
Evaluating 
Your Brand
Are you ready for a refresh?



We hear from people and companies 

who want to change their brand, 

but sometimes they have difficulty 

articulating why. Brand changes 

can take up a lot of company time 

and resources, so they are not to be 

taken lightly. A thorough evaluation 

of what is working and what is not is 

necessary to justify this kind of effort. 

Our goal with this whitepaper is to 

help you evaluate your brand and 

understand what type of change you 

might need. We’ll cover a number 

of brand elements, including your 

name, your visual identity and your 

positioning. 

Change can be 
done for a multitude 
of reasons, in 
general it falls 
into two areas: 
Either to bring new 
opportunities, or to 
correct something 
that isn’t working 
as hard as it could 
for a brand. In some 
instances, it could 
be both. 

HOW DO YOU KNOW WHEN IT IS TIME TO 
REFRESH YOUR BRAND?
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So you know you want to do 

something different with your brand, 

but what should you change and 

how do you know when it is time to 

change it? 



Keep track of your answers for 
the following questions – for each 
question, we’ll go over what the 
answers mean following that 
section at the end. 

SCORECARD

Question 1 Question 2 Question 3

Naming

Visual 
Identity

Positioning

ANSWER  EITHER:  YES, NO, OR  I DON’T KNOW
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We’re going to start with a few 

questions about your company name. 

Our goal is to determine if it is the 

right name for your company today 

or if you should consider a change. 

Your name is how your company is 

introduced to most customers, and 

they may even hear the name out 

loud or read it before they see a logo 

or interact with your company in 

some other way. 

So your name is an important part of 

your brand, but just one part. Over 

time, all the things you stand for in 

customers’ minds will be associated 

with the name. This applies to all 

types of names, whether they are 

descriptive or not. 

NAMING
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There are a few different types of 

names that each have a different 

expectation of what they bring to your 

brand. A descriptive name should 

describe what a company does, like 

Pizza Hut. Associative names can 

be a current usage word that isn’t 

necessarily descriptive of what you 

do, or it can be completely made-up. 

Made up names start as a blank slate, 

so in theory these can take on the 

meaning you want them to, provided 

your customer’s experiences are 

aligned with your brand attributes. 

Finally, a heritage name provides 

something about your history or 

legacy, like a person or place. These 

names can also take on a completely 

association over time.

So your name is an important part of 

your brand, but just one part.

Here are some 
questions to ask 
yourself when deciding 
if your name needs a 
refresh:



• Your descriptive name no 
longer stands for what you 
have grown to offer

• Your name is only 
associated with part of your 
portfolio.

In our experience, this is the #1 

reason why companies change 

their names, especially if customer 

perceptions around what they 

stand for are deeply-rooted when 

the offerings change. 

For instance, a merger or 

acquisition is one way to find 

out that a old name was only 

associated with what a company 

used to offer, and not what they 

offer now or what they want to 

stand for. 

NAMING
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1
1.  Do you have a name that only stands for part of what  
you now do?



NAMING
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• You have altered your 

positioning and want 
to stand for different 
attributes

• You have changed your 
strategy, such as the way 
you are going to market. 
(This could be something 
like switching from a bricks 
and mortar store to more 
online, or from individual 
products to bundled 
solutions.) 
 

Depending on the degree of your 

change, you may now be trying 

to convince your audience that 

you are someone new or offering 

something new. But you run the 

risk of them seeing the same 

old brand name. You may have a 

difficult time getting the attention 

of the new customer you hope 

to acquire if they immediately 

write you off. How are you going 

to change their mind when it is 

already made up? 

2. Have you changed your position, strategy, or  
target audience?



NAMING
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• You run up against similarly 

named companies.

• Customers are not able 
to pronounce your name 
correctly, or customers are 
not able to spell your name, 
especially when they want 
to find you on the internet. 

• You are in, or expanding to 
countries where English is 
not the first language.

On this last point, confusion 

or potential confusion can be 

determined through linguistic 

research. This will help you 

understand if your name might mean 

something else in another language 

that could result in misinterpretation 

of your offering.

