
B U S I N E S S  P R I N C I P L E S

The 90-Day Brand: A Realistic 
Roadmap from Idea to Identity

Branding can feel like a black box. Here is what actually happens, week by week, when a brand 

is built properly — so you know what to expect and how to play your part.
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For many founders, branding is a mysterious process that produces a logo at the end. That mystery is where 

budgets get wasted and expectations get missed. A real brand build is a sequence — strategy before design, 

design before rollout — and it helps to see the whole map before you start the journey.

Weeks 1–2: Discovery and strategy
Before a single shape is drawn, the work is questions. Who is this for? What problem do you solve, and for 

whom is it most urgent? Who are you up against, and how will you be different? Out of this comes positioning 

— the single most important deliverable, because it tells every later decision what to do.

STRATEGY IS NOT THE BORING PART

It is the part that makes everything else work. Skip it and you get a pretty logo with nothing underneath. Most 

weak brands are not badly drawn; they are badly decided.

Weeks 3–6: Identity design
Now the visible work begins: the logo system, colour palette, typography and overall visual language. Expect 

rounds and revisions — good identity is refined, not stumbled upon. Your job here is timely, honest feedback 

against the strategy, not against personal taste alone. The question is never just do I like it, but does this say 

the right thing to the right people.

Weeks 6–9: The system and assets
A logo is not a brand. This is where the identity becomes a usable system: rules for how everything 

behaves, plus the assets you will actually use — website, company profile, social templates, email signatures, 

documents. The goal is that anyone can produce on-brand work without guessing.

FIGURE

The deliverable is a connected system — identity at the hub, every touchpoint a consistent spoke.

Weeks 9–12: Rollout
Finally, the brand goes live across your touchpoints, consistently and all at once where possible. A coordinated 

launch makes the change feel intentional and confident, rather than a slow, patchy drift that customers never 

quite notice.

What is expected of you
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Show up to discovery honestly — vague answers produce vague brands.

Give feedback quickly and against the strategy, not just gut feel.

Resist scope creep mid-build; capture new ideas for phase two.

Commit to consistency after launch — the system only pays off if you use it.

A QUIETER THOUGHT

Good building takes order and patience. As Proverbs puts it, the plans of the diligent lead surely to 

abundance, but everyone who is hasty comes only to poverty (Proverbs 21:5). A brand built in sequence 

outlasts one thrown together in a rush.

The bottom line
Ninety days, roughly, from idea to identity — strategy, design, system, rollout. Knowing the map turns branding 

from an anxious black box into a process you can steer. Build it in the right order, play your part, and you end 

up with an asset, not just an artwork.

Sources

Mediakim brand-build methodology.

Proverbs 21:5 — the plans of the diligent.
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TA K E  Y O U R  B R A N D  T O  T H E  N E X T  L E V E L

Want this done properly?
You can absolutely build on this yourself — that's why we wrote it. But if you'd rather have 

your brand, website and profile built as one considered system, that's exactly what we do. 

No obligation — just a conversation.

www.mediakim.co.za

info@mediakim.co.za

+27 72 925 2470

Mediakim (Pty) Ltd
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