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WELCOME!
I take it you’re thinking of re-branding.
 
You’ve got to a point where your business is established. You’ve grown up as a practitioner and 
you want your business identity to reflect that growth and confidence. You need to differentiate 
yourself in a crowded market. You want to attract better-fit clients that you can provide better 
value for and charge more for your services. 
 
A good re-brand will get you awesome-looking design that will elevate your professional image. It 
shows your clients that you’re confident in yourself and believe in your business. If you are ready 
to invest in yourself, others will invest in you, too.
 
A GREAT re-brand, however, goes far beyond that. It gets into the nooks and crannies of who 
you are and what you want your business to represent. 

It tells a story, your story, the story you want your clients to be a part of. It shows clients that you 
not only know exactly who you are, but that you know who THEY are. A truly thought-out logo 
says, ‘this is me, this is what I stand for, and this is what you can expect’. 
 
It will give you pride. Especially as women, we’re taught to be humble. But visibility is not vanity, 
it’s essential to running a successful business - and to be proud of the way you’re authentically 
visible is reassuring and exciting for you, and very attractive to your prospects.
 
It will allow you to be the most authentic, beautiful version of yourself, professionally, every 
day. 

BUT HOW DO YOU KNOW WHETHER YOU’RE BUYING A GOOD 
RE-BRAND, OR A GREAT ONE? 
 
How do you know what to expect, and how to pick the right creative for the job?
 
I’ve helped dozens of coaches, trainers and consultants successfully re-brand - some of them only 
after a first attempt with a different creative crashed and failed. 
 
One thing happens all the time: People don’t ask enough questions or don’t even know what 
to ask. So I put together this guide because I’d hate for you to spend precious resources on 
something less than perfect. 
 
I want you to go into your re-branding process as well informed as you can be. 

Because you care about your business and your clients, so you deserve to get the tears of joy, the 
happy dances and the very best value for money from your project.
 

Love,
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0 - Is it REALLY the right time?

0 - Is it REALLY the right time?

You feel ready to change things up a little? I hear you - when that brand itch hits you, it’s hard 
not to want to scratch it. But before you jump in and start throwing money around, it’s important 
to understand where that itch comes from, and how you can best scratch it.
 

 
WHAT DO WE EVEN MEAN WITH ‘RE-BRAND’? 
 
A re-brand is when an existing business updates the way it presents itself to the public. Most 
commonly, people think about a new logo, but it can also involve updating what you communicate, 
and how. 
 
In short, a successful re-brand should use colours, design, images and words to communicate to 
your audience:

• What you’re about, what you value
• What you’re offering
• Who it’s for
• How you are to work with
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ARE YOU RE-BRANDING FOR THE RIGHT REASONS?
 
Updating your business identity is super exciting. All this new stuff! That has GOT to make the 
business better - right??

 

Re-branding can undoubtedly lift your business image to the next level. But it can’t magically 
fix your marketing, and it’s certainly not going to fill your sales funnel all by itself. We have to be 
honest here. If your business model isn’t working, the best design in the world can’t save you.
 

A re-brand can improve your business life if:

• You have a tried and tested practice and people are happy to buy from you
• You are being valued for the work you do
• You know you could charge more, or attract higher profile clients if only your image 
   looked the part
• You understand the value of investing in your business (and can afford to)
 

A re-brand will do nothing tangible for your business if:

• You’re finding it HARD work to sell your offer
• You’re just looking to ‘change things up a bit’ without really knowing why
• You need to subsidise your business with your own money

 
 
If you’re in the second bracket - not to worry. You can still improve your business, but a re-brand 
will not be the best use of your money right now. Talk to a marketing strategist or a business 
coach instead. 

But if you’re in the first bracket (yay!), here are some signs you might need a re-brand:
 

• You love meeting people but giving out your old business cards makes you cringe,
• You are embarrassed by how outdated your website is so you never send anyone 
   there anymore,
• You feel like your current identity is holding you back from making the next big move,
• You are about to take on a team and have no idea how to get everybody to 
   communicate what you’re about, even/especially when you yourself are not there,
• You feel like you’ve really nailed your offer now and that logo a friend of a friend did
   for you for cheaps is no longer cutting it,
• You feel a strong disconnect with your visual business identity - that you’ve outgrown   
   it and it’s just not YOU anymore,
• You have a unique offer in a crowded market and need a way of showing up that is 
   authentic and professional and makes you stand out, and
• You’re ready for your business identity to grow up.
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1 - Budget and Scope

It’s great that you’ve set aside some cash to invest it in improving your commercial image! It’s an 
investment that (if done right and for the right reasons) will pay you back time and time again. The 
important thing is to get it right. And for that, you need to start by thinking hard about the best 
way to allocate your resources. 
 
This section will give you an overview of all the aspects of a rebranding project and help you 
decide what you do and don’t need right now. It’ll help you keep an eye on your resources so you 
don’t run out halfway through and still get the best possible outcome, whatever your budget. 
 

