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How to read this ebook
Welcome to the Lucidpress viewer! We design and 
publish all our ebooks in Lucidpress. (After all, if we 
don't prefer using our own brand templating 
platform to create beautifully branded content, why 
should you?) 

If it's your first time reading with us, here are a few 
tips you should know. 

Click + and ?  to zoom in or out. You can also use 
your keyboard by pressing CTRL + or CTRL ? .

Click the arrows at the bottom of your screen (or 
use your arrow keys) to turn the page.
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Now, on to the good stuff  ?

Navigator: Browse between pages, then click on a 
page to go directly to that page. 

Share: Email or share with your networks on 
Facebook, Twitter and LinkedIn. 

Download: Download this ebook in PDF format for 
easy offline viewing. 

Full Screen: Expand the ebook to fill your screen. 

Icons described from left to right:
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Tr ust i s a key com ponen t to ear n ing new business and cu l t ivat ing 

long- last ing custom er  relat ionsh ips. H owever, t r ust  sim p ly  doesn?t happen  

over n igh t ?  t r ust  i s ear ned. 

For  m ost com pan ies, t r ust  i s ear ned th rough  consisten t br and ing. Br and 

consistency d i rect ly  t r anslates in to br and equ i ty  as i t  p rov ides custom er s 

w i th  a dependable p lat for m  f rom  wh ich  they can  ef fect ively  gauge a 

com pany?s com m i tm en t and app l icabi l i ty  to thei r  speci f i c ci r cum stances. 

I n  tur n , th is d i rect ly  t r anslates in to revenue ?  or , convexly, a m issed 

oppor tun i ty.

T he annual  L ucidpress State of  Br and Consistency repor t  i l lustr ates the 

m easur able in f luence and im pact that  br and consistency has over  in ter nal  

in f r astr uctures and exter nal , custom er- facing ones. 

Introduct ion
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Survey const ituents and other demographics
To ensure resu l ts were accur ately  represen ted, sur vey const i tuen ts held  a 

var iety  of  leader sh ip  posi t ions and represen ted a d iver se pool  of  

businesses. T he fol low ing gr aphs i l lustr ate the data char acter izat ion  of  

br and m anagem en t represen tat ion .

What are your company's approximate annual sales?

Per cen t  of  
r esp on den ts

Less than $1 million 37%

$1 to $4 million 16%

$5 to $9 million 12.5%

$10 to $24 million 11%

$25 to $99 million 11.5%

$100 to $499 million 6%

$500 million or more 6%
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What characterizes the nature of your business?

M ostly B2B

M ostly B2C

A mix of B2B 
and B2C

Which statement best describes the revenue growth at  your 
company during the last  f iscal year? 

Significant decline 
in revenue growth

Flat or no 
growth

M odest increase in 
revenue growth

M odest decline in 
revenue growth

Significant increase 
in revenue growth 7%

9%

21%

50 %

13%

Non-Profit

25%

24%
34%

17%

Copy r igh t ©  20 19 L ucidpress
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What best describes your role at  your company?

What is your organizat ion's industry classif icat ion? 

Per cen t  of  
r esp on den ts

President, CEO or owner 16%

CM O or corporate marketing executive 11%

Sales VP or corporate executive 3%

M arketing (manager or individual 
contributor) 35%

Sales (manager or individual contributor) 6%

Creative/graphic design 14%

Other 13%

Per cen t  of  
r esp on den ts

Consulting/professional services 9.5%

Consumer packaged goods 2.5%

Education 13%

Energy/utilities 1.5%

Entertainment 1%

Financial services 5%

Government 2%

H ealthcare 7.5%

Insurance 1%

M anufacturing 5.5%

M edia/publishing 2.5%

Non-profit 12%

Pharma/biotechnology 1%

Real estate/construction 10 %

Retail 2.5%

Software/ technology 10 %

Telecommunications 0 .5%

Other 13%
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I nconsisten t br and usage speaks volum es about a com pany and 

under m ines your  br and?s tr ustwor th iness. As a resu l t , th is can  negat ively  

im pact custom er  op in ions and thei r  decision  to do business w i th  you. 

