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Transforming our brand

Introducing our refreshed brand identity
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Why refresh our brand?

= Remain relevant - positioning for the future

= Embed a unified purpose, providing us the opportunity to strengthen and amplify our
voice in a competitive marketplace

= Drive transformation - underpinning our strategic projects, presenting our world-class
collections, and delivering the House of Architecture

= |ncreases our relevance to architecture and architects with a stronger voice and tone
= Positions us for growth in membership and commercial activities



Benefits and impact

= Unified purpose and identity - more holistic brand identity with less
fragmentation/dilution

= |ncrease brand awareness and association

= Engagement and growth opportunities across the existing portfolio of products and
services, globally

= Attract diverse and inclusive audiences
= Be relevant to both architects and architecture
= Stronger voice/more strident tone
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Our verbal
brand identity




Our name

You can call

REEBA

From now on we will refer to ourselves as RIBA and not The RIBA.




Our purpose

Purposeful

MAKE THE FUTURE ABETTER PLACE

Active Forward-looking Positive




Our vision

Advance architecture for all by
building the world's greatest
community of architects.

Our mission

We educate, support, inspire and
champion architects everywhere -
to deliver better, safer, more
inclusive and sustainable places
for everyone.
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D » A
RIBA



A new design toolkit




A phased approach to implementation

= Phased 15-month implementation of all collateral, channels and assets post launch
through 2026

= Focus on high visibility/impact areas

= Further phasing based on strategic priorities, project milestones and engagement
opportunities

= Both current and refreshed visual identities will co-exist simultaneously for a while
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Our new website:
riba.org
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What we wanted to achieve

= riba.org - now live

= Showcase our new brand identity

= Clean and modern approach to reflect RIBA as a contemporary organisation
= User experience: simpler user journeys, clear propositions and CTAs

= Deliver a multi-purpose site, reflecting multiple objectives and audiences

= Meet accessibility requirements - WCAG guidelines - AA standard
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Make the future a better place

Scroll to learn more

Appleby Blue scoops

RIBA Stirling Prize
2025
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CPD Providers
Network




RIBA CPD Providers Network

= We have introduced a dedicated ‘RIBA CPD Providers Network’ logo

= Available in black and white

» Logo is accompanied by guidelines

= Reflects a shift in our positioning - leveraging the brand though clear association
= CPD website to be updated shortly - collateral will follow

= NBS will send you the new logo and guidelines in due course

I BA

CPD Providers Network




Thank you...

... for listening.
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