How much should you expect to invest? 

The question of ‘how much is a logo?’ is a little like ‘how much is a pair of sandals?’. The obvious 
answer is that depending on your preference for features, quality, longevity, comfort and status, 
you can buy a £20 Primark pair or a £500 Gucci one. 

They are both still shoes – and the same goes for logos.
 
It’s also important to remember that a logo is only a part of your business identity. You may want 
to update your professional photos (see Part 5 - Brand Photography) and have a new website 
done (Part 6). And depending on how many things your logo is currently on, you may need to 
update a lot of printed or digital materials, which can also contribute to the cost, both for design 
and print.
 
Having said that, you don’t need to buy everything at the same time. If you can identify which 
elements would make the biggest impact for you right now, you can prioritise those and make 
do with the rest for now. Sometimes you don’t even need to change the logo. A simple update of 
colours or a change of your brand message might give you the revitalisation you’re looking for at a 
very affordable rate. 

SCOPE
 
Potential aspects of a re-branding process:

• Positioning (clarifying your customer segments and your offer)
• Brand message (communicating your value proposition and what makes you special)
• Colour scheme
• Business identity design (Logo design)
• Updating your website copy
• A full website re-design (with new copy)
• Brand photography
• Business cards, physical banners and print materials
• Digital graphics, brochures, downloadables etc. 

1 - Budget and scope
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How much needs to be changed? 

Ask yourself: what am I planning to do in my business in the next 6-12 months? Who will be my 
core clients? How will they find me? 
 
This will help you put your money towards developing the assets that your prospects are most 
likely to see, and that are most likely to help you turn prospects into clients. Yes, it would be great 
to change everything - but I don’t want you to stay stuck just because your budget won’t allow a 
platinum solution. 
 
 
Do you need a new logo? 

After you’ve identified the aspects that will have the largest impact on helping you achieve your 
business goals, ask yourself: if I couldn’t use my current logo (or any other logo) AT ALL, would my 
words still sell my offer?
 
If the answer is yes: great! You don’t really need a logo. You’ll probably WANT one, but your logo 
isn’t why people come to you.
 
If the answer is no, then you’re most likely a global brand that relies on the recognisability of your 
icon and its association as a status symbol. You don’t need to change your logo.
 
I’m not trying to be clever here. What I’m trying to say is that services aren’t sold off the back of 
logos. Logos are a great way of visually representing what you’re about, so they play their part. 
But let’s face it, no client is going to say no to you because your logo is too blue.
 
The only reason you’d ever NEED a new logo (instead of wanting one – which, by the way, is a 
totally legit reason for a change) is if you were in some trademark dispute over your current one. 
 
Which begs the question: if logos aren’t that important for service businesses, should you save 
your money and do your own?
 
 
Pros and cons of DIY logos (or fiverr)
 
Yes, with today’s available resources, you can absolutely create your own logo. There are tons of 
logo-creating websites and templated basics available, as well as stock graphics you can buy the 
rights to. They are all accessible and very cheap. 
 
The big questions are: do you KNOW what you want? Do you know which imagery best 
represents what you want? And how much do you care about potentially not getting it quite right?
 
Because while the cheap DIY options are available, there is a reason why proper graphic designers 
still exist. If you want something unique, something that tells a deeper story and represents your 
true self, you’ll need that guiding hand.
 
You hire a designer because they can help you focus your thoughts. They can highlight what 
will and won’t work. They get to know you and advise you. In the best-case scenario, they are the 
hands that bring your vision to life. 
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This sort of relationship can’t be conveyed in a small feedback box - which is why projects on 
Fiverr usually go wrong. 
 
When the clients don’t quite know what they want, can’t communicate it properly to the designer, 
there’s a language barrier, everything has to be conveyed in only so many characters and the 
whole thing needs to be done for $15? What do you think will happen?

Why designers charge what they do (cost v value)
 
Depending on experience, specialism and yes, confidence, designers and design agencies can 
charge very different rates. 

To give you some insight, here are some common pricing considerations that designers face:

• How much they need to earn to make a profit as well as a living (or how badly they 
   need the money)
• How long the project will take
• How long they’ve spent honing their craft
• How in demand they are
• How big your potential reach is (a design that is seen globally is worth more than one 
   which goes on one local shop)
• How you intend to capitalise on the design (merchandising, etc.), and what kind of 
   IPR agreement (intellectual property) you’ll need [more on this in part 4]
 

The question to ask is not ‘how much will this cost?’, but rather ‘how much value will this add 
to my business?’.
 

BUDGET
 
You can do a successful re-brand on ANY budget. If you have less cash, you’ll need to do more of 
your own leg work, but it can still be done. 

Having said that, it is the official 
representation of your business. You should 
be investing more in a business identity that 
you would in a hair cut. 