D am age, wh i le notable, i s not i r r epar able but i t  w i l l  r equ i re d i l igen t ef for t  

to recoup lost  or  con fused custom er s. 

Impact of inconsistent 
brand usage

CHAPTER ONE

How does off-brand content affect  your organizat ion? 
Select  all that apply:
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Overall f indings
- I n  con tr ast  to our  20 16 repor t , the 20 19 par t i cipan ts were asked to select  

al l  op t ions ?  instead of  a singu lar  response ?  that  they perceived to be 

app l icable.

- O ver al l , const i tuen ts stated  that inconsisten t ly  br anded con ten t creates 

con fusion  in  the m ar ket. An  inconsisten t br and p reven ts custom er s 

f rom  fu l ly  recogn izing a com pany and i ts m essaging, wh ich  in  tur n  

im pacts sales conver sions and lead gener at ion .

- D am age to reputat ion  or  cred ibi l i ty  was the r unner-up  response. T h is 

can  negat ively  im pact custom er  loyal ty  and thei r  desi re to do repeat 

business w i th  a com pany. 

- T he four th  r anked response was ?i t  em bar r asses our  em ployees or  

lower s m or ale.? Your  em ployees are the f ron t l ine of  br and advocacy ?  

inconsisten t ly  br anded m ater ials take away the power  of  br and 

advocacy.

- 24.5% stated  that inconsisten t br and ing creates con fusion  in  the m ar ket.

- 18.6% noted that inconsisten t br and ing dam ages a com pany?s reputat ion  or  
cred ibi l i ty.

- 10 .2% i ter ated  that inconsisten t br and ing em bar r asses em ployees or  lower s 
m or ale.

Abbreviated summary of stat ist ics
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I t?s easy to have too m any cooks in  the k i tchen  ?  wh ich  can  resu l t  in  a 

m y r iad  of  inconsisten t br and ing or  m essaging er ror s.  To set a basel ine 

reference for  th is sur vey, par t i cipan ts were asked to relay in for m at ion  

regard ing m od i f i cat ion  per m issions and br and m anagem en t owner sh ip . 

N ote: in  the ?Br and Guidel ines? chapter , we?l l  touch  on  the stat ist i cs and 

repercussions of  r ogue, of f -br and con ten t.

Who can create (or modify) market ing, communicat ion, and sales materials for 
your company? Please select  all that apply:
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Brand management
CHAPTER TWO
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- 28.6% of companies reported that in-house creative or design teams have the ability to 
create and modify marketing and communication materials. 

- 13.6% of companies iterated that an external f irm has the ability to create or modify 
marketing and communication collateral.

- 34.5% of constituents responded that the in-house creative and design team has primary 
responsibility to manage and protect the brand.

- 23.8% responded that the CMO or corporate marketing executive has primary 
responsibility to manage and protect the brand.

Abbreviated summary of stat ist ics

Who in your organizat ion has primary responsibility to 
manage and protect  your brand?

No one
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Overall f indings

- Com pared against  our  20 16 repor t , we asked that const i tuen ts iden t i f y  

and select  al l  op t ions that app l ied  (not a singu lar  response).

- I n  20 16, m ost const i tuen ts responded that on ly  cor por ate 

m ar ket ing/ design  and execut ive level  team  m em ber s cou ld  m od i f y  

br anded m ater ials. H owever, in  the 20 19 repor t , th is percen tage 

dropped ?  th is cou ld  be at t r ibuted  to the change in  select ion  op t ions 

(re: al l  vs singu lar  response).

- Please note that  com pany size can  great ly  im pact who or  what team s 

m anage br anded con ten t and col later al .

- O ver al l , in -house creat ive and design  team s seem  to have the m ost 

author i ty  over  col later al  creat ion . W h i le th is ensures m ore con trol  over  

br and consistency, i t  d i r ect ly  t r anslates in to lar ger  am oun ts of  

r esponsibi l i ty  and wor k load assigned to the in ter nal  p roduct ion  team s. 

Un for tunately, th is also negat ively  im pacts the in -house team ?s abi l i ty  to 

ded icate resources to top- t ier  p rojects.

