seeking more evolving the WSET brand

0:07
Welcome everyone to our session on evolving the WCT brand.

0:13
Just a bit of housekeeping to start with.

0:17
I'm sure you know the routine by now, but put any questions for speakers in the Q&A tab at the top right of the chat.

0:25
I don't even know whether that's that's true anymore for Zoom, but I'm sure you'll find out where to put your questions.

0:31
And if you have any technical issues, use the chat function and someone from our lovely team will be there to help you.

0:38
So now I would like to introduce the speakers for this session.

0:42
I'm Carolyn, marketing director at WSCT.

0:48
The rest of the brand team will introduce themselves.

0:52
Hi, I'm Alex Layton, Head of Brandon Digital Marketing, and I'm Saski Scott, Brandon Marketing Manager.

1:02
OK, so without further ado, we'll get on.

1:05
We've been on an exciting brand journey over the last year.

1:09
We've now arrived at our destination and we're delighted to share our new brand with you.

1:20
So the first big question, why change our brand?

1:26
WACT has led the way in wine education for decades.

1:30
It's still at the heart of what we do.

1:32
But the world of drinks is evolving and so are we.

1:36
Emerging technologies, the rise of digital culture, and a new generation of globally connected audiences are reshaping the landscape.

1:46
Drinks education is changing and we need to lead that change.

1:51
And to do that, we must evolve.

1:54
You'll have already seen if you joined Michelle's keynote sessions earlier that our purpose and strategy are evolving and now our brand needs to reflect who we are today and where we're heading.

2:10
For the past year we've been working with a brand partner, the Good Agency.

2:16
Good is an award-winning, purpose driven creative agency founded 30 years ago to help brands, charities and not for profits create a shared vision of a better world.

2:28
They're employee owned and the UK's high scoring B Corp agency.

2:33
Good brings uniquest experience from across global not-for-profit education and drink sectors, working with established names such as Maracuri, Barnardos, Water Aid, London Business School and Perno Ricard.

2:47
So we're in good company, working with good.

2:54
We followed A5, a clear 5 state process, taking our key stakeholders with us on every step of the journey.

3:04
The first was immersion, which is getting under the skin of who WST is and where we're heading.

3:11
Secondly, intelligence involved extensive quality qualitative and quantitative research and more about that later ideation, which was in depth workshops and creative development identity, that's the actual creating our new identity and finally implementation, which is where we are now bringing the brand to life and sharing it with you.

3:40
The intelligence phase was a crucial part of shaping, shaping where we've landed.

3:44
Today we work with Good using the four CS model that's focusing on company, customer, competitors and culture.

3:53
For company, we carried out in depth internal external stakeholder interviews with you and industry partners.

4:01
For customer, we ran focus groups with students, alumni and trade supported by quantitative study on how people feel about WSCT.

4:12
Then, we looked at competitors both within drinks education and in related sectors like other education brands and drinks brands.

4:21
Finally, we explored culture through trend reports and industry analysis to understand the bigger picture.

4:31
And we uncovered several challenges in the course of our journey that were holding the brand back and threatening our leadership position.

4:43
Firstly, the brand lack lacked distinction in an increasingly crowded marketplace, it was just wasn't standing out the way it should.

4:53
Second, it was seen as dated and slow to respond to change.

4:59
Third, the brand felt functional and transactional, which limited how we connect with with you, our students, alumni and partners.

5:10
And finally, it was just out of step with our strategic ambition.

5:15
The findings made it clear we'd outgrown our brand.

5:19
To stay relevant and to lead the industry, we needed to evolve.

5:27
So one comment from our research really stood out and encapsulated the overall sentiment from our research.

5:36
It came from one of you.

5:39
The world of education is changing and the world of wine is changing, but WSCT remains the same.

5:47
That single sentence captures the challenge we face.

5:52
The industry's moving fast.

5:54
Students expect more, you want more.

5:57
And if we don't evolve, we risk being left behind.

6:02
This insight became a turning point, a clear call to action to modernise while protecting what makes WSCT trusted and respected.

6:14
Right.

6:14
So now handing over to Alex to take you on the next stage of the journey.

6:20
Thank you, Carolyn.

6:23
Yeah.

6:23
So what was apparent here was that we need to strike a balance between prestige and progressive ambition.

6:33
It's not an either or situation.

6:37
It's and so for us, we want to embrace the rich tradition of the past and the innovation for the future.

6:49
We bring together prestige and excellence and warm inclusion through everything we do.

6:56
We value knowledge and skills and passion, the rigour that builds confidence and the energy that makes learning memorable.

7:07
We celebrate, celebrate personal achievement and collective experiences, individual progress and being part of a global community.

7:18
All of these qualities must come through in how the brand looks, talks and behaves.

7:29
From the research, a few themes came through again and again from yourselves, APPS and learners around the world.

7:38
First, WSET is seen as as the minders of long tradition and rich history.

7:45
WSET is a place where the drinks community flourishes, students, alumni trade, and AP PS connecting through shared learning.

7:55
Third, WSET is seen as a prestigious standard setter.