It’s hard to give even ballpark budget figures, 
not just because it’ll depend on who you hire 
and what you need done, but also where 
in the country you are. You can get three 
re-brands in Wales for the price of one in 
London, so it may be worth shopping around.
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Roughly speaking, a good quality outcome should be available from the following people at these 
prices (does not apply for London):
 
DIY/Bootstrap
If you pay peanuts, you need to be prepared to get monkeys... 

Logo: £20-£100 for stock, a software subscription or a Fiverr project
Website: £10-25 for a domain, £120-£300 per year for a web builder subscription with 
hosting (don’t forget email hosting!)

 
Independent graphic designer, new or semi-established
Good design skills, usually not able to advise on the bigger picture beyond the design project

Logo: £150-£500
Website: £350+ 

 
Independent designer (established) or branding specialist
Excellent design skills, will be able to understand and advise on how the re-brand will affect your 
business, marketing and client relationships; can often advise on
copy and photography

Logo: £500-£900
Website: £900+ 

 
Small agency:
Can usually supply all your needs in house [we discuss the pros and cons of that in Part 3]

Logo: £700+
Website: 1500+ 

 
Large agency:
On request. Usually expensive but you may want the prestige of working with them. 

 
PLEASE NOTE:

These are ballpark figures only! You’ll still need to get a proper quote. 

Whoever you choose, it’s typical for 30-50% of the project fee to be payable upfront. This 
protects designers from clients who do a runner after seeing a good idea, change their minds a lot 
or cancel the project halfway. 
 
And don’t forget:
You may also have to set some money aside for the design and print of marketing materials, 
additional photography, web domains and hosting. 

Once you know that you want to re-brand and have allocated a rough budget, 
it’s time to get down to details! 
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2 - Writing the perfect brief

The brief is arguably the most important part of the whole project. It’s the part that will either 
give you exactly what you want or turn the project into a colossal waste of money.
 

That’s a scary thought, because it puts the onus on you, the client. We like to think that we can 
abdicate that responsibility by giving a creative a vague description of what we’re looking for. That 
it’s their job to work their magic and produce something amazing. 

And they may very well produce something amazing - but that doesn’t mean that something is 
what you wanted, or that it’s even right for your project. 
 
The more direction you give a creative, the better (i.e. the closer to your imagination) the outcome 
will be. Having said that, most people aren’t used to visually articulating their requirements. Which 
means that from a designer’s perspective, most briefs are pretty terrible. They are usually vague, 
often contradictory and don’t tell us much about the business.
 
This is why I co-design my briefs with my clients as part of my process. As a brand specialist, I 
know exactly what information I’m looking for, so I can ask the questions that will guide my clients 
to a better understanding of their brief and project (as well as their business and brand). 

I’m going on a journey of exploration with my clients to discover what they’re all about - which is 
fun and rewarding for both sides and leads to the best project outcomes.
 
 
DON’T GIVE UP YOUR POWER!
 
Sadly, many designers are more concerned with the design than the bigger picture. They will 
take what they are given, perhaps ask a few follow-up questions, and run with it to give you their 
interpretation of you. 
 
This means that a weak brief puts all the creative power in the hands of your designer/agency 
- when really only YOU know your business inside and out. You have a right to be part of the 
process, even if you think you don’t understand the ‘creative magic’ part (and you’ll learn more 
about that in part 4). 
 
You are the client. The designer’s job is to solve YOUR problem, not realise their own ambitions in 
your designs. 
 
This also means that you need to take charge of your brief (unless you’re fortunate enough to 
find someone who offers to co-design the brief with you). To get an outcome that will make you 
do a little happy dance, you’ll have be prepared to do some homework.
 

2 - Writing the perfect brief
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WHAT YOU SHOULD INCLUDE IN YOUR PROJECT BRIEF: 
 
Answer as many of these questions in as much detail as you can. This will make it much easier for 
your designer to give you what you’re looking for.
 
Background/Positioning

• The name and current social presence of your business
• Your vision and world view
• How you’re changing the world/system/how you’re making people’s lives better
• Your ambition for the future of the business

 
Purpose

• What specifically would you like to have designed?
• Why that? Why now?
• What’s the purpose of the design? 

o Where will it appear/ be seen? 
o Which media platforms will it be used on? 
o Is it for print, or digital? Will it be printed on home printers?
o Does it have to be big enough to go on the side of a building? Be as specific as 
   you can (even if you can’t foresee all potential uses at this time).

 
Audience

• Who should be attracted by this piece of design? Who is your core audience?
• What unites them as a group? 

o Demographic (age, location, gender, family status, education, socio-economic 
   group
o Geographic (location and region)
o Psychographic (values, mindset, likes, dislikes, attitudes)
o Behavioural (reasons for purchase, benefits sought, attitude towards the 
   product/service, purchasing habits, loyalty)

• How do you want them to feel when they see the design?
 
Your Brand

• What is your current identity (include examples) and what about it do you no longer 
   like?
• What do people like about you and your business? What are you known for?
• How do you add value to your customers?
• What makes you unique in your market place?
• What’s your business personality like? How do you like to interact/communicate with 
   your audience?
• What ‘vibe’ are you aiming for?

