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Conducting a brand audit is as critical as your annual
check-up with a doctor. It will determine the health
of your company, where it is going and how it ranks
against the competition. If you are looking to make
the most of the process and your brand, make sure
to stick to the steps outlined here.
While there is no specific time frame for conducting
a brand audit, it is important to dedicate the hours
needed to update your most critical asset.

Schedule a meeting with the leadership team, preferably outside of the office. By going outside
the office, you make the conversation more honest and less restrained. Changing the scenery
can also help keep the momentum and remove any potential distractions or interruptions.

STEP

Make sure that all leaders understand that this meeting is non-negotiable and set aside
at minimum six hours to review the following:

Time commitment: 6-8 hours
Complete worksheet 1

Brand Position
What makes your brand different
from the competition? What is
the perception that your target
audience should have of the brand?
Brand Values
A company’s values are at the
core of its brand. Values should
define how a brand looks, how it
communicates and how it interacts
with its audience.

Brand Voice and Message
How do you communicate with your
target? This should be authentic,
not contrived.

Goals
What do you hope for your
company to achieve in the shortterm and long-term?

Brand Culture
Do employees and your target
market live the brand values? For a
brand to resonate with customers,
its values must originate at the core.

Brand Strategy
This is the plan for achieving your
outlined goals.

Brand Promise
This is the benefit provided to your
customers and the direct result of
your brand position.

Have your leadership team fill out worksheet 1 and go around discussing the variousl answers.
Results
During this meeting, you’ll get insight into how much the leadership team is up to speed and also
which items are no longer relevant to your company and its audience.
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Worksheet 1
Brand Position

Brand Values

1. How do we want clients to perceive our brand?

1. What is most important for us when meeting needs?

2. Who is our ideal customer?

2. What inspires you to be a part of this team?

3. What makes us unique from the competition?

3. What are our current core values with in our organization?

4.	How well do we currently maintain our existing brand position in
the market?

4. What traits to we most admire in employees?

5. What do we perceive to be our greatest accomplishments?
5.	Do we have the resources to maintain the position we desire to
have?

4

Worksheet 1
Continued

Brand Promise

Brand Voice and Message

1. What pain points do we solve for customers?

1. How do you communicate with your audience?

2. Do we truly believe in the promise of our brand?

2.	What are some adjectives you can use to describe your
brand’s persona?

3. What do we want to guarantee to provide to clients?
3. Which individual or celebrity epitomizes the brand?

4. What do we promise our clients?

5. Do we always deliver on our brand promise?
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Worksheet 1
Continued

Brand Culture

Goals

1. What is your current brand culture?

1. What do you hope the business will accomplish this year?

2. Do employees subscribe to this culture?

2.	What do you hope the business will accomplish in the next
three years?

3. Do employees share beliefs that unite them?
3. How about in the next ten years?

Brand Strategy
What are some ways you plan to achieve the goals listed and
action items listed above?
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2
STEP

Time commitment: 8-10 hours

Now that you’ve met with everyone and have a better understanding of what you want
your brand to be, it is time to answer some tough questions about where you are now.
1. Who are you as a company?

6.	How does your culture fit
the brand?

10.	Did everyone you meet with
describe the brand the same?

3. What is your product or service?

7. What is your brand promise?

4. What makes your brand unique?

8.	What is your company’s
mission?

11.	How would employees describe
the brand?

2. What is your target market?

5. What are your brand values?

9. What is the vision?

12.	Do you have a cohesive
brand strategy?

Next, you will want to answer some questions on how you communicate with your
target audience.
1.	What does your brand
sound like?
2.	Review some of your sample
copy. Does this reflect your
brand? How so or why not?
3.	What are the current headlines
used in marketing materials? Do
they reflect the brand?

4.	How do you refer to your
company? Is it an acronym? Do
you use its full name? Are there
variations across your marketing
materials? Do customers have a
name they prefer to use, such as
Mac versus Macintosh?