8:00
And finally, custodianship.

8:04
WSET is viewed as passing the baton to the next generation in the drinks industry, emphasising the long standing influence and ongoing legacy.

8:14
These themes shaped every decision you're about to see, from our brand idea to how we look, talk and behave.

8:28
So brand here is so much more than than just the logo, and this brand model here shows the four essential components that shape who we are, how we look, how we talk and how we behave.

8:47
Each element contributes to a consistent brand experience, from visual identity and tone of voice to behaviours and personality, all centred on the 4th and most important component of brand purpose, of which Michelle shared in an earlier presentation today.

9:07
This framework guides how we show up consistently across everything we do.

9:17
To hold the brand together, we need a brand idea, a theme that forms the foundation for everything we do creatively, whether that's how we write or how we look.

9:30
And that brand idea is Seek More, which captures the spirit that drives WSET forwards.

9:38
It expresses Wset's curiosity and ambition, raising standards, opening doors to more people and more categories, and inspiring lifelong learning across global drinks education.

9:53
So our wisdom might be age-old, but another quality runs deep at WSETA.

10:02
Restlessness that drives us forwards in pursuit of higher standards for an industry more inclusive, progressive and exciting.

10:14
It's what makes us global leaders in drinks education, and it is why people come to us.

10:21
The first timer on the hunt for wisdom, the enthusiast looking for community, the masters in prose in search of advancements.

10:32
We're here for all curious minds and ambitious companies.

10:37
For 55 years and more, we've kept striving for more, raising the bar, leading people to vibrant places and experiences, bringing skills, confidence and joy.

10:51
This is why we exist.

10:54
Those who seek more find more with us.

10:59
WSET seek more.

11:05
So moving on to our logo.

11:11
Ariadne has served WSET well over the years, but this is the right moment for her to retire.

11:20
In our research with students, trade partners and URAPPS, Ariadne scored well for Heritage, but even among those who know us best, most couldn't explain what she represented.

11:34
And crucially, she doesn't carry the ideas that we need next Global, inclusive, innovative and and multi category.

11:44
However, this is an evolution and not a total clear out, so we've chosen to honour our history in different ways.

11:53
The vibrant blue from an earlier logo shown on the left still shines digitally, so we've adopted it as our heritage blue, honouring our history while feeling modern.

12:06
The familiar Oval that once framed Ariadne remains as a quiet thread between past and future.

12:14
It builds recognition, ties elements together and gives the brand a confident frame to live within.

12:22
Clear, modern and unmistakably WSET.

12:30
And drum roll here is our new logo.

12:34
So this is more than a design update.

12:36
This is a signal of change.

12:39
For decades, WSET stood for wine and spirit Education Trust.

12:44
Now we are simply WSET, not an acronym, but a name in its own right.

12:52
This evolution reflects the full spectrum of drinks education we now lead.

12:57
Ariadne has gone, but our heritage remains strong.

13:02
This mark is simple, scalable and adaptable, built for a digital world.

13:08
It marks a new chapter for WSET 1, where we lead the industry and push it into new innovative spaces wherever it appears.

13:19
This logo is our stamp of ownership, a mark of trust and credibility.

13:29
Our new strap line is global Drinks Education.

13:34
It's clear and confident.

13:36
It tells people who we are and what we do.

13:40
It reinforces Wset's position as a worldwide leader and trusted authority in the drinks industry, and it signals the breadth of learning experiences we offer.

13:54
It also reflects our commitment to education and knowledge and to giving students truly global experiences and opportunities.

14:03
Localisation of this strap line is already underway, already underway, and it's being translated into the languages we teach, working closely with our internal localisation teams and with URABPS, and they should be completed over the over the coming weeks.

14:21
And with that, I'll hand it over to you, Saskia, it's Alex.

14:27
So the feedback was clear and we heard your struggles.

14:30
The old brand felt crowded, too many colours, too many logos, and it made representing categories a lot harder than it should be.

14:42
So our new brand family is simpler and easier to use.

14:46
At the top sits WCT's logo for the core organisation and beneath it are the two delivery arms apps, you guys on the left and WCT School on the right.

15:00
Like you, WCT School delivers our qualifications, but it's fully owned and operated by WCT and our WCT School London logo at the bottom there will just be used to signpost the physical building.

15:18
Gone are the days of 12 different qualification colours, with confusion around what each stand for.

15:24
We're introducing A simplified design system with just four category identities.

15:30
Each has its own personality, using a font that feels familiar to that drinks category and reflects our brand idea.

15:38
Seek more Bringing to life the personality of the dynamic and vibrant industry.

15:45
These icons you can see here from the Master set are still being tested to make sure that they work well for all markets.

15:55
You'll also see these personalities come through in our new pin badge designs.

16:00
The Oval shape gives a nod to our new logo and each badge uses a drinks icon to show which category the qualification was earned in.

16:10
Level progression will be marked by bronze, silver, Gold and Platinum.

16:15
Black for diploma.

16:18
Over the past two weeks, these concepts have been tested in person and at the WCT School London.