3. Is your name confusing to customers?



If you answered yes to any of these 

questions, especially the first or the 

last one, you should be considering 

a name change. If you answered 

yes to more than one, your name 

may be holding you back, so you 

will want to take action sooner than 

later. As your company grows and 

builds perceptions with customers, it 

can become increasingly difficult to 

change them. So if you know a name 

change is inevitable, the longer you 

wait the harder it will be. 

If you answered “don’t know” for 

any of the questions, you may want 

to consider research that could 

articulate what your customers, 

prospects, or employees think 

about your name and what it stands 

for. These studies can be a little 

tricky as you are trying to gauge 

both functional and emotional 

associations. But with the right 

methodology and questioning you 

can gain some important insights.

HOW DID YOU SCORE?
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Question 1 Question 2 Question 3

Naming
I don’t 
know

yes
yes



Your logo and other identity elements 

should work in tandem with your 

company name to help express 

what you stand for. And like a name, 

your identity may include very 

literal elements or more associative 

elements that help express your 

brand’s character. These associative 

elements are especially important as 

they may communicate emotional 

attributes, and provide back up to the 

meaning your name is bringing to the 

table. 

Associative elements can include 

color or font choice, a symbol, and 

a host of other elements. These can  

appear in a logo or as secondary 

identity elements on corporate 

stationary or marketing materials. 

When thinking about your identity, 

consider your logo and any other 

visual elements you utilize to 

represent your brand.

Here are some 
questions to ask 
yourself when deciding 
if your visual identity 
needs a refresh:

VISUAL IDENTITY
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VISUAL IDENTITY
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• For those who know your 

company best, your identity 
should represent who you 
are. These impressions are 
important to understand if 
your identity is working as 
hard as it can for you. For 
instance, if you are targeting 
large businesses and your 
logo or identity comes 
across as a mom & pop 
company, then the answer 
to this question would be 
“no” for your organization. 
 

• You will want to understand 
what elements within 
the logo are driving their 
impressions as well. You 
may want to retain the 
elements that are still in 
alignment with your brand 
or brand aspirations and 
not completely change 
everything.

1. Do current customers see your visual identity as representing 
what you stand for?



VISUAL IDENTITY
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• Are the functional, 

emotional and/or character 
elements in alignment?

• Do new prospects see 
your identity a certain 
way, relating it to such 
characteristics as 
professional, friendly, or 
classical? 

• Your identity can say a lot 
about you. Think about it as 
the face of your company, 
and it can make lots of 
facial expressions. Those 
who haven’t already had 
an experience with your 
brand will give you a pure 
read on what the identity 
represents. Then you can 
take their words and see if 
it aligns to what you want 
your brand to stand for.

2. Do the things new customers say about your identity also 
describe your brand?



VISUAL IDENTITY
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• Does it scale well to all 

necessary sizes? 

• Is it generally being 
used properly or are you 
seeing lots of misuse or 
exceptions?  
 
 
 
 
 
 
 
 
 

Logos now need to take into 

consideration what would be 

used in social media or on a small 

mobile device. Symbols are now 

necessary in many places to 

represent a brand. A logo that is 

difficult to use will result in more 

improper usage. Misuse can cost 

a company precious resources 

to police, and over time can even 

weaken a trademark claim.

3. Is your logo easy to implement in all the places you want to 
use it?



If the answer to a majority of the 

questions was “no,” it is time to think 

about a change. 

Your identity serves as the face 

of your company. And like your 

name, customers may identify 

with and recognize you from your 

brand identity, perhaps even before 

they have any interaction with an 

employee or product. In fact, over 

time brands may be able to use a 

symbol alone, even without a name 

to represent their brand. Think of 

symbols like the Nike swoosh or 

Facebook’s “F” logo. Consider also 

that an identity change doesn’t 

mean you have to throw out all your 

hard-won equity. For instance, if your 

customers recognize you as blue, 

then you should keep that element, 

like UPS did with its brown when 

refreshing its identity. This is why it is 

important to parse out the different 

elements and their associations. 