- Exter nal  agencies, sales and even t (or  f ield ) m ar ket ing team s, and 

execut ive- level  ind iv iduals al l  r eceived above 10 % in  resu l ts wh ich  is 

cur ious and can  open  up  m ore room  for  inconsisten t br and ing as the 

t r i ck le-down  can  be m agn i f ied . 

- Com pan ies w i th  in -house creat ive or  design  team s have increased since 

our  20 16 repor t  ?  or , in  the ver y least , the am oun t of  owner sh ip  these 

team s possess has increased. I n  con tr ast  to the 20 16 resu l ts (wh ich  were 

25% give or  take), in -house team  responsibi l i ty  increased by 10 % (now at 

34.5%). 

- T hat said , CM O  or  cor por ate m ar ket ing execut ives st i l l  need to be 

perceived as a br and cham pion  ?  CM O s were al lot ted  23.8% of  the 

vote.
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- Awareness ?  Are custom er s aware of  your  br and?

- Searchabi l i ty  ?  Can  custom er s f ind  you? Are you show ing up  

in  thei r  search?

- Connect iv i ty  ?  Can  custom er s reach  out to you when  they do 

f ind  you?

- Repet i t ive exposure ?  Are you consisten t ly  fol low ing-up  w i th  

custom er s?

- Custom er  expectat ions ?  Are you m anaging, m ain tain ing, and 

exceed ing custom er  expectat ions?

Today?s custom er  ex ists in  an  over satur ated  m ar ket ?  m ean ing, 

custom er s can  change thei r  m ind about doing business w i th  you and not 

wor r y  about f ind ing another  op t ion . Your  br and?s inbound v isibi l i ty  

im pacts whether  or  not a custom er  chooses you over  another  com pany.

Brand visibility

Your  br and status tel ls a stor y : i t  says whether  or  not you?re consisten t and 

tr ustwor thy or  f l igh ty  and un rel iable. T hat said , good br and status is 

con t ingen t on  consisten t v isibi l i ty  and p resen tat ion  f rom  your  br and 

m anagem en t team .

In  order  for  custom er s to see your  br and, they have to recogn ize i t  ?  and 

in  order  to recogn ize your  br and, custom er s need to be able to rem em ber  

your  br and ing f rom  som ewhere along the buy ing cycle. Con tr ibut ing 

f actor s to br and v isibi l i ty  and p resen tat ion  are as fol lows:

Brand status
CHAPTER THREE
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- 62% of constituents stated that their brand has moderate to excellent visibility.

- 38% of survey responders noted that they have little to no visibility.

Abbreviated summary of stat ist ics

When you consider your organizat ion?s brand, how 
well-known is it  in all the places and markets that you serve?

Our brand is 
virtually unknown

Our brand has 
little visibility

Our brand has 
moderate visibility

Overall f indings
- O ver al l , near ly  hal f  of  the sur vey pool  en joys m oder ate v isibi l i ty  wh ich  

m eans the other  hal f  has l i t t le to no v isibi l i ty. T h is d iv ide can  l i kely  be 

at t r ibuted  to a lack of  in ter nal  r esources or  tools to establ ish  br and 

v isibi l i ty  as today?s custom er s have com e to expect engaging con ten t 

and br anded m ar ket ing ef for ts.

- I n  con tr ast  to our  20 16 repor t , the am oun t of  com pan ies that en joy 

m oder ate v isibi l i ty  has r i sen  by just  over  10 %, whereas those who 

repor ted  excel len t  v isibi l i ty  has dropped by about 5%.

Our brand has 
excellent visibility

12%

26%

47%

15%

Copy r igh t ©  20 19 L ucidpress
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Twen ty year s ago, com pan ies cou ld  get away w i th  over whelm ing (or  

under whelm ing) design  since thei r  custom er s d idn?t have m uch  to 

com pare the exper ience against . N or  d id  they take br and ing as a reason  to 

t r ust  (or  d istr ust) a com pany. H owever, today?s custom er  has m easur ably  

h igher  expectat ions thanks in  par t  to the sheer  am oun t of  op t ions, as wel l  

as the technological  advances and gener al  avai labi l i ty  of  ser v ices. As a 

resu l t , com pan ies are obl igated  p rov ide consisten t exper iences across the 

board .

