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	DIGITAL BRAND AUDIT
Template: A Step-by-Step Guide
Evaluate Your Brand's Consistency, Positioning & Performance Across Every Channel


	Organisation
	Enter company / brand name

	Audit Owner
	Name, title

	Date of Audit
	DD/MM/YYYY

	Audit Type
	Quarterly Light Audit  /  Annual Deep Review

	Channels in Scope
	Website, Social, Search, Email, Paid…

	Approved By
	Name, date


Instructions: Work through each section in order. Rate every element using the scoring system provided. Complete the Brand Health Scorecard on the final page to summarise findings and set priorities.
WHAT A DIGITAL BRAND AUDIT COVERS
A digital brand audit covers six core areas: brand identity, brand positioning, messaging consistency, digital presence, competitive standing, and brand performance metrics. Each area connects to the others — weakness in one tends to surface across all of them. Working through each section in order gives you a complete, connected view of your brand's current health.
	Section
	Focus Area
	Key Question Answered

	01
	Brand Identity
	Is our visual and verbal identity consistent?

	02
	Brand Positioning
	Do we occupy a clear, differentiated space?

	03
	Messaging Consistency
	Do we communicate the same core ideas everywhere?

	04
	Digital Presence
	Is our digital footprint working for our brand?

	05
	Competitive Position
	Where do we lead, match, and trail rivals?

	06
	Performance Metrics
	Is brand investment delivering measurable results?


	Section 01  Brand Identity Audit
Evaluate visual and verbal consistency across every touchpoint


The brand identity audit evaluates whether your visual and verbal identity is consistent across all touchpoints. Logos in outdated versions, rogue colour values, and typographic drift seem small in isolation but compound into a significant perception problem at scale.
1A — Visual Identity Checklist
Check each element across website, social profiles, email templates, presentations, and partner materials. Rate each as: C = Consistent  |  P = Partially Consistent  |  I = Inconsistent
	Visual Element
	Rating (C / P / I)
	Channels Checked
	Action Required

	Logo — correct version, proportions, clear space
	
	
	

	Colour palette — hex / RGB values match approved spec
	
	
	

	Primary typography — heading & body typefaces
	
	
	

	Accent / UI typography
	
	
	

	Iconography & illustration style
	
	
	

	Photography / imagery tonal alignment
	
	
	

	Video thumbnail & motion style
	
	
	

	Email template design
	
	
	

	Presentation / slide template
	
	
	


1B — Verbal Identity Checklist
	Verbal Element
	Rating (C / P / I)
	Channels Checked
	Action Required

	Brand name — capitalisation, spacing, trademark symbols
	
	
	

	Tagline / strapline usage
	
	
	

	Tone of voice — warmth, confidence, register
	
	
	

	Brand personality expression in copy
	
	
	

	Terminology & vocabulary consistency
	
	
	

	Boilerplate / 'About us' text across channels
	
	
	


1C — Identity Section Score
	Identity Element
	Consistent Count
	Partially / Inconsistent Count

	Visual identity (9 elements)
	
	

	Verbal identity (6 elements)
	
	

	Overall Identity Health (C = Strong / P = Moderate / I = Needs Attention)
	
	


	Section 02  Brand Positioning Audit
Assess clarity, differentiation, and credibility in your market


The positioning audit goes deeper than visual consistency. It asks whether the market actually understands and believes what your brand stands for. Gaps between intended positioning and how customers actually describe you reveal whether positioning is landing as designed.
2A — Positioning Clarity Check
	Current Positioning Statement
	Write your exact positioning statement here

	Who You Serve
	Primary target audience

	What You Offer
	Core product / service

	Why You Are Different
	Key differentiator

	Proof of Claim
	Evidence / data points that support differentiation


2B — Positioning Evidence Review
Review three sources of evidence and assess alignment with your positioning statement above.
	Evidence Source
	Positioning Clear? (Y/N)
	Score (1–5)
	Key Observations

	Homepage & key landing pages
	
	
	

	Most recent 10 social posts
	
	
	

	Customer feedback / reviews / NPS verbatims
	
	
	

	Sales team language / pitch decks
	
	
	


2C — Differentiation Strength
	Differentiation Claim
	Genuinely Distinctive? (Y/N)
	Customers Believe It? (Y/N)
	Action If No

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


2D — Positioning Section Score  (Rate 1–5 each)
	Dimension
	Score (1–5)
	Notes

	Positioning clarity
	
	

	Differentiation strength
	
	

	Customer alignment / believability
	
	

	TOTAL POSITIONING SCORE
	     / 15
	


	Section 03  Messaging Consistency Audit
Review whether core messages appear reliably across every channel and format