If you answered “I don’t know” to any 

of these questions, once again you 

should consider research that can 

help you dive in and look at specific

HOW DID YOU SCORE?
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Question 1 Question 2 Question 3

Visual
Identity

no
I don’t 
know

no

elements and what they mean. This 

does not have to be an expensive 

study that is conducted multiple 

times. A study done with audiences 

both familiar with and not familiar 

with your brand can reveal if your 

identity is working as hard as it can to 

communicate who you are.



Let’s talk about positioning. This refers 

to what it is your brand stands for (or 

wants to stand for) in your customer’s 

minds. This generally includes some 

statement of who you are and what 

you do, as well as a set of benefits 

that you provide to a specific target 

audience. There is also what we call 

your brand character, which is how 

you express this positioning, whether 

it comes out in messaging, design, 

your physical offerings, employee 

attitude or other means.

Since positioning is more of an 

internal-facing brand element, it may 

be changed incrementally over time 

with less resources compared to 

something like a new name or logo. 

But there are all levels or degrees of 

change that can happen based on 

business need.

Here are some 
questions to ask 
yourself when deciding 
if your positinoing 
needs a refresh:

POSITIONING
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POSITIONING
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• Are you adding new 

products or line extensions?

• Are you offering products in 
new categories?

• Are you involved in a merger 
or acquisition?

Growth and the addition of new 

offerings creates the need to re-

evaluate your positioning.  Even if 

you have decided not to change your 

name and identity to accommodate 

your expansion, it is likely that you will 

need to adjust, at the bare minimum, 

the functional attributes and benefits 

that you now want your brand to 

represent.

1. Has your portfolio of offerings expanded?



POSITIONING
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• Are you targeting a different 

demographic?

• Are you targeting a new 
company size?

• Are you targeting a new 
industry?

Let’s say you have been successfully 

selling to small businesses so now 

you are ready to go up market. But 

now your competitors are different, 

and you can’t assume your current 

position is relevant and compelling 

to a new audience. You will want to 

re-evaluate or test your positioning 

with the new audience to see what 

adjustments might need to be made.

2.  Have you changed or added to your target audience?



POSITIONING
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• Have new competitors entered 

the market? 

• Are competitors positioning 
you in a way you need to 
respond to? 

• Are you becoming less relevant 
now that there are more 
choices for customers?

If you are the only game in town and 

people want or need your offering, it 

probably doesn’t matter how you position. 

However, more choices for customers 

brings a greater need to establish how 

you are different, and why you are better. 

Sometimes new competitors will even 

position themselves just like you, 

saying exactly what you have been 

saying only louder. Don’t let your 

competitors have the opportunity 

to tell your customers what you are 

or are not. Understanding how your 

customers view your competition 

and how they are positioned is 

something you should constantly 

keep tabs on. A regular competitive 

audit or a brand tracking study can 

ensure you have this information 

readily at your fingertips to guide 

any tweaks needed to your 

positioning or to strengthen it 

against competitive threats. 

3. Are you feeling new competitive pressures you didn’t face in 
the past?



If you answered “yes” to any of these 

questions, you should consider a 

positioning change. But remember, 

this doesn’t need to be a full scale 

re-positioning, perhaps just a fine 

tuning to clarify some of the benefits 

you want to emphasize. In this area 

of branding, the more questions you 

answer yes to, the greater the amount 

of change is likely necessary. 

If you answered “don’t know” to any of 

these questions, you should consider 

a brand tracking study that can show 

what customers think your brand 

stands for. 

It can also help you understand what 

they think about your competitors. 

Brand tracking studies can be done 

once as a benchmark or a validation 

for new positioning, but they are most 

effective when completed multiple 

times to track changes in the market, 

perceptions, and the impact that your 

various marketing efforts are having 

on your desired positioning.

HOW DID YOU SCORE?
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Question 1 Question 2 Question 3

Positioning yes yes
I don’t 
know



When deciding whether to refresh 

your brand, this self-reflective quiz 

can help pinpoint which area (or 

areas) your brand needs updating, 

and will help determine the next 

steps in determining the extent of 

your refresh.

