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Why this

checklist exists

A brand can hit every performance target this quarter
and still be worth less than it was a year ago, and the
creative running underneath both outcomes can look
almost identical on the surface. Longevity is rarely lost in
one bad decision. It erodes through small, reasonable
choices, chasing a trend, adding one more message to a
clean idea, letting urgency become the only voice a
brand speaks in, that each look fine in isolation.

This checklist covers the ten decisions that matter most:
staying distinct instead of chasing trends, building a
world instead of disconnected campaigns, knowing
which job a piece of creative is doing, protecting a
strong idea from dilution, building an identity that
outlives the logo, and keeping short-term performance
from spending down long-term equity.
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Built to Last,

Not to Trend

A brand built on trend participation is visible for a
moment and forgettable within a cycle. It borrows rele-
vance instead of building it, and the moment the trend
moves on, so does the attention it bought. Lasting
brands filter culture through their own identity rather
than adopting whatever the internet is wearing that
week.

Check for this:

® The brand's identity would still be recognisable if
every trending format it used this year were stripped
away.

e Cultural moments are filtered through a consistent
point of view, not adopted wholesale just because
they're working right now.
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A World, Not

Just Campaigns

Campaigns treated as isolated creative problems, each
with its own tone decided fresh, add up to nothing a
customer can follow. A brand world gives every new
campaign something to add to, so the tenth thing you
make works harder than the first because the audience
already half recognises it.

Check for this:

* This campaign visually and emotionally continues
what the last one built, rather than starting the
introduction over.

e There is a defined territory, a colour language, a tone,
a set of recurring ideas, that every new campaign
adds to rather than replaces.
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Knowing Which 03

Job the Work Is
Doing

Award-ready creative and brand-building creative
reward different things, novelty and technical daring
versus consistency and familiarity, and confusing which
job a piece of work is doing is how brands end up with
beautiful work nobody outside the industry remembers a
year later.

Check for this:

* Before judging a piece of creative as good, it's clear
whether its job is to make noise in a crowded
moment or to quietly reinforce what the brand
already stands for.
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The Discipline
to Say No

Most creative doesn't fail from a missing idea. It fails
because too many ideas were allowed to survive into the
final version, each addition reasonable on its own, until
the original idea is buried under everything layered on
top of it.

Check for this:

* The current version is carrying one clear idea, not
several reasonable additions layered on top of it.

¢ Every addition has been tested against whether it
actually serves the idea, or just eases someone's
discomfort with simplicity.
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Identity Beyond
the Logo

A logo, palette and font set is a design deliverable, not
an identity. Real identity lives in the rhythm of how a
brand writes, what it's drawn to and what it would never
use, and the small recurring choices that let an audience
recognise it by feel before they consciously notice the
logo.

Check for this:

* With the name, logo and colour palette stripped
away, the work still feels unmistakably like this brand.
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Protecting Equity

From Performance
Pressure

Performance creative that leans on discounts and
urgency reliably moves people to act, and used as a
brand's default voice, it slowly trains an audience to only
pay attention when there is a deal, quietly replacing the
reason anyone would choose the brand at full price on
an ordinary day.

Check for this:

e There is a clear line between creative built to convert
now and creative built to build the reason someone
would want to convert at all, and neither is quietly
starving the other.

* The brand still has a reason to be chosen on a day
with no discount, deadline or urgency running.




Run through these ten checkpoints when reviewing a
campaign, a creative direction, or a brand's output over
the past year, not just a single asset before it ships. Most
brands find the same one or two areas quietly costing
them longevity, often the ones easiest to defend in a
quarterly review because their damage is the hardest to
measure in that same period.

If you would like a second pair of eyes on whether your
brand is building a world or just producing disconnected
campaigns, reach out and we'll walk through it together.




	Artboard 1
	Artboard 2 copy
	Artboard 2 copy 2
	Artboard 2 copy 3
	Artboard 2 copy 4
	Artboard 2 copy 5
	Artboard 2 copy 6
	Artboard 2 copy 7
	Artboard 2 copy 8