Consistency of brand presentat ion

Please indicate how much you agree or disagree 
with the statements below.

Strongly disagree Disagree Agree Strongly Agree

O ur  custom er s expect great design across the m ar ket ing and sales m ater ials.

O ur  custom er s expect consistent branding across the m ar ket ing and sales m ater ials.

O ur  vendor s/ par tner s expect great design across the m ar ket ing and sales m ater ials.

O ur  vendor s/ par tner s expect consistent branding across the m ar ket ing and sales m ater ials.

P
er

ce
n

t 
of

 r
es

po
n

d
en

ts

20%

40%

60%
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O ur  custom er s expect great design across the m ar ket ing and sales m ater ials.

O ur  custom er s expect consistent branding across the m ar ket ing and sales m ater ials.

O ur  vendor s/ par tner s expect great design across the m ar ket ing and sales m ater ials.

O ur  vendor s/ par tner s expect consistent branding across the m ar ket ing and sales m ater ials.

How consistent is your organizat ion?s brand is 
in all the places it  appears:

Very inconsistent

Neutral

Very consistent Inconsistent

How important is having a strong, consistent brand 
for the following act ivit ies?

Not important Somewhat important Important Very important

Consistent

18%

40 %
22%

15%

5%

In ter nal  com m un icat ion  w i th  em ployees

Gener at ing leads

N ur tur ing leads

Closing sales

Com m un icat ing w i th  ex ist ing custom er s

P
er

ce
n

t 
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 r
es
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n

d
en

ts

20%

40%

60%
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- Across the board, most constituents (just shy of 50%) indicated that customers and 
vendors/partners expect great design and consistent branding.  

- 58% stated that their company has consistent or very consistent branding in all the places 
it appears ?  with about 43% of the survey pool reporting inconsistent. 

- 70% of constituents responded that it was most important to maintain consistent 
branding when communicating with existing customers. 

- 69% iterated that maintaining a strong, consistent brand when generating leads is the 
second most important ?  with nurturing leads receiving 65% of the vote and closing 
sales with 63%.

Abbreviated summary of stat ist ics

Overall f indings
- I n  theor y, com pan ies t reat par tner s and custom er s the sam e because of  

the over t  need for  these ind iv iduals to be br and advocates and in  tur n  

becom e repeat custom er s and encour age net new growth . U l t im ately, 

these peop le are an  extension  of  your  br and ?  br and consistency is an  

in tegr al  aspect in  ter m s of  assur ing th is p resence w i th in  your  n iche or  

industr y.

- Approach ing br and consistency needs to be perceived as a par t  of  

p rem ium  custom er  ser v ice. Because as the old  ph r ase goes, ?A happy 

custom er  tel ls 2-3 f r iends about thei r  exper ience, whereas an  unhappy 

custom er  w i l l  tel l  8-10 .? A custom er  that  th inks h igh ly  of  your  br and w i l l  

have an  easier  t im e locat ing and elevat ing your  br and i f  they  know 

speci f i cal ly  what assets and col later al  they should  associate i t  w i th .

- Regard ing the im pact of  br and consistency on  select  roles or  act iv i t ies, 

there?s not m uch  con tr ast  to repor t  when  com pared against  our  20 16 

repor t . Com m un icat ing w i th  ex ist ing custom er s lar gely  rem ains the 

sam e in  ter m s of  p r ior i ty, l i kely  due to the f act  that  custom er  chur n  is 
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extrem ely cost ly  ?  both  in  ter m s of  the actual  custom er  lost  and 

p rospect ive custom er s you m igh t lose.  

- M ost br ands repor t  the sam e level  of  cur ren t br and p resen tat ion  

consistency when  com pared against  our  20 16 repor t . I t?s im por tan t to 

note that  in ter nal  (yet  unknown) bias cou ld  skew responses related  to 

quest ions l i ke these. Adm i t t ing the actual i ty  of  your  br and p resen tat ion  

and i ts consistency m ay be d i f f i cu l t  for  som e ind iv idual  con tr ibutor s 

whose per sonal  success is con t ingen t on  the m easured growth  of  a 

br and.

