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Abstract: 

Debating dynamic branding could be beneficial for all involved parties in the branding process. 

On the first hand, Dynamic branding can be very useful to all the brands that wish to stay 

updated and connected with their clients. The dynamic branding has opened many doors to 

allow the brand to stay fresh and coherent to the continuous evolve in the market. On the other 

hand, the increasing number of options has caused confusion to both the viewers and the 

designers to relate to the brand image and enhance its recognition. 

Although dynamic branding as a concept is relatively recent, it has attracted a number of serious 

exploratory and explanatory studies. Different approaches and various backgrounds affected 

the formation of the literature reviewed concerning dynamic branding. See (Dynamic identities 

by Irene van Nes, Flexible Branding Systems vs. Static Logos in punchy. design (2019); How 

to create a dynamic brand identity by (Brandfolder, n.d.)  . 

The application of the dynamic branding has developed as well over the years from mere frame 

shape that can be filled with any element from inside to programmed designed software, 

especially for the brand . 

The Tate logo has designed a set of logos to be used dynamically for different publications and 

promotional needs. However, the brand faced some challenges with the variety of the logo 

which made them rebrand the logo at the end . 

This study aims to compare the old Tate logo and the new rebranded one, that is to reach a valid 

recommendation for applying dynamic branding.   
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