Inconsistent messaging confuses prospects, weakens trust, and dilutes the cumulative impact of marketing investment. This section reviews whether your core ideas travel reliably across all channels and formats.
3A — Core Message Audit
	Core Message (single most important idea)
	Write it in one sentence

	Messaging Pillar 1
	

	Messaging Pillar 2
	

	Messaging Pillar 3
	


Pull 10–15 pieces of content from across your channels. Rate each for core message presence.
	Content Sample
	Channel / Format
	Core Message (Present / Implied / Absent)
	Notes

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


3B — Channel-by-Channel Message Review
	Channel
	Primary Message Communicated
	Tone
	Links to Core Positioning? (Y/N)
	Drift Risk (H/M/L)

	Website
	
	
	
	

	Email / nurture
	
	
	
	

	LinkedIn
	
	
	
	

	Instagram / Facebook
	
	
	
	

	Sales deck / proposals
	
	
	
	

	Paid advertising
	
	
	
	

	Other: ___________
	
	
	
	


3C — Messaging Section Score  (Rate 1–5 each)
	Dimension
	Score (1–5)
	Notes

	Core message consistency across channels
	
	

	Core message presence in content sample
	
	

	TOTAL MESSAGING SCORE
	     / 10
	


	Section 04  Digital Presence Audit
Evaluate your brand across owned and earned digital channels


The digital presence audit tells you whether your digital footprint is working for your brand or quietly undermining it. It covers your website, social media profiles, search visibility, and content performance.
4A — Website Brand Audit
	Website Dimension
	Score (1–5)
	Priority (H/M/L)
	Action Required

	Brand consistency across all pages (inc. interior & blog)
	
	
	

	Brand experience — premium feel, load speed, navigation
	
	
	

	Homepage — positioning clarity within 30 seconds
	
	
	

	About page — purpose, values, story authenticity
	
	
	

	Landing pages — brand consistency under conversion pressure
	
	
	

	Blog / content — tone, visual, message alignment
	
	
	

	Mobile brand experience
	
	
	

	404 / error page — on-brand?
	
	
	


4B — Social Media Brand Audit
Audit each active social channel separately. Review the 20 most recent posts for tone, visual consistency, and message alignment.
	Platform
	Profile Complete? (Y/N)
	Visual Consistent? (1–5)
	Tone Consistent? (1–5)
	Message Aligned? (1–5)
	Top Observation

	LinkedIn
	
	
	
	
	

	Instagram
	
	
	
	
	

	Facebook
	
	
	
	
	

	X / Twitter
	
	
	
	
	

	YouTube
	
	
	
	
	

	TikTok
	
	
	
	
	

	Other: ______
	
	
	
	
	


4C — Search & SEO Brand Audit
	SEO / Search Element
	Score (1–5)
	Priority (H/M/L)
	Action Required

	Branded search results — first page impression
	
	
	

	Meta titles & descriptions — on-brand, compelling
	
	
	

	Google Business Profile — complete, current, visual
	
	
	

	Top organic landing pages — brand experience quality
	
	
	

	Knowledge panel / brand SERP features
	
	
	

	Review site listings (Google, Trustpilot, G2, etc.)
	
	
	


4D — Digital Presence Section Score  (Rate 1–5 each)
	Dimension
	Score (1–5)
	Notes

	Website brand experience
	
	

	Social media brand consistency
	
	

	Search / SEO brand presence
	
	

	TOTAL DIGITAL PRESENCE SCORE
	     / 15
	


	Section 05  Competitive Position Audit
Understand where your brand leads, matches, and trails in the market


A brand cannot assess its own strength accurately without understanding where it stands relative to competitors. This section maps the competitive landscape and identifies where your brand leads, matches, and trails.
5A — Share of Voice Analysis
Track brand mentions, relevant hashtags, and category keywords over the past 90 days using social listening tools. Compare your share of voice to 3–5 closest competitors.
	Brand / Competitor
	Mention Volume
	Share of Voice %
	Trend vs Prior Period (↑↓→)
	Notes

	YOUR BRAND
	
	
	
	

	Competitor 1
	
	
	
	

	Competitor 2
	
	
	
	

	Competitor 3
	
	
	
	

	Competitor 4
	
	
	
	


5B — Competitive Positioning Map
Define your two positioning axes below, then score each brand on each axis (1 = left/bottom pole, 10 = right/top pole). Use the scores to plot a 2×2 map and identify white space.
	Axis
	Left / Bottom Pole
	Right / Top Pole

	X-Axis (Horizontal)
	e.g. Specialist
	e.g. Full-Service

	Y-Axis (Vertical)
	e.g. Accessible
	e.g. Premium


	Brand
	X Score (1–10)
	Y Score (1–10)
	Key Positioning Observation

	YOUR BRAND
	
	
	