- T hat said , i t  shou ld  be a com pany?s end goal  to ach ieve ?ver y consisten t? 

br and p resen tat ion  ?  and just  shy of  20 % of  our  sur vey const i tuen ts 

responded w i th  ?ver y consisten t.? T h is leaves am ple room  for  

im provem en t and an  elevated br and exper ience.
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For  ever y act ion , there?s a react ion . 

M ean ing, for  ever y p iece of  br anded col later al  that?s created, there?s an  

im pact and react ion . Br and ing logist i cs ?  i .e. gu idel ines, p roduct ion , 

rogue con ten t, or  growth  at t r ibut ion  ?  and thei r  cor robor at ing insigh ts 

help  ensure col later al  r em ains on -br and and up  to date. W i thout them , 

br and consistency f l ies out the door. 

T he absence of  gu idel ines tends to have a m assive t r i ck le-down  ef fect . 

W i thout gu idel ines, br anded col later al  becom es war ped and d isjoin ted , 

wh ich  d i rect ly  im pacts br and consistency. For  custom er s, th is i s con fusing 

and m assively  decreases your  cred ibi l i ty. And not on ly  that , the t r ust  you 

wor ked so hard  to bu i ld  cr um bles in  the wake of  p ixelated  logos, typos, 

and war ped photos. 

Br and ing gu idel ines help  you overcom e or  avoid  th is inciden t al l  together . 

Guidel ines, speci f i cal ly  clear , easy- to-access, up- to-date gu idel ines, go a 

long way. T hey keep ind iv idual  con tr ibutor s on -br and and help  ensure 

custom er  reten t ion  th rough  repet i t i ve, consisten t exposure.

Brand guidelines

Branding logist ics
CHAPTER FOUR
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Which statement best describes the status of brand guidelines at  
your organizat ion?

We have none

We have formal, 
published guidelines 
that aren't enforced

We have formal, 
published guidelines that 

are selectively enforced

We have informal 
guidelines

We have formal, 
published guidelines that 
are consistently enforced

Very poor Poor Good Very good
P

er
ce

n
t 

of
 r

es
po

n
d

en
ts

20%

40%

60%

Please rate your brand guidelines across the following dimensions

H ow cur ren t are they?

H ow easy are they to f ind?

8%

29%

27%

25%

11%

H ow ef fect ive are they?

Copy r igh t ©  20 19 L ucidpress

H ow easy are they to com ply?
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- 29% of constituents stated that they had informal branding guidelines.

- 27% iterated that they have formal, published guidelines that are selectively enforced, 
while 25% noted that they have formal, published guidelines that are consistently 
enforced. 

- Most (about 50%) said that their brand guidelines are generally current, easy to f ind, 
effective, and easy to comply with. 

- That said, 26% indicated that their brand guidelines were tough to f ind, making it 
diff icult to enforce them.

- 28% of constituents have their brand guidelines formatted in a PDF document.

- 21% noted that primary access to their brand guidelines are in physical, printed form, 
whereas 21% say their brand guidelines exist and are communicated verbally.

Abbreviated summary of stat ist ics

In which format(s) do your brand guidelines exist? 
Select  all that apply:

Oral tradition

PDF document

Webpage
Printed

SharePoint or other 
document management 

platform

Other

21%

21%

28%

17%

11%

2%

Copy r igh t ©  20 19 L ucidpress
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Overall f indings
- N ote: som e com pan ies have com pl iance team s to assure al l  con ten t 

stays com pl ian t  and on -br and.

- M ak ing br and gu idel ines easy to f ind  and adhere to i s a suref i r e way to 

ensure br and consistency.

- I n for m al  or  for m al  gu idel ines are rendered obsolete i f  no one bother s 

to en force them .

- Add i t ional ly, gu idel ine for m att ing is rendered obsolete i f  no one can  

f ind  them  and/ or  en force them .

- T hat said , for m att ing br anded gu idel ines in  a PD F for m  can  m ake 

updates d i f f i cu l t . Plus, there?s no way to ensure that ever yone has an  

up- to-date copy of  the gu idel ines, m ean ing your  br and consistency 

cou ld  be negat ively  im pact.