16:24
Sorry, in person at the WCT School London and online with yourselves and students globally.

16:31
We want to ensure that they work well for everyone.

16:34
And the response has been strong, with more than 2400 participants so far, which shows how much these badges matter to people.

16:43
Overall, the sentiment has been positive, with many comments recognising the value of celebrating achievement in a more premium way.

16:50
And it's important to note that these designs were seen without the full brand refresh context.

16:56
And of course, the photos don't quite do them justice.

16:59
These badges are made from high quality recycled metals and with details that add texture and a premium feel, which is far more evident in person than on the screen.

17:11
The survey remains open until the end of this week and we'll use the insights to make sure the final details are just right before production.

17:21
So how we look.

17:23
This is where our new brand starts to take shape visually.

17:26
It's not just about the logo and the colours, it's about how we express who we are and what we stand for.

17:33
This new look is designed to feel confident, inclusive and full of life, just like the drinks industry we're a part of.

17:44
Here you can see the new brand in action with some examples of printed materials, social media and campaigns.

17:51
These are just proofs, so they're here to give you a flavour of what we might look like once we've fully developed.

17:59
We've kept our heritage close with the original WSET Heritage Blue, but we've also expanded our palettes to include warmer tones, which brings a sense of modern prestige and approachability to everything we create.

18:15
What stands out is the energy and vibrance we're using photography that feels sensory and dynamic and makes people feel something, so capturing the fizz of a drink or the grain of a wooden bar, or the sense of hands at work.

18:30
And we're telling stories visually too, not just through words or photography, but through design.

18:36
And we'll do that using our new woodblock style icons, which have more of a premium aesthetic and will help bring personality to our work too.

18:48
The drinks industry is full of life, and you might have noticed a design feature being used here that is inspired by the tradition and design of drinks labels and packaging.

18:59
Of course, we'll be using our signature Oval shape from our new logo to help build that brand recognition, but you'll also see other types of label shapes being used in our materials too.

19:12
And accessibility has been built into every detail, from colour combinations that meet international standards to layouts that are clear and easy to navigate.

19:23
It's all part of making Drinks Education feel open and welcoming to everyone.

19:30
So together, these elements will help us show up as a brand that's rooted in tradition but ready for what's next.

19:37
One that invites people to seek more and feel part of something that is vibrant and global and full of possibility.

19:46
So with that, I'll throw the ball back to you, Carolyn.

19:50
Thanks Saskia.

19:51
Caught.

19:53
So what's next and what does this mean for you?

19:58
This is a timeline which details important milestones from now until 2026.

20:06
The first thing to note is that the new pin badges will be available to you in warehouses to order from December.

20:15
Our external launch will go live in April 2026 and as part of that, our new website will go live.

20:25
That's the moment when the new brand meets the world.

20:29
It's an important moment for us all, as our website is our shop window, our interface with the outside world and the platform that connects potential students to you.

20:37
And Needless to say, a greatly improved where to Study page is one of our top priorities.

20:45
So what does it mean for you?

20:47
As APPS, we're taking a phased roll out approach over the next two years.

20:53
There'll be no overnight switch.

20:55
They don't panic.

20:57
You'll see updated materials coming out in stages.

21:01
We'll be running some brand webinars early in 2026 and then we'll be sharing a brand tool kit with you with clear guidelines and we'll be explaining everything along the way.

21:13
So the adoption of our new brand will be as easy as possible.

21:17
And of course, you'll have all of us and everyone in our global marketing team to support you throughout.

21:24
Yeah, if, but if you need any help at any point, you can contact the marketing team.

21:30
So that brings us to the end of our formal session and we can now open the floor for questions.

21:41
I'm not sure how many people have been on the on the call.

21:47
Do can we see any questions?

21:50
Not that I can see if I've got the right window open here.

21:54
I think.

21:55
I know it's a tricky 1, isn't it?

21:57
I think it's so late and it's so delayed that probably people have dropped off.

22:01
We may have lost a few people, we may have lost a few.

22:04
So we'll have to think about maybe rerunning the session so we can answer everyone's questions.

22:10
So I think it's probably better just to wrap up at this stage.

22:16
This was the last live session at today's Global Summit.

22:21
Thank you all for joining.

22:23
I hope you found the sessions engaging and insightful.

22:28
We'd really value your feedback.

22:29
So if you'd like to complete the post so the post session survey, that would be great.

22:36
We'll also e-mail it to you tomorrow because I guess you may not be able to access it.

22:42
As a reminder, all of the sessions from today will be available on demand for the next 30 days and you'll you can find those by clicking agenda in the Navigation Pane and selecting Show past sessions.

22:58
So on that note, I can only apologise again for the technical issues that we've had with this session.

23:05
I think it's the only one today that's gone wrong.

23:09
Yeah, such a shame.

23:10
But thank you so much for joining us and we'll look forward to seeing you soon.

23:16
Many thanks, everyone.

23:18
Thanks everyone.

23:19
Bye.

23:19
Bye.

23:19
Bye.
