
The "Opening Day" Strategy for Always-On Brands 
A Guide for Brand Managers and Content Creators 

Opening Day. Those two words create mental pictures and transport fans to a place where 
memories occupy our bodies for a few seconds. For a moment, we're younger, more hopeful, 
and more courageous. Every fan thinks their team is going to the championship when the 
record is 0-0. We crave that illogical optimism. 

Sports seasons are easier to understand and follow because they have a beginning and an end. 
They have built-in moments of renewal. 

But what about the brand that's always there and always on? Your radio station never stops. 
A grocery store is open every day of the year. Most businesses are open five to seven days 
per week, year-round. 

How do these brands reintroduce themselves to fans, customers, and audiences? If your 
business or service isn't seasonal, how do you create "Opening Day" feelings and 
opportunities year-round? 

If you don't, you risk falling victim to the Groundhog Day Effect. You want customers to 
relive a good experience, but if every day feels exactly the same, the brand becomes 
background noise. You must find ways to wake them up and get them excited to take on the 
new day with your brand. 

Here is a three-step framework — Review, Reacquaint, Revive — to create that Opening 
Day feeling for any brand, at any time of year. 

1. Review: The Post-Event Autopsy 
Opening Week eventually ends. When a major event, feature, or sale is over, the work is just 
beginning. 

Review your wins and losses immediately. Do not wait six months to review a campaign. 
You will be much more transparent with the potential for improvement if you conduct the 
autopsy while the experience is fresh. If you run an annual holiday promotion, start planning 
your strategy for next year's execution the moment this year's ends. 
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Review it for your audience and clientele. A classic rule of public speaking is: "Tell them 
what you're going to tell them, tell them, then tell them what you just told them." This applies 
perfectly to brand promotions and contesting. 

Brands often promote heavily leading up to an event, and heavily during the event. But then, 
promotion tends to drop off the moment the winner is announced or the event concludes. That 
is a missed branding opportunity. Promote it heavily after it's over to position your brand as the 
one that delivers lifetime experiences. Use the footage and the stories after the fact to cement 
your brand's association with that winning feeling. 

2. Reacquaint: Re-establishing Your Purpose 
Does your audience and clientele truly understand your brand's purpose? 

Major sports networks don't assume fans will be emotionally motivated by the start of a 
season simply because it's on the calendar. They spend weeks and months promoting the 
return with passionate audio and video. They reacquaint the audience with the stakes. 

Think about how much noise and distraction exist for the modern consumer. Reacquainting 
the audience with your purpose, your mission, and your difference isn't a one-time task. It 
must be part of your brand's daily and hourly DNA. You cannot assume they remember why 
they chose you yesterday. You have to remind them today. 

3. Revive: Offering a Clean Slate 
The modern news and content cycle is exhausting. Everything is "breaking news." Everything 
is dramatic. The cycle moves incredibly fast, and consumer burnout is real. 

Opening Day works because every team is 0-0. Hope is renewed for a moment. How can 
your brand offer a similar clean slate to the customer? 

Often, it has nothing to do with transactions, but rather a simple, human experience. Society 
yearns for human interaction and transparency from favorite brands and influencers. Consider 
hosting an Open House or a community event where the sole purpose is connection, not sales. 



Your brand can constantly create appreciative, fulfilling, hopeful, and fun experiences by 
renewing your brand's attributes every day. Give your audience a break from the exhausting 
noise, and let them feel that Opening Day optimism all over again. 

The Framework at a Glance 

Step Core Question Key Action 

1. Review What worked, and what 
didn't? 

Conduct your post-event autopsy immediately, while the 
experience is fresh. Keep promoting after the event ends. 

2. 
Reacquaint 

Does your audience 
remember why they chose 
you? 

Make your brand's purpose, mission, and difference part of 
the daily DNA of your content and messaging. 

3. Revive How can you offer a clean 
slate? 

Create moments of genuine human connection — not 
transactions — that cut through consumer fatigue and renew 
optimism. 

The "Opening Day" strategy isn't about waiting for a special occasion. It's about building a 
brand culture that treats every customer touchpoint as an opportunity for renewal. Start 
today. 
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