 
Aesthetics

• Which styles do you like? Has anything caught your eye?
o If you like hanging out on Pinterest, why not include a mood board

• What do you categorically NOT want to see?
• Do any stylistic elements of your current design need to be kept?

 



P12

2 - Writing the perfect brief

 
What about the competition?
 
Well - what about them? I’m not big on competitor analysis, especially when it comes to design. 
Surely, you’d prefer to create your image around your personality and what YOU do amazingly, 
rather than fit in the gaps left over by everyone else?
 
Don’t let a designer or agency sell you ‘competitor analysis’ as a feature of their service. They 
may do it as part of their own due diligence, but it’s not a sales feature. You don’t need to pay 
them to compare other people’s logos for you - if your brief is strong, they should design around 
YOUR strengths, not around what works for other people.

These vibe images and colour schemes are examples of how playing to your strengths in branding 
can differentiate you easily from other coaches. All of these clients are women, in their 40s and 
50s and are holistic business/lifestyle coaches. 

It’s clear to see how different vibes, moods and colours can 
evoke a sense of who that person is and how they are to work 
with - without even having met them. 
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There are three basic ways of choosing a creative for your re-brand. You can go by:

• Price,
• Their style, or
• How much they want to understand YOU

 
I would always opt for the latter. I’m a chronic individualist, so I need my business identity to 
reflect my values, my personality and my world views. I’m not prepared to compromise on that. 
You might not be, either. 

 
But even from a more practical perspective, it’s best to choose a designer who takes time to get 
to know you. In the services market, it can be hard to differentiate one coach from another, one 
trainer from another, one accountant from another. 

The thing that makes you stand out is as likely your personality as it is your specific take on 
your subject. 

A brand that reflects your personality will give your audience the right gut feeling and attract 
clients that suit you (while distancing those you wouldn’t get on with, anyway).
 
The third option is likely to be pricier than the others. That’s because those designers don’t just 
churn out design after conveyor belt design. 

They spend a considerable amount of brainpower and emotional labour putting themselves in your 
shoes to come up with something that doesn’t just scream YOU but also works for your target 
audience, now and with your ambitions of the future.

3 - How to pick your designer/agency

Freelancer

Brand Specialist

Agency

Price Skill Flexibility Personal service
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CHOOSE YOUR WEAPON
 
To decide which kind of creative is best suited to your project, you’ll need to decide what kind of 
outcome you desire.
 

If your main motivation is to simply ‘make everything look better’... 
a decent graphic designer will be able to help you. These are typically independent freelancers 
who design anything from logos to packaging to leaflets and flyers. Newer and less established 
freelancers are likely to swap money for time, which means you’ll get a low price (but also 
shouldn’t expect anything beyond the design itself). Remember to communicate your wishes 
clearly and write a solid brief!
 
Pros and cons of working with an independent graphic designer/freelancer:
 
Pros: budget-friendly, usually short turnaround times, will make things look good, no job is too 
small

Cons: often can’t advise on positioning, brand strategy or wider marketing decisions 
 
 
If your main motivation is to ‘get everything done in-house’... 
you’re probably looking at small to medium-sized graphic or branding agencies. They typically 
have dedicated graphic and web designers, some form of copywriter and a creative director who 
communicates with the clients and herds her creatives to the desired outcome. Agencies can look 
attractive if you’re thinking of having your website re-done, but all-in-house doesn’t guarantee 
better results. The quality of the work often depends on the quality of the creative director who 
interprets your brief to her designers and guides the direction of the project.
 
Pros and cons of working with an agency:
 
Pros: team of different specialists, used to tackling a wide range of project types, saves you 
coordinating multiple creatives for complex projects

Cons: high prices due to high overheads, a team does not guarantee better quality, creative man-
hours are strictly scheduled for efficiency so may not spend as much time on your project to make 
sure they get it right
 
 
If your main motivation is to ‘re-discover and celebrate your authentic professional identity 
now that your business has grown up’...
you need to find a brand specialist. Someone who understands not just design, but the role design 
and brand communication play in all parts of your business. Someone who takes your hand and 
guides you through the process, asks the questions you didn’t think of asking and challenges your 
preconceived ideas of what your identity ‘should’ look like. You’ll be in for a ride: The journey (back) 
to yourself. The one that attracts the right sort of clients confidently and with ease.
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Pros and cons of working with a brand specialist:
 
Pros: will not rest until your project feels 100% YOU (and you do a little happy dance), helps you 
co-create your brief (and discover yourself in the process), can advise on positioning, copy, wider 
brand impact and visibility strategy
 
Cons: projects can take longer to get it ‘right’, will charge based on the value they deliver, will work 
with fewer clients so waiting lists can be long

A WORD OF CAUTION

Just because it says ‘branding’ on the tin doesn’t mean you’ll get more than graphic design. 