	Competitor 1
	
	
	

	Competitor 2
	
	
	

	Competitor 3
	
	
	

	White Space Identified
	—
	—
	


5C — Competitor Messaging & Gap Analysis
	Competitor
	Primary Value Claim
	Strongest Owned Association
	Opportunity They Leave Unaddressed

	Competitor 1
	
	
	

	Competitor 2
	
	
	

	Competitor 3
	
	
	

	YOUR BRAND opportunity →
	
	
	


5D — Competitive Section Score  (Rate 1–5 each)
	Dimension
	Score (1–5)
	Notes

	Share of voice trend
	
	

	Positioning distinctiveness vs competitors
	
	

	Competitive gap clarity (white space identified)
	
	

	TOTAL COMPETITIVE SCORE
	     / 15
	


	Section 06  Brand Performance Metrics Audit
Review the quantitative data that reflects brand health over time


This section pulls together the numbers that tell you whether your brand-building efforts are delivering measurable results. Document current scores, compare to prior periods, and set targets for the next review cycle.
6A — Awareness & Recall Metrics
	Metric
	Current Period
	Prior Period
	Change (↑↓→)
	Target

	Aided brand awareness (%)
	
	
	
	

	Unaided brand awareness (%)
	
	
	
	

	Branded search volume
	
	
	
	

	Direct website traffic (sessions)
	
	
	
	


6B — Brand Sentiment Metrics
	Metric
	Current Period
	Prior Period
	Change (↑↓→)
	Target

	Net Promoter Score (NPS)
	
	
	
	

	Net sentiment score (positive vs negative mentions %)
	
	
	
	

	Average review rating (all platforms)
	
	
	
	

	CSAT score
	
	
	
	


6C — Engagement & Loyalty Metrics
	Metric
	Current Period
	Prior Period
	Change (↑↓→)
	Target

	Social media engagement rate
	
	
	
	

	Email open rate
	
	
	
	

	Customer retention / renewal rate
	
	
	
	

	Customer Lifetime Value (CLV)
	
	
	
	

	Referral / advocacy rate
	
	
	
	

	Share of wallet / repeat purchase rate
	
	
	
	


6D — Performance Section Score  (Rate 1–5 each)
	Dimension
	Score (1–5)
	Notes

	Awareness & recall momentum
	
	

	Sentiment & trust indicators
	
	

	Engagement & loyalty performance
	
	

	TOTAL PERFORMANCE SCORE
	     / 15
	


	BRAND HEALTH SCORECARD
Transfer your section scores here to see your overall brand health at a glance


	Section
	Score
	Max

	Section 1 — Brand Identity
	
	—

	Section 2 — Brand Positioning
	
	15

	Section 3 — Messaging Consistency
	
	10

	Section 4 — Digital Presence
	
	15

	Section 5 — Competitive Position
	
	15

	Section 6 — Brand Performance Metrics
	
	15

	OVERALL BRAND HEALTH SCORE
	     / 70
	70


Score Interpretation
	Range
	Status
	Recommended Action

	60–70
	Strong Brand Health
	Focus on maintaining standards and incrementally raising the ceiling

	45–59
	Moderate Brand Health
	Address your two lowest-scoring sections this quarter

	30–44
	Brand Needs Attention
	Prioritise identity and messaging fixes; consider a strategic brand review

	Below 30
	Brand Risk Zone
	Initiate a full brand strategy review; do not increase spend without fixing foundations


PRIORITY MATRIX & ACTION PLAN
Use your section scores to identify the highest-priority improvements. List the top 10 actions across all sections, assign owners, and schedule completion dates.
Priority Matrix — Impact vs Effort
	#
	Action / Finding
	Section
	Impact (H/M/L)
	Effort (H/M/L)
	Owner
	Due Date

	1
	
	
	
	
	
	

	2
	
	
	
	
	
	

	3
	
	
	
	
	
	

	4
	
	
	
	
	
	

	5
	
	
	
	
	
	

	6
	
	
	
	
	
	

	7
	
	
	
	
	
	

	8
	
	
	
	
	
	

	9
	
	
	
	
	
	

	10
	
	
	
	
	
	


Audit Cadence Recommendation
	Audit Type
	Frequency
	Sections to Cover
	Time Required

	Light Audit
	Quarterly
	Sections 3, 4 & 6 (metrics)
	2–3 hours

	Full Audit
	Annually
	All 6 sections
	1–2 days

	Trigger Audit
	After major change
	All sections relevant to the change
	As required


AUDIT SIGN-OFF
	Name
	Role
	Date Signed Off

	
	
	

	
	
	

	
	
	


Next Audit Date
	Next Light Audit
	DD/MM/YYYY

	Next Full Audit
	DD/MM/YYYY

	Notes
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