Today?s br anded con ten t p roduct ion  is typ ical ly  im pacted by a creat ive 

team ?s abi l i ty  to f u l f i l l  the request. And for  m ost br and team s, there?s 

r arely  enough  t im e in  the day to get ever y th ing done ?  som e tasks are 

com pleted  in  a t im ely, r easonable f ash ion  whereas other s get pushed by 

the wayside or  r ushed th rough  in  an  ef for t  to m eet p roduct ion  dead l ines. 

T he p rojects that  sl ip  th rough  the cr acks are of ten  the ones that feature 

inconsisten t br and ing. 

H owever, p roper  br and gu idel ines help  of f set  th is inequi ty. Add i t ional ly, 

they enable m axim um  ef f i ciency and stream l ines t im e spen t on  

p roduct ion : i t  r educes extr aneous t im e spen t t r ack ing down  in for m at ion , 

em power s team s to delegate tasks accord ingly, and ensures br and 

consistency no m atter  who is put to the task .

Branded content product ion
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I n  an  ef for t  to better  under stand the relat ionsh ip  between  inconsisten t 

br and ing and con ten t p roduct ion , we asked sur vey const i tuen ts the 

fol low ing quest ions:

How long does it  usually take the in-house design/market ing 
team to fulf ill a request for new or customized content? 

Less 
than a day

1 full d
ay

2-3 business 
days

4-5 business 
days

1-2 week
s

3-4 week
s

1 month or m
ore

Requests
 aren

't 

accommodated

P
er

ce
n

t 
of

 r
es

po
n

d
en

ts

10%

20%

30%

Copy r igh t ©  20 19 L ucidpress
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How much content (including sales and market ing materials) is 
your organizat ion producing compared to last  year?

Significantly less

About the sameM ore

Less

Significantly more

How often are market ing or sales materials created and 
distributed that do not conform to your brand guidelines?

Never

Rarely

Sometimes

Often

8%

12%

29%35%

16%

19%

40 %

29%

12%

Copy r igh t ©  20 19 L ucidpress

Copy r igh t  ©  20 19 L ucidpress
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- 26.5% state that it takes 2 - 3 business days for creative teams to fulf ill requests.

- 21.5% iterate that it takes 1 ? 2 weeks to fulf ill requests. 

- 16.5% note that it takes 4 ? 5 business days to fulf ill requests.

- Most organizations, about 50%, are creating more content in comparison to the year 
prior.

- 19% of companies never experienced the production of off-brand content ?  which 
means that 81% of companies experience off-brand content on some level.

- 61% of constituents stated that they know of individuals creating off-brand content in 
the past year.

Abbreviated summary of stat ist ics

Has anyone at  your organizat ion (either intent ionally or unintent ionally) 
created off-brand, rogue content within the past year? 

61% -Yes

39% -  No

Copy r igh t ©  20 19 L ucidpress
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Overall f indings
- Product ion  pace has increased since 20 16 ?  in  con tr ast  to the 20 16 

repor t , p roduct ion  tur naround has gone f rom  1 ?  2 weeks to 2 ?  3 

business days. T h is cou ld  be due to gener al  dem and, type of  con ten t 

being requested, or  add i t ional  team  m em ber s being added w i th  the 

in ten t ion  of  boost ing p roduct ion  ef f i ciency.

- I t?s possible that  com pan ies who exper ienced an  increase in  con ten t 

p roduct ion  also en forced br and ing gu idel ines and ensured they were 

easi ly  accessible to al l  em p loyees. 

- W h i le 39% is not a m ajor i ty, the data does suppor t  the need for  the 

en forcem en t of  br anded gu idel ines that are easi ly  accessible to al l  

ind iv iduals and em ployees.

- H owever, the data regard ing the f requency and knowledge of  of f -br and 

con ten t being p roduced seem s to con tr ad ict  i tsel f  ?  as wel l  as the data 

regard ing br anded gu idel ines. T h is cou ld  be at t r ibuted  to a lack of  

knowledge about the r ate of  of f -br and con ten t being p roduced or  the 

desi re to be honest regard ing of f -br and con ten t being p roduced. 