5.	Is your messaging to customers
consistent? Does it sound like all
messages come from the same
company?

Then, determine whether your visual identity matches your brand.
Start with the basic questions:
1.	Is your visual identity
trademarked or registered? Is
the same true for all the ways
in which you refer to your
business?
2.	Does your logo still represent
the brand?

3.	How many versions of your logo
are used?
4.	Is your logo consistently used on
all materials?

5.	Do the colors associated with
your brand reflect the current
target audience and business?
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2
STEP

CONTINUED

Time commitment: 8-10 hours

After that, gather samples of all your printed materials and ask yourself the following:
1.	Do all the materials look like they
are from the same company?
2.	Do your materials look current
and relatable?

4.	Are the chosen colors
consistently used? Are there
multiple shades of a color that
are used?

3.	Do you have stringent brand
guidelines? Are they followed?

Okay, so we covered the print materials. Now we have to delve into your visual identity
in the digital world.
1.	Is your website easily found
when performing a search on
your product or service?
2.	Is all your company information
up to date online?
3.	Are your social media sites
current and consistent?

4.	Does your digital presence
reflect your brand?

7.	Is your logo and visual identity
correct online?

5.	Are you utilizing digital tools
to their full potential?

8.	Do the images used match
your brand?

6.	Are you leveraging social
media to increase your
brand awareness?

9.	Are you using dated photos?
Or stock photography?

Finally, you should also review any places that you have brand exposure, whether internal or
external.
n

Press/news stories

n

Videos

n

Sponsorships

n

Blogs

n

Customer service

n

Community involvement

Results
Now that you’ve evaluated your materials, you should have a better understanding of what
your brand currently looks like, what you want it to look like, and most importantly, what you
need to change.
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3
STEP

Time commitment: 6-8 hours
Complete worksheet 2

Schedule another leadership meeting off-site to plan what
comes next. The first thing you will want to do is have them
review your findings from the second step. This meeting will
give you the opportunity to garner additional feedback on your
brand and your research.
From here, have the team create a SWOT Analysis (Strengths,
Weaknesses, Opportunities, and Threats). Be sure to discuss
the next steps and what information still remains to be
analyzed and go ahead and schedule one final meeting for a
few weeks out.
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Items to share:
1.	Current brand status

4.	Existing printed materials

7.	Iinternal brand communication

2.	Desired brand status

5.	Existing digital marketing

8. Current brand exposure

3.	Existing Visual identity

6.	External brand communication

9. Target audience

Worksheet 2

Internal

Fillable SWOT analysis

Helpful

Harmful

S

W

External
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Strengths

Weaknesses

O

T

Opportunities

Threats

Worksheet 2
Continued

What are the next actionable steps in getting our goals accomplished?

Actionable task

Assignee

Due Date

1.

2.

3.
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4.

5.

Don’t leave without having everyone commit to a date three weeks out to meet once more.

STEP

4
Time commitment: 4-6 hours*

*Depends on resources available to disseminate
questions and collect feedback.

Now, it’s time to get some feedback from employees. Compose an anonymous survey and
distribute it to a random sample of employees. This is a great place to get an honest assessment
of your brand and specifically how the individuals who represent the company feel about it.
At minimum, your survey should include the following:
	What do you believe are the core
values of this company/brand?

n

	In one to two sentences, how
would you describe the brand?

n

	List some emotions/feelings that
this brand evokes in you.

n

	What is the most memorable
aspect of our brand?

n

	Can you write out our brand’s
promise?

n

	How do we deliver on our brand
promise?

n

	How would you describe the
company’s personality?
Are we friendly?
Approachable?
Professional?
Serious?
Funny?
Down-to-earth?

n

	What attracted your to this
company?

n

	Are you a customer or client
of ours? Why or why not?

n

	What are our brand colors?

n

	Where do you see this company
in three years?

n

You might uncover that employees see a need for a stronger brand, or that they aren’t
connecting with the existing brand as you hoped. Plus, you’ll see how others respond to the
brand and gain a wealth of insight outside of your own internal legwork.
Result:
Insight on how current employees perceive and relate to the current brand.
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5
STEP

Time commitment: 4-6 hours*
*Depends on resources available.

