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~ No Time to
Sit on Your Assets

When was the last time you had an honest review?
Ensure your company image is forever fresh and
consistent across channels with a tactical,
step-by-step process to rebranding.
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Have a Coke
and a Smile.



Why fit in

Who when YOU
Are were born to
You? STAND OUT!

—Dr. Seuss
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You are not just
a logo or product.

(Determining what your brand is not,
is just as important as what it is.)
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Accept that your
brand needs to
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OUR SERVICES FREE ADVICE WHOC WE ARE BREAKING NEWS CONTACT US

(,IS r"i'

ff';hf‘ i1}

You want your brand to stand out.
We know the secrets that get you /f‘lt ’

there. -

¥

we communicate your brand

Your brand is your most valuable asset. The volce and face of your brand sets you apart. At TMM

we know how t identify your unique qualities, elevate your particular relevance and then mald it

allinto a strong selling proposition. The success comes because we know — IT MATTERS what's
Sald, when It said, how IS said and to Whom IS s3id.

99y <

‘public relations

»

: Ll 3

e o

FREE ADVICE PUBLICRELATIONS (TREMENHAE RS
PO.80K iz

BREAKNGNEWS S0CiALMEDIA LEXNGTON N 27253
conTACTUS CREATIVE SERVICES (5300802488

CONSULTING SERVICES

E-COMMERCE

ADVERTSING

EVENT BLANNING
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How often should you
review your brand?
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Why rebrand?
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A uniform
customer experience
is critical to branding.



Who is your gi g

customer and £ [¢
why is it so 0§
important
to know?
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What appealed to their
parents or grandparents
won’'t motivate them
to darken your doorway.



T

The most dangerous phase
in the language is,

“We've always done it this way.”
- Rear Admiral Grace Hopper

stuckinneutral

FTMMism
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Here are some easy tactics
to ensure that your new
branding will appeal to them:

Focus groups: onling, in store and through marketing agency
Targefed demographic studies

Surveys

Contests
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New competitors
are appearing in
your marketplace.
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kkyour entire company
should be considered your

branding department”’



S Tm

Gather all

your assets.

All of them.
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Keep It Consistent.

Colors, font choices, layout, graphics,
logo placement. Let the thread of
commonality run unbroken from
orint materials to web to trucks to stores.




S Tm

Avoid the pitfalls of
“design by committee.”

(Or worse, a dictator)



I'm an accountant, but
| took an art class last
summer at the YMCA.

| want our logo done in
Nlmsoﬂ Works.

What if this parargaph ’
was in ALL CAPS?

TN
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Bring in the
big guns.



T

You hire professionals
because they are respected
in their industry,
have experience, expertise
and a proven track record.
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Then you
don’t listen to

their advice.

#fmoneydownthedrain

#TMMism
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What can we learn
from others?
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Give your brand
a story.



The most
Interesting
beer In
the world.

THE most INTERESTING MAN iz the WORLD
on BARSTOOLS

I'VE DONE SOME of sy BEST THINKING
on BARSTOOLS.
AND about BARSTOOLS.
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Subway heard Brpeesmant

MADE HISTORY. e &

a story about
a guy hamed
Jared Fogel.
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Design with a
mission statement.
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Logos and taglines
and icons...oh my!
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ke{&n ) Jornspeene 0f milk?

Can you hear me now? o A

AVIS

We Uy |

Melts in your mouth, hatd—eﬂ

not in your hand. @ By 'S
&

IVIAINES A I IState o The Ultimate

THE FEW. THE PROUD? You're in good hands. Driving Machine
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“A Good Place to Sit and Eat”

“Heck, You Don’t Even Need a Fork”

“Mountain Grown, the Richest Kind of Coffee”

“Quality, Value & Style”



bright love
sUnny passion
energy energy
happy power
intellect strength
warmth vigor
yel Inws reds

royalfy
nobility
spirituality
luxury
ambition
wealth

purples

crisp

fresh
money
nature
renewal

greens

securiby
refiability
intelligence
solid

somber

grays

glamorous
high tech
grace

sleek
silver

white oranges pinks blues browns black gold

goodness courage happy spiritual friendly protection wealth
peace confidence healthy healing earth elegance wisdom

harmony friendly feminine loyalty outdoors dramatic prosperity
purity SUCCESS sophisticated longevity classy value
fresh playful compassion trangquil conservative formality tradition
clean

security

agency
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COLOR & USAGE

Our logo and icon are the
cornerstone of our brand identity.
Itis our signature and it is
Paramount to use the logo and
icon correctly and consistently
across all platforms and medias.

Always use the logo and icon qs
specified in this guideline. Do not
deviate or alter the logo or icon
in any way. Always verify that
the most current version is in use.
Materials with older versions of
the logo should be reproduced
with the correct artwork to
maintain a consistent brand
image.

When working with the logo
and/or icon, be sure to use the
original digital files, The imagery
(at right) displays the correct
logo and icon artwork,

Pantone 376

Pantone 709

Pantone Cool Grey 6

Logo & Icon Usage

— Tmmf[Tﬂefﬂedio

agency:lliarrers

szze [T TheMedio

agency: [Marrers

TMM Icon #14 TMM Icon #18 TMM Icon #1¢
BTM Panfone 376 BTM Pantone 709 Black/Grey

Www.tmm. 0gency www.tmm. agency www.rmm. agency
TMM icon #24 TMM Icon #28 TMM Icon #2¢
(for use in social media) (for use in social media) (for use in social media)
BTM Pantone 375 BTM Pantone 709 Black/

TMM lcon #3A TMM Icon #38 TMM lcon #3¢
BTM Pantone 376 BTM Panfone 709 Black/Grey

0 > A,
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M I IR
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What function is the
Brand Standards and

who need a copy?
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The key to success?

Consistency,
Consistency,
Consistency.
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#1 Gather
#2 Review
#3 Assess
#4 Prioritize
#5 Get Help
#6 Refresh
#7 Manage
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Rebranding is
somewhere in
your future.

Make sure you make the right rebranding
decision for your company.
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Successful branding:

Just do it
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