Where will you use a new visual identity?

THE (RE)BRAND WORKBOOK

Do you want a new logo? What objectives does it fit?

Should a new visual identity be 'evolutionary' or 'revolutionary'?

"Produce a tight brief including 'why' you are doing this. What are you 
looking to achieve with the rebrand? What does your brand stand for 
and what will make you stand out? Keep it simple. Don't bring in too 
many stakeholders."

Rebecca Cox - Account Director, Harrison Carloss

What 3 words should describe your new visual identity?

https://www.thegonetwork.com


CURRENT WRITTEN BRAND

What's your current tagline?

THE (RE)BRAND WORKBOOK

What makes you different? ("Our *** is the only *** that ***")

What's your current value proposition?

What are your 3 primary selling points?

https://www.thegonetwork.com


CURRENT WRITTEN BRAND

What's your current brand tone of voice?

THE (RE)BRAND WORKBOOK

What's your current brand personality?

What types of content/comms do you currently use for sharing

your brand story?

The GO! Network works cost-free with brands to connect them to
agencies that fit more than just the filters. To have an initial
confidential chat with the team, click below.

GET IN TOUCH

https://www.thegonetwork.com
https://www.thegonetwork.com/get-in-touch


How do you want people to feel when they read your content?

THE (RE)BRAND WORKBOOK

CURRENT WRITTEN BRAND

What would you change about your brand voice?

What do you not like about your current written brand?

What do you need to communicate differently to hit your goals?

https://www.thegonetwork.com


WHAT'S NEXT?

Set on running a rebrand but need more than in-house
support? GO! run cost-free searches for brands looking
for an agency that can partner with them in the right way.

GET STARTED NOW

THE (RE)BRAND WORKBOOK

Now that you've completed the workbook, the next steps are

flexible. 

Whether it's gaining stakeholder buy-in, kicking off a rebrand

project, or following up with more research, here's some final

advice:

KEEP IT SIMPLE.

DON'T BE AFRAID TO DRILL DOWN AND TIGHTEN UP.

ENSURE YOU HAVE BUY-IN BEFORE MOVING

FORWARD.

TALK TO TRUSTED CUSTOMERS ABOUT THE PROJECT

AND GET THEIR FEEDBACK WHEN YOU CAN.

If you need any more resources, you can explore our additional

resources and events for marketing professionals here.

https://www.thegonetwork.com
https://www.thegonetwork.com/resources
https://www.thegonetwork.com/get-in-touch


We work with brands at every stage of their marketing journey, and 
we're always here for a chat about potential requirements. If you'd like 
to get in touch, contact the team, or email hello@thegonetwork.com.

CONTACT THE TEAM

Rhodri Evans

Paul Lucherini

THE (RE)BRAND WORKBOOK

ABOUT THE GO! NETWORK

The GO! Network exists to help build proper relationships 
between brands and agencies. As a cost-free marketing 
intermediary, we find the best marketing agencies for your 
needs, running the search and selection process from end-to-
end so you have a better chance of success in the long run.

www.thegonetwork.com/get-in-touch?utm_source=Mutual%20Success%20Paper&utm_medium=EBook
https://thegonetwork.com/?utm_source=GO!%20Mutual%20Success%20paper%20paper&utm_medium=Whitepaper&utm_campaign=Mutual%20Success%20paper&utm_term=Mutual%20Success%20paper%20-%20the%20GO!%20Network
MAILTO:hello@thegonetwork.com
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