Now that you know what your team thinks, it is time to ask prospective clients and existing
customers for their opinion. After all, they are the judges who matter most.
The best way to know what your target audience thinks about your brand is to ask them directly.
Draft some questions and offer existing clients and past prospects an incentive to provide their
honest feedback.
You’ll want to ask the following:
	Name our biggest strength.

n

	List our biggest weakness.

n

	What other companies do you
feel are similar to ours?

n

	What do your feel makes us
stand out?

	What words would you use to
describe our company?

n

	What other companies would
you consider working with?

n

	What similar companies have
you worked with?

n

n

n

n

	Do you easily recognize our logo
when you see it?

	When you see our advertising,
what emotion does it evoke?

n

	Do our advertisements, print
materials and digital presence
offer an honest view into our
company? Why or why not?

n

	What does our company logo
mean to you?

The answers to these questions should allow you to gather some important data on your
company and brand, as well as show where you might be missing the mark.

Result:
Understanding on how key prospects and existing customers view the current brand.
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6
STEP

Compile all the data provided from the surveys. Then, narrow
down your competitors and carefully analyze them. You’ll
want to review their brand and the marketing strategies they
currently employ.
Prior to meeting with your leadership team one final time,
you will also want to present additional findings, including
web analytics and historical data.
Looking at your web analytics will shed light on how many
people are getting to your website, where they are coming
from and which sources convert the greatest number of leads.
There is plenty of information you can discover to help make
your branding and marketing strategy more effective. Take
a look at your social data as well, as it will help reveal things
about your audience that might be hard to come by any
other way.
Don’t forget to present sales data to support your findings.
You might uncover that your brand is turning away potential
customers and giving others the wrong perception of your
offerings. If you are selling high-end products but your brand
is attracting lower-end clientele who are looking for deals, they
probably won’t find them with your company. This will likely be
reflected in your sales information. You’ll also want to compare
your numbers to the overall industry you are in.
Result:
Data to substantiate previous findings.

Time commitment: 10-12 hours
Complete worksheet 3
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Worksheet 3
List relevant findings from internal survey?

List top 5 competitors
1.
2.
3.
4.
5.
Overall impression of their brands:

List relevant findings from external survey?
Marketing strategies employed:
15

7
STEP

Time commitment: 8 hours
Complete worksheet 4

Now that you’ve compiled all the possible information to
present your findings, go ahead and meet one final time
with your leadership team. This will help get all the relevant
information into one report that you have all agreed upon.
You will also be able to prioritize next steps for getting your
brand back on track, and pinpoint what is vital for achieving
your company goals.
Take this time to come up with a detailed plan and plot
steps to get it into action. Before setting out to do so,
assess whether your internal team has the skills needed to
accomplish these goals.
Even though you compiled the information and have revised
it, do you need a second opinion? You might benefit from
hiring a brand consultant. Once you have the proper analysis
in place, you will want to seek out a competent brand agency
to ensure the process is carried out effectively. This team must
understand your vision and act like a partner.
REMINDER D
 on’t forget that a brand is a moving target,
and thus you will need to conduct brand audits
regularly to stay on track.
Result:
Action plan to meet goals.
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Worksheet 4
What parts of your brand need to be updated?

List next steps:
1.
2.
3.
4.
5.

What is working?

Vital action items for achieving goals::
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When should the above listed actions/tasks be completed?

What isn’t working?

Come up with a detailed plan which assigns roles and deadlines
for accomplishing the above items.

Above all else, remember this:
A commitment to your
brand is a commitment to
your business’s success.
Your brand is your company’s
most important asset, so don’t
let it fall by the wayside.

