
To be clear, rebranding is not about the next campaign from your advertising 

agency. Rebranding is a holistic and collaborative process, involving inputs from 

customers, prospects, the community, your Board, your employees, and others. It 

forces you to look inward and look outside, all at once, and find a unique position to 

occupy in the minds of your key audiences. It requires fresh creative thinking that 

will turn heads and move minds.

Thinking about creating a new brand or refreshing an existing one? 

Here are ten things you need to do:

1.  Consider the consequences of NOT rebranding: Having a powerful, relevant and

differentiated brand will give you a leg up in everything you do. A tired, unclear

brand will dilute the effectiveness of your marketing investments and hold the

organization back from realizing its full potential.

2.  Define the problem: Is it about trying to attract new customers or hold on to

existing ones? Are you merging with another firm or spinning off a division? Is

your brand stuck in the past and holding you back? Begin by articulating a clear

business benefit to justify the time and expense of rebranding.

3.  Establish a cross-functional team: Rebranding is never just a marketing problem.

As you begin the rebranding process, assemble a project team that includes

marketing, communications, HR, digital, operations, and senior management. In

some cases, Board members might also become part of this team.

4.  Document your brand touchpoints: Make an assessment of all the brand touch

points that could be affected by a change. (Contact me if you’d like a handy

touch point checklist that can help you get started.)
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5.  Gather competitive information: What, you don’t have any? It’s vital that you

take a long, hard look at what your key competitors are doing and

communicating.

6.  Establish a firm schedule with clear milestones: Pick a schedule that’s right for

your organization – 6 to 9 months is generally sufficient for research, strategy,

creative and a formal brand launch event. Also make sure to include time for

consensus-building, especially if your culture is one that demands it.

7.  Take the temperature of your employees: If your employees don’t believe in

the old or new brand, they will do their best to undo it. An employee survey

can help you get a sense of the organization’s readiness to undergo a rebrand.

8.  Gather budget information: Rebranding is generally not a standard line item in

marketing budgets, so you may have to reallocate funds from another source

to pay for it.

9.  Figure out the right measures of success: Whether it’s increasing cross-sell,

expanding share of wallet, or improving Net Promoter Scores, you’ll need a

clear yardstick to measure success. Tie these measures back to the problem

statement you defined at the outset.

10.  Pick the right brand advisor: Don’t try to do it all alone. Enlist the services of a

firm that specializes in rebranding – not an agency that does it as a side

business. Make sure you get the full attention of the senior team – no hand-off

to junior staff.

This handy checklist should help you get started, but there’s a lot more to managing a 

rebranding project successfully. We’d be happy to share some relevant case studies with 

you and let you hear directly from our clients about our success.

25 Broadway
9th Floor 
New York, NY 10004

180 Post Road East 
2nd Floor 
Westport, CT 06880

www.vdla-inc.com

Brand Strategy & Design