Branding has been adopted as a buzzword by every designer, marketer, print provider and 
creative agency out there. It is no longer a way by which you can identify someone who knows 
what they’re doing.
 
Instead, look for other clues. Do they talk primarily about themselves (bad), or do they talk about 
you (better)? Ask them about their process. What do they mean with ‘branding’? Are they mostly 
mentioning design (bad), or are they considering how design features in your business strategy? 
What do their clients say about them? Did they get good service, or do they speak about a 
transformation? 
 
You want someone who - just like you would in your business - works WITH you (not for you) to 
deliver a transformation. To empower you to be better. 
 
Not just have better design. 

Offers like this may sound 
tempting but they are a 
quick fix, not a branding 
service - You’ll know that no 
true transformation can be 
achieved with £35.
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The creative process. That glorious but scary part of the project where you hand over your 
precious idea to someone who will somehow cook up fantastic solutions. If you don’t know what’s 
going on behind the scenes, it can feel like black magic. 
 
It’s anything but. Every designer will have a slightly different process depending on personal 
preference, but there always is a process. And the more you understand the process and your role 
in it, the less it will feel like you’re giving up control.
 

WHAT HAPPENS DURING A PROJECT? 
 
When the brief and budget have been agreed, you’ll be asked to pay your deposit. Once received, 
your designer will go away to draft the first round of concepts. This is to nail down the general 
direction for the design. It’s common to present multiple ideas so you, the client, have a decent 
choice. You should expect to see three to five rough concepts. 

Note that at this stage the designer is refining the idea, not trying to give you a finished product. 
Depending on their work preference, you could be seeing hand-drawn sketches or more refined 
digital designs.
 
Once you’ve given your feedback and chosen the design you’re most drawn to, the designer will 
refine that one design further. At this stage, you’ll commonly see different colour choices and font 
styles. The designer will tweak the design based on your wishes until it’s ready. 

 
You will then receive the final design in all necessary file formats. Always insist on a vector format 
(these are files with a .ai or .eps extension) aside from your usual .jpg or .png. Even though you 
may not be able to preview Vector formats on your computer, they are vital for any kind of large-
format prints or high-resolution imagery. 
 

You should also get a brand document with your colour specification, font specification, how to 
(and how not to) use the logo in practice. 
 

Your role in the process
Your main role is to give thorough and honest feedback (which is why there’s a whole section 
on this a little further down). This is how you can guide your designer to the outcome you’re 
expecting. The quicker and more decisive you can give feedback, the quicker the project will go. 

4 - The creative process and what to 
look for/expect
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Time frames 
Make sure you agree an overall project timeline, especially if you have an external deadline (like a 
launch or an event). Ask how long you should expect to wait for each round of concepts/revisions. 
If the timeline starts to slip and it’s not your fault (through delayed feedback or other things that 
crop up), gently prod your designer. Creatives work hard but aren’t always great at keeping to 
time.  
 
In general, the design phase of the project should take somewhere between 2-6 weeks depending 
on how busy the creative is and how quick you can give feedback.
 

 
HOW TO GIVE FEEDBACK (AND HOW NOT TO)

If the brief is the point where most projects go wrong, the feedback stage is the second biggest 
culprit. This is because clients often don’t know how to express their wishes, don’t want to offend 
anyone if they don’t like something, or egos get in the way. Here are some hard and fast rules 
about giving useful feedback:
 
Sleep on it. Before you do anything, let the designs sit with you for a while and come back to them 
the next day. You might be surprised how much something can grow on you, especially if it’s a 
design with subtle messages.
 
Don’t ask your friends. Honestly, if you’re not sure, the worst thing you can do is ask friends 
and family. They don’t understand the needs of your business so you’ll just end up with a ton of 
personal preferences. If necessary, discuss the merits of the concepts with a work colleague who 
knows you well professionally.
 
Don’t just ping emails back and forth. Too much meaning is lost here - if your designer doesn’t 
suggest it, ask to have a quick conversation regarding the concepts on the phone. 
 
Give detail. Consider:

a. Which option gets closest to your vision? Which feels most like the personality traits you 
want to be known for? 
b. On a scale of 1 to 10 (with 10 being perfect), how close are we with your preferred 
option? 
c. What do you like about the preferred concept? (shape, colours, font, font weight, not sure)
d. What don’t you like about it? (shape, colours, font, font weight, not sure)
e. What do you like about some of the other drafts?
 

Be kind but honest. Your creative wouldn’t put forward an idea they don’t believe in, but it’s still 
no good if you don’t like it. Just be clear about why you don’t like it, or which parts you don’t like 
(see above). A designer’s ego will survive your criticism of their work, but you need to protect your 
investment! 
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4 - The creative process

Managing your creative? Communication is key
There is a stereotype of the mad artist, which, like all stereotypes, is rooted in some reality. You 
may come across a freelancer who is creatively brilliant but doesn’t communicate well or doesn’t 
think time-scales are of any great importance. If you want to work with a person like that, you’ll 
need to take the reins. Check in regularly, ask for updates, hold them to deadlines. 
 