- A lack of  knowledge regard ing rogue con ten t creat ion  cou ld  be 

at t r ibuted  to rem ote wor ker s, ind iv idual  con tr ibutor s, or  sm al l  team s as 

wel l . 

- Al ter nat ively, com pan ies who en force br and gu idel ines m igh t assum e 

that no one is p roducing of f -br and con ten t, wh ich  cou ld  exp lain  or  

just i f y  the repor ted  61% of  const i tuen ts not ing zero of f -br and con ten t. 

A key com ponen t to elevat ing your  br and beyond the awareness stage is to 

m ain tain  br and consistency and repet i t i ve exposure to your  com pany. 

Growth at tribut ion
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Ult im ately, com pan ies wan t custom er s to go f rom  ?I  know of  that  br and? 

to ?I  know and tr ust  that  br and? ?  and br and consistency ser ves as that 

br idge. From  there, growth  is im m inen t. W hether  i t?s retur n  custom er s or  

ear n ing the tr ust  of  poten t ial  ones, br and consistency br idges the gap  and 

boosts custom er  t r ust . 

To better  under stand how com pan ies v iew the connect iv i ty  between  

growth  at t r ibut ion , br and consistency, and revenue, we asked const i tuen ts 

the fol low ing quest ions:

According to your best judgment, how much has the brand consistency you've 
maintained contributed to the revenue growth of your organizat ion?

Very little 
(less than 5%)

M odestly
(10 to 14%)

Substantially
(15 to 19%)

Little
(5 to 9%)

Very substantially
(20% or more) 8.4%

18.2%

37.4%

25.7%

10 .3%

Copy r igh t ©  20 19 L ucidpress



33

- Constituents reported an average of 33% in growth if they maintained brand consistency.

- 37.4% reported that brand consistency modestly contributed to the overall revenue 
growth.

- 25.7% noted that brand consistency substantially contributed to overall revenue growth.

Abbreviated summary of stat ist ics

Overall f indings
- I n  con tr ast  to the 20 16 repor t , the repor ted  analy t i cal  im pact on  growth  

and revenue increased f rom  23% to 33%.

- Growth  at t r ibut ion  has stayed relat ively  the sam e when  com pared 

against  the 20 16 f ind ings. H owever, const i tuen t nom inat ions were 

f l ip - f lopped. I n  the 20 19 f ind ings, m ore const i tuen ts ind icated  that they 

would  expect m oder ate (instead of  substan t ial ) con tr ibut ions to over al l  

r evenue growth .

Average of 33%

If  your brand was always presented 
consistent ly, how much do you est imate that 
your organizat ion's revenue would increase? 
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Your  br and is your  m ost valuable asset. I t  ser ves as an  in tegr i ty  f i l ter  f r om  

wh ich  custom er s evaluate whether  or  not you?re wor thy of  thei r  business 

?  and inconsisten t br and ing jeopard izes that relat ionsh ip . 

From  your  custom er s? per spect ive, inconsisten t br and ing is a resu l t  of  

carelessness. And i f  you don?t care about the represen tat ion  and 

consistency of  your  br and, how do your  custom er s know they can  depend 

on  you to care about them ?

Cour tesy of  the resu l ts uncovered by our  sur vey, a m ajor i ty  of  

const i tuen ts agree that inconsisten t br and ing can  be both  d isr up t ive and 

con fusing to custom er s, in  tur n  dam aging your  br and?s reputat ion . 

N ot on ly  does th is w ind  up  im pact ing how custom er s perceive your  

br and, but i t  im pacts your  bottom  l ine too ?  a m ajor i ty  of  com pan ies 

i ter ated  that i f  thei r  br and was p resen ted consisten t ly, r evenue would  

increase by 33%.

In  add i t ion  to the stat ist i cs p resen ted, our  f ind ings iden t i f ied  the fol low ing 

gaps that br ands m ust f i l l  to p roper ly  assure and m ain tain  br and 

consistency :

1. Brand guidelines
Your  br and gu idel ines are your  N or th  Star . As the nam e im p l ies, th is 

docum en t should  gu ide and i l lustr ate the m anner  in  wh ich  your  

Execut ive summary
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br and is dep icted  or  wr i t ten  about. Your  br and gu idel ines should  be 

easy to update per iod ical ly  and com ply w i th  ?  and even  easier  for  

your  em ployees to f ind . Be p repared to m ake your  br and gu idel ines 

avai lable in  a w ide var iety  of  for m ats and channels. 