This type of brand strategy approach 

is helped immensely by strong 

research. 

 At Addison Whitney, 
our brand strategy 
and market 
research teams 
work hand-in-hand 

whitepaper bring to light the areas 

of opportunity for your brand, keep 

in mind two things – change can 

be for the better of your brand and 

organization; and it’s better to start 

the wheels in motion sooner rather 

than later. 

Maybe you want to take a “wait and 

see” approach before committing 

to a change. However, the more 

deeply rooted your current branding 

becomes, the longer it will take to 

change those perceptions. A brand 

refresh lends itself to more of a “rip 

the Band-Aid” off approach that 

can immediately provide new brand 

assets and their associated benefits.

with our clients to 
help answer many 
of these same 
questions, and 
then guide them 
on the right path 
that works for their 
specific brand 
needs.

A brand refresh shouldn’t be 

something that is scary or 

overwhelming. Yes, there will be 

change. Yes, some tough decisions 

may need to be made. But if your 

answers to the questions in this 

CONCLUSION
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How can you be sure that your new 

name is going to connect or be 

understood by your target audience?

The most important thing for you to 

do if you are going to change your 

name is to make sure to tell your story 

about why you needed to change it 

and what the new name represents. 

There are always going to be some 

people who don’t like the name, 

One of the great things about naming 

validation research is you can test 

a number of names (including your 

current one) to see which names are 

best suited for certain attributes in 

your positioning. You can also test 

things like recall or spelling which 

are good to know early on in your 

marketing plan. So doing name 

research can give you some peace of 

mind to know how the name is going 

to be received. 

and those are usually the first 10 

responses you see. But they shouldn’t 

be able to deny the reasons why 

you changed it so this changes the 

conversation from an emotional to 

more rational response. 

Now if you want customer input 

before you change your name, like 

to validate your decision, you can 

always do some testing to gauge the 

response and see what they think. 

The thing you’ll definitely want to do is 

validate the name alignment against 

the list of attributes you want it to 

stand for, to see if they understand it, 

or at least interpret it in the same way 

you do. 

FAQ’s
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If your brand has negative 

perceptions tied to it how do you 

know if you need a name change, 

positioning change or both?

That depends on a couple of 

things. First, the degree of negative 

perception, and then how much 

equity or investment you have tied 

up in your brand name. If you believe 

that your brand can’t rebound from 

a negative perception, then a name 

change would be a better approach. 

Because of the investment required 

for a name change, it is suggested to 

try a positioning change and see how 

that works first. A positioning change, 

if executed correctly, should have 

everyone telling a new story about 

your brand that should be a clear 

indicator that you have taken the 

issue that you had to heart and acted 

on it as necessary. 

FAQ’s
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I answered “I don’t know” to a 

number of questions, and you 

mentioned doing research to get my 

answers, what types of research do 

you mean?

There are a number of different ways 

that you can approach research 

based on what your questions are, 

and what your level of investment 

in from both a time and money 

perspective. Typically, an online survey 

is recommended, as these are fast 

and cost effective. 

But if you have fewer, larger 

customers, you might find qualitative 

research more insightful, and for this 

we typically recommend one-on-one, 

in-depth interviews. These interviews 

are also more effective if you want to 

dive in and get more of the “whys” and 

not just a chart of the answers. So 

there are a range of different options 

to choose depending on your needs 

and budget.

FAQ’s
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If I change my name or logo there 

are a lot of touch points we’d have to 

update. Do you recommend updating 

all at once or in phases? 

It depends on a few factors. There 

are some things to look at such as 

what specifically is changing and 

the degree of change that needs to 

happen. 

Internal factors, such as 

understanding the difficulty or 

costs involved in changing different 

touchpoints, would need to be taken 

into consideration. Sometimes 

something that might seem small, like 

changing employee business cards, 

can have a profound affect and every 

situation is different.

FAQ’s
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For More Information, 
visit us at www.addisonwhitney.com, 
or call 704-347-5700