Equally, you’ll meet very organised creatives who are very proactive and may actually end up 
managing you. That is their way of protecting their business, their time and their cash flow. 
 
Usually, you’re somewhere in the middle. Remember the success of the project is as much your 
responsibility as it is that of the creative. You should be part of the process every step of the way. 
 
Initiate, practice, demand good communication. You’ll need to communicate often and well to 
bring two people’s ideas together and create a brilliant outcome. Otherwise, you’ll be left with a 
situation where you have no idea where that design came from, why it is the way it is, and what 
you are supposed to do with it. 
 
That’s a waste of everybody’s time and money and the no.1 reason why people are dissatisfied 
with their re-brands.
 
 
OTHER THINGS TO LOOK OUT FOR
 
IPR included?
As the client, you probably don’t know a lot about IPR (Intellectual Property Rights). Why should 
you? Unfortunately, most designers don’t, either. 

By default, and unless it’s signed over in writing, IPR stays with the person who created the 
design. This could mean that you don’t fully own the rights to the design you’ve just paid for! Most 
designers don’t include IPR in their pricing or transfer policy, so discuss it early and insist on a 
written transfer (or some other arrangement). 
 

Trademarks are your responsibility
While designers should know about IPR, trademarking is a different kettle of fish. It can involve 
legal intricacies that your creative will not be able to advise you on. 
 
If your creative helps you change the name of your business, you have a shared responsibility 
to come up with something that doesn’t infringe existing trademarks. Having said that, as the 
business owner, it’s ultimately your legal responsibility and therefore your decision.
 
Design accountability
Your new design, just like a new name, can infringe on existing trademarks. Your designer should 
know this and use their due diligence to make sure they only present you with original concepts. 

However, there are only so many ideas in the world and it’s impossible 
to check every single existing design. You often don’t know where your 
inspiration came from and similarities can simply occur. A good designer will 
keep an audit trail of sketches and logo development ideas to prove their 
idea was uniquely designed. 



P26

5 - Brand photography

P19

Updating your brand photography can be a powerful way to round off your re-brand. As a service 
business owner, much of your brand appeal will come from your personality and your unique way 
of doing things. Professional brand photography can elevate your image and show your clients 
that you’re open, likeable and serious about your business.
 
The big mistake people make with brand photography is to confuse it with professional 
portraits. Yes, they are photographs of you(r face) - in the same way as Lady Gaga is a person 
who can sing. But brand photography should be an expression of your identity and your 
personality. It should show your audience who you are outside of a strict studio setting (even if the 
pictures can be taken in a studio).

 

 

The planning stage
You’ll have to remember that brand photos are more than just nice pictures to hang on your wall, 
unlike that family portrait you forced your kids to be in last Christmas. These are working images. 

That means you have to consider what you’ll be using them for, and make sure the photos deliver 
on that use. If you’ll need a website banner that needs to include text, make sure there’s enough 
clutter-free background space in your photos to allow for that text overlay. A good photographer 
should be able to help you with those decisions. 
 
The purpose of your new brand photos is to enhance your overall brand image. That means 
they have to fit your theme, both in the things they show and the energy they convey. If you’re all 
about taking lots of action, a picture of you sitting quietly in a coffee shop won’t work. Equally, if 
you’re all about finding calm and balance, a high energy photo shoot with lots of big laughs and 
jumping around won’t fit, either.
 
Prepping your photographer
Pick your photographer based on whether they understand the concept of a brand shoot. Prep 
them by sending them your brand summary document (brief outline applies here, too). Include a 
mood board if you have one, your colours and your personality profile. Talk to them about your 
brand vision and tell them what the pictures are for. 

You’ll then be able to work with the photographer on planning sets and scenes for your shoot. 
Think about which backgrounds are in the spirit of your brand, and which activities feel natural for 
you to be doing in your photos.

5 - Brand Photography

Studio portrait

Brand photography

Images courtesy of 
www.bokeh-photography.com
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6 - A new website

Outfits
Again, consider the overall impression you’d like to give. Do you want to come across as formal, 
or more casual? As a rule of thumb, never pick anything you wouldn’t wear on a day to day basis. 
It’ll make you uncomfortable on the day of the shoot and that discomfort will translate into your 
pictures.
 
For visual continuity, it’s good to include your brand colours (or something close to it) in your 
outfit. Just don’t overdo it. The idea is not to become a walking quilt of your brand colours.
 
You’ll want to bring multiple outfits to the shoot so you can get more variety out of your photos. 
Mix and match textures and different levels of formality. On a practical note, if you’ll be doing lots 
of sitting or walking in natural surroundings, bring suitable shoes and consider if that pencil skirt is 
really the right choice. 

The most important aspect for any website is not whether it looks good or even works well. It’s 
whether it successfully fulfils its role in your overall marketing strategy.
 
