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The importance of your school’s brand 
 
If you are reading this, you will already be a member of AMCIS, and so this article is preaching to the 
converted when talking about the importance of a brand to a school. You know, more than anyone, 
what sort of impression your school brand makes, or is aiming to make, with the public. Perhaps it 
evokes visions of a real history or feelings of admiration, aspiration or reflection? Certainly a school 
brand, like any other brand, will evoke an emotion, interacting with the person by leaving an 
impression: good or bad. 
 
A brand is subjective, existing in the mind of each parent or potential parent and will vary from person 
to person. If everything about your brand is right, it will inspire loyalty, boost advocacy (by traditional 
word of mouth and social media) and lead to more admissions. Strong brands are valuable. 
 
Doing anything new with your brand has to be carefully managed as there is a lot riding on the 
outcome. In most schools, it is rare to see a complete rebrand unless things are going badly: perhaps 
as a result of reputational issues or the school is opening elsewhere, i.e. overseas with a slightly 
different format. Refreshes are much more common. 
 
 
Refresh. Rebrand. What’s the difference? 
 
You often hear the two terms used to describe similar activities, as if they’re interchangeable. Like 
many words in the marketing world, people tend to use them without thinking what they really mean. 
But they are two very distinct processes. 
 
A brand refresh is a kind of ‘make-over’ or ‘new look’, usually only skin deep.  But that doesn’t mean 
it isn’t significant. It can attract extra attention or even create excitement, encouraging people to 
reconsider the brand, or look at it with new interest and enthusiasm. Often, it’s a visual identity 
review, involving modifications or updates to the logo, design templates, colour palettes, fonts or 
packaging.  It could also include tweaks to messaging, such as taglines or slogans.  But it doesn’t change 
the fundamentals of a brand, such as the positioning, values or name. 
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Our brand refresh project for Felsted School solved historic brand implementation issues and included 
the creation of personalised prospectus brochures – a first in independent school marketing 
(unifyschools.co.uk) 
 
A rebrand is much more in-depth. It marks a full stop in the life of a brand, and the start of a whole 
new story. It’s a comprehensive review of all the essentials, including purpose, values, personality, 
name and visual identity systems. The effects can be far-reaching, often influencing product or service 
design and organisational structure. If a brand refresh is a lick of paint on your house, a rebrand is a 
completely new building. Many schools working on their brand decide to do so because their branding 
is sound but looks tired. It might also be because: 
 

• changes in the market create the need to remain ‘current’ or relevant 
 
• increased or new competition from schools means they have to work harder to stand out 
 
• there is a new Head or a new aspect to the school to shout about 
 
• they want to attract a new type of parent or expand and open a branch of the school  
   overseas where the current brand identity doesn’t appeal as it should 
 
• the visual identity has become overly complex or unwieldy over time. 

Restless’ Felsted Brand Refresh 
Where to start with refreshing your school’s brand 
 
Whatever type of brand change you commit to, you’re now embarking on a multistep process – largely 
because today’s parents experience brands through a wide range of physical and digital touch points, 
which all need to be consistent and cohesive. 
 
The detail of how you achieve this varies from brand to brand, but broadly speaking 
it’s a five-step process: 
 

1. Research 
 

Find out from parents, staff and pupils about their views of your current brand. Send out a short email 
questionnaire to help you review current perceptions and perhaps ask what you could do to improve 
your school. This will help you plan your strategy. Analyse the results, the good feedback as well as 
what people want to change and take these into account when planning. Consistency of your brand 
across all communication avenues is key.  
 

2. Set your strategy and brief 
 

You need to be totally confident of your reasons for change, be sure of what you want it to achieve, 
and know how much it’s going to cost. Even then, it’s wise to proceed with caution. It’s important to 
keep some attributes of the past as all brands gain distinction and memorability by applying these. 
This is also true with schools. Remember to build on what already exists. 
 
Write your brief: this should talk about what the present brand position is, why it needs to be 
reviewed, what a ‘good outcome’ looks like and what you would like to work on to achieve this. You 
can use this to reflect any proposals against.  How will you know if the project is a success? How will 
your digital and print presence successfully work together? Will you conduct before-and-after market 
or customer research? Will you measure emotional or financial changes, or both? A good starting 
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point is to set three clear, measurable goals – such as increasing admissions, increasing revenue or 
profit and boosting awareness of 
your school’s initiatives locally. 
 

3. Decide who’s going to do what 
 

Do you have an in-house team with the necessary skills and experience, or will you get better results 
by working with an external agency? The former should have an intimate understanding of your brand, 
but the latter could bring a fresh, outsider’s perspective. 
 

4. Create the experience 
 

If it’s a rebrand, this step’s a big one. It will probably start with a review of your brand purpose, values 
and personality, and might involve developing a new name. All of your brand assets will need 
reviewing – from your logo, fonts and colour palettes to tone of voice and messaging templates. With 
a refresh, you’ll most likely be focusing on the visual elements, your social media and digital presence 
and roll this out to all assets. For both options you’ll need to create guidelines to ensure consistency. 
 

5. Roll out the change 
 

Ensure your staff and team completely buy into the process. This is crucial for external success. And 
then, decide whether you have a ‘big reveal’ launch, or drip-feed the new brand elements to give 
people time to become familiar with the change via, for example, prospectus updates and website 
updates. Whatever approach you take, the end result should be the same: wherever your audience is, 
your new or refreshed brand should be there too. 
 
One final thought 
 
Once you’ve decided to refresh or rebrand, and you’ve carried out the above five steps, be prepared 
to be patient. Don’t think of the launch as a diving competition, where you rate the ‘splash’. Instead, 
take a longer-term view, and appreciate the ‘ripples’. 
 
The true test of a brand change is time. 
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About the Company: 
We are Restless – a UK brand consultancy. Our extensive expertise in independent school marketing 
includes, brand, advertising, website development, social media strategy with content creation and 
bespoke and personalised prospectus software – www.unifyschools.co.uk  
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