T hat said , the key to m ain tain ing br and consistency th rough  

gu idel ines is to restr i ct  use, abuse, and m odi f i cat ion  of  br anded 

m ater ials. You can  ach ieve th is th rough  a br and asset hub and by 

p rov id ing em ployees w i th  access to locked assets, p re- for m atted  

tem p lates, and exp l ici t  cond i t ions to ensure m axim um  br and 

consistency.

2. Brand management
T he road to cred ibi l i ty  and consistency is of ten  laden  w i th  

p rover bial  potholes that  are m ade, in  par t , by f ast-m oving m ar ket ing 

str ategies and over al l  com pany growth . 

As a resu l t , whoever  possess the p r im ar y owner sh ip  of  br and 

m anagem en t m ust m ain tain  guard iansh ip  and per spect ive related  to 

br and consistency and represen tat ion  when  creat ing or  

im p lem en t ing m ar ket ing str ategies. M anagem en t dut ies m ust be 

v iewed as an  extension  of  a l inear  br and nar r at ive ?  f ai l ing to 

m ain tain  cou ld  dam pen  cred ibi l i ty  or  undercut ef fect iveness of  an  

other w ise excel len t  m ar ket ing str ategy.

3. Brand guidelines enforcement and delegat ion
Br and gu idel ines won?t do you any good i f  you don?t en force them . 

Br and m anagem en t m ust not on ly  update br and gu idel ines 

per iod ical ly, but  they m ust be p repared to en force them  as wel l . 
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In sum
At the end of  the day, you can?t have tr ust  w i thout cred ibi l i ty, and you 

can?t have cred ibi l i ty  w i thout consistency. Because in  order  to gain  

custom er  t r ust  ?  and thei r  business ?  a br and m ust feel , look , and be 

cred ible. And in  order  to be cred ible, a br and m ust be consisten t in  thei r  

m essaging and v isuals ?  in  tur n  p lacing extr a em phasis on  d i l igen t, yet  

though tfu l , br and m anagem en t.

L ocked tem plates or  br and assets can  assist  w i th  th is, though  fur ther  

en forcem en t w i l l  be undoubted ly  necessar y. Should  a br and m anagem en t 

team  be unable to tack le a task qu ick ly  or  in  a t im ely  f ash ion , ind iv idual  

con tr ibutor s should  be em powered to take the task on  them selves w i th  the 

help  of  locked assets and up- to-date br and gu idel ines.
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L u cidp r ess i s a design  &  br and tem plat ing p lat for m  that 's changing how 
com pan ies ensure br and com pl iance.  Created in  20 13 by L ucid  Sof tware, 
the cloud-based p lat for m  em power s team s to create h igh -qual i ty  v isual  
con ten t w i thout sacr i f i cing br and consistency.  I t  br ings user- f r iend ly, 
p rofessional  design  to creator s in  real  estate, f r anch ises, un iver si t ies and 
m ore. 

To see how Lucidpress can help your organization stay 
on-brand, visit our Business page and schedule a free demo. 

OVER 8  M I LLI ON USERS

A BOUT LUCI DPRESS

https://www.lucidpress.com/business/index.html?source=managing-your-brand-in-the-cloud-ebook-dwnld
https://www.lucidpress.com/business/index.html?source=managing-your-brand-in-the-cloud-ebook-dwnld
https://www.lucidpress.com/business/index.html?source=managing-your-brand-in-the-cloud-ebook-dwnld
https://www.lucidpress.com/business/index.html?source=managing-your-brand-in-the-cloud-ebook-dwnld

	The State of Brand Consistency 2019
	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14
	Page 15
	Page 16
	Page 17
	Page 18
	Page 19
	Page 20
	Page 21
	Page 22
	Page 23
	Page 24
	Page 25
	Page 26
	Page 27
	Page 28
	Page 29
	Page 30
	Page 31
	Page 32
	Page 33
	Page 34
	Page 35
	Page 36
	Page 37
	Page 38