So before you pick up the phone and say to someone, ‘I need a new website’, really think about 
what your website is for. What do you want it to DO? What do you want visitors to do? Where are 
they in their buying journey and how can you provide them with what they need? How can you 
call them to action? In short, how does your website fit into your onboarding process?
 
 
CONTENT IS KING

Web design often starts with a pretty theme, a nice layout, full of pictures - and with a few 
paragraphs of placeholder text for you to write your copy in.
 
This is the wrong way round. 
 
A good website, a website that does its job in onboarding new clients, needs to be designed 
around the content. That means you’ll have to work out your message, your ask, your social proof 
and how all of that flows BEFORE you can decide where the pictures go. 
 

Copy is the unsung hero of every website. Pretty pictures don’t sell your services, and neither 
do eye-catching sliders. Words do. And while everyone can write, not everyone is good at writing 
commercially. Professionally written copy is worth its weight in gold. 

6 - A new website
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Having said that, there is as much variance in quality in copywriters as there is in designers. Even 
agencies don’t always deliver, as copy is often written by the person most capable of stringing 
words together rather than by a dedicated copy specialist. 
 
Educating yourself on what makes good copy and how to construct a good written sales pitch 
is time well spent. 

Self-built v getting help
I could write a whole section here but the principle is the same as with design (parts 1 and 3). 
There are lots of DIY website builders available which anyone with basic tech knowledge and 
some patience can learn to use. 

Whether the outcome reflects your professional image to the degree you want it to is another 
matter. Having said that, if your website doesn’t feature heavily in your professional presence, 
home-built may very well be good enough.
 

 
5 COMMON WEBSITE MISTAKES TO AVOID
 
You aren’t talking about your client’s problem 
Clients start looking for solutions when they have a problem. They are in some form of pain,  
something is worrying them. By talking about their problem, you show that you understand their 
situation - either because you’ve been there yourself, or because you have helped hundreds of 
others with the same problem.
 
You’re using too much copy 
Most websites use far too much text. People are busier than ever these days, and we have more 
choice than ever. Walls of text are very off-putting. Visitors want to know at a glance whether you 
can help them. Once they have established that they are in the right place, they will take the time 
to explore your website and find out more.
 
You don’t have a clear offer 
Remember the part about people being busy? Nobody has the time or the patience to scour your 
website for a solution. The solution has to be clear and obvious and right in front of them. If it isn’t, 
they’ll go somewhere else. You have to explain your solution as simply as you can, especially if 
your actual service is modular and highly complex.
 
You haven’t given the client a clear path 
The reason why we like roads is that they get us easily to where we need to go. To sell your 
products or services, you need to show them exactly what they have to do next to get on board. 
Even if seems obvious to you, it may not be obvious to your clients.
 
You’re focusing too much on yourself
It’s very tempting to make your website about yourself. But nobody wants to listen to people 
talking about themselves. Talk about the client’s problem and how you can solve it, instead. How 
your offer can help them win the day and achieve their goals. You have to invite them into an 
experience which is 100% about them. Even your About page should be written around how the 
client can benefit from your skills and experience.
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Once your designs have been completed, your journey reaches its next massive milestone: It’s time 
to launch! This will feel exciting but also a little daunting. There’s a lot to think about.
 
It’s usually better to switch over to your new branding in one go, rather than doing a bit here 
and a bit there. If you’re also (re)launching your website, you’ll typically coincide your brand reveal 
with your web launch. That way, you won’t have clients coming across something new in one 
place and something yet to be updated in another.

 
YOUR LAUNCH

You don’t want to get bogged down in the smaller details of where to update the new logo. You 
also need to think about how you can let your audience know. It’s great to make them part of the 
grand reveal so they feel like they are part of your journey.
 
Decide on what you want to do for your launch 
Apart from being an occasion to celebrate, it’s a great excuse to get in touch with all your contacts 
and remind them of the awesome work you do. Here are some ideas:

• Throw a launch party and invite previous clients, colleagues and industry contacts

• Run a special invitation-only seminar or webinar on a topic your audience is interested 
   in and use the opportunity to introduce your new identity and offers

• Run a special (re)launch promotion

• Send out a little special something to your best clients, referral partners and hot 
   prospects by snail mail. Something that ties into your new brand identity and values 
   (don’t send people a plastic pen if your new value set includes sustainable living…). 
   Something that makes people feel special. Don’t forget to include a handwritten note, 
   a call to action to check out your new offers or get in touch, and your new business 
   cards!

• Print and send branded greeting cards to your clients, colleagues and prospects

• Unveil your new brand as part of an expo or trade event that you’re taking part in

• At the very least, you should make a big fuss about it on Social Media and tag the hell 
   out of everyone; people love celebrating others, you’ll get good exposure out of it (not 
   least because the algorithms love people celebrating others, too), so make sure you’re 
   including some call to action!
 

7 - Launching in style
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Set a launch date 
That’s the day when the squirrels have finished all the work and your new identity is officially 
unveiled to the world.
 
Tease your launch 
To capitalise on this amazing opportunity to shout about yourself without the fear of looking 
arrogant (because it’s a celebration, remember?), you need to think of big or small ways to 
announce to your people that something exciting is about to happen. Here are some more ideas:

• Start dropping hints that you’ve got something big in the works

• Let your email list know what’s coming

• Invite people to your launch event or webinar, and keep reminding them it’s 
   happening

• Share your re-branding journey on your social media. This is where you talk about 
   your transformation: what hadn’t been working anymore and why, what you decided 
   to do about it, the things you’ve discovered and the stuff you’ve learned.

• Tease your new colour scheme

• Share (part of) your mood board and share the meaning behind the images

• Tell the story of how your new design came together

• Tease the launch of your new services

• Post about your ideal client profile and how you help them overcome their problems

• Ask people to share their own (re)brand stories

• Let your colleagues, referral partners and close network (and me!) know about the 
   launch date and ask them to engage with your content on the day
 

LAUNCH! 
 
Have fun, make some noise and above all, be proud of yourself for making this brave next step into 
a big, amazing future!
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Who am I?

Hi, I’m Marina!

I used to be a social scientist, and before that I was a crayon-
wielding designer. Now, I’m a combination of the two, using 
my insight into what makes people tick to create meaningful 
designs for people like you - passionate, purpose-driven 
entrepreneurs who want their business identity to match their 
inner awesomeness. 

Standing out in a crowded market can be tough. Selling a 
service which is complex, tailored and modular can be tough. As 
a service business, you’ll face both of those situations.

This is why knowing what makes you unique and how you can 
authentically and joyfully present that to the world is priceless.
 

I don’t just design logos. My work empowers my clients to shine in the marketplace. 

Because yes, design is important. But it’s worth nothing if it doesn’t make you feel confident, 
inspired and ready for your next big step. It’s worth nothing if it isn’t YOU.

I work with established coaches, trainers and consultants who have outgrown their current 
business identity and are ready to put their big girl pants on.

Could this be you?

More free advice
This guide should have answered a ton of your questions, but if you’d like to clarify some details or 
get advice on how any of this would apply to YOUR project, head to my website and book yourself 
a free clarity call:

WWW.APRICITY.STUDIO/BOOK

You can squeeze me for information for half an hour and I won’t even pitch to you - promise! 
Except if you want me too.

And if your brand itch is urgent, you can always email me on marina@apricity.studio.

Speak soon!

Who am I?
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“Working with Marina was an absolute pleasure. When it came to figuring out who my business 
is, she left no stone un-turned. Her ability to translate my descriptive sound and gestures when 
not even I could is like a super power I have never seen! As a result, I now have a brand that I am 
proud of and want to shout about it far and wide! With ALL of my heart, THANK YOU!!”

Jenny M., Personal trainer

“WHAT COULD I TELL YOU ABOUT WORKING WITH MARINA? 

I could tell you about the easy step by step process she effortlessly walks you through. Or, how 
the whole experience is completely collaborative and that she really gets to the heart of creating a 
brand that is truly you. I could also tell you about her intuitive designs and the way she somehow 
captures your brand’s heartbeat, but it wouldn’t be the half of it.

For me, working with Marina has been a true exploration of myself and the services I offer my 
clients. Her amazing ability to ask just the right question, to uncover the deeper elements of who 
I am and what I stand for, appears effortless. I would look forward to our meetings with genuine 
excitement because I knew I’d learn so much and laugh so hard in the process.

Deciding to take the step to invest in my own brand was initially hugely daunting for me, for so 
many different reasons as I’m sure is true for many people. I needn’t have worried. Marina has 
been there every step of the way not just creating brand materials but acting as a sounding board 
for the wider visibility for my business. Her insight and practical experience has given me clarity on 
who I really want to work with and how to engage with them effectively. 

She’s taken me from unclear and overwhelmed to a state of complete confidence and clarity 
with a look, feel and targeted service offering that I have genuinely fallen in love with. If you are 
looking to create, or reconnect with, who you are and how you want the world to see you, I can’t 
recommend you work with her highly enough. I thought I was looking for a logo. What I’ve come 
away with is a cohesive style, confidence in myself, a deeper passion for what I have to offer…oh 
and a beautiful logo!”

Kerry B., Business coach

“After many years marketing myself under a franchise, I wanted to find my 
own brand. So I chose Marina to guide me, because she is intuitive. She has 
a good system, but she also listenes very well and got right to the essence 
of me. She prevented me from being vague and ordinary, and challenged 
me to be brave in the way I described myself. When I got stuck, she jumped 
right in and gave me ideas to get me going again. I’m very happy and 
confident with the identity we have found together.”

Cynthia W., Business coach



Marina Hauer
marina@apricity.studio

www.apricity.studio


