
If you are lucky to be in business long enough,  
rebranding or refreshing your brand is inevitable. So, 
the million-dollar question is, how do you make sure 
you’re one of the rebranding success stories? When 
done correctly, re-
branding efforts can 
help capture a new 
demographic, in-
crease sales and keep 
you on top of trends. 
It’s also well known 
that rebranding has 
led to media night-
mares when done 
poorly.
Are the companies 
who succeed simply 
lucky? Furthermore, 
did they hire a magi-
cian? Or, did they have the right strategy and team in 
place?
The below three steps will help you going on the re-
branding journey to get started.

1. RETHINK
Begin by asking yourself and your executive team the 
BIG questions. Why are you rebranding? What prob-
lems are you trying to solve about your current brand-
ing that is keeping you from your business goals and 

objectives? It’s important to think about not only the 
present, but also the future as rebranding is a lengthy 
and costly process.
Next, bring in an unbiased third party. Even though no 

one knows your company as well 
as your internal decision makers, 
that doesn’t mean you can get 
through this process without a 
little help. Having an unbiased 
third party will help make the 
tough decisions you may not be 
willing to make yourself. At least, 
that’s what we did by bringing 
in Markward Van 
Der Mieden and    
Jordi Van Baaren.

2. REVISE
Your role in the 

process is to be as critical as you can. 
You must perceive your company as 
your clients, customers and partners will. If you need 
more guidance on this, Mrs.Highbrow can come to the 
rescue. Our experience may help you to avoid pitfalls. 
Rest assured: We made our mistakes, so you don’t 
have to. Anecdote: It was 2 years ago, during yet an-
other Covid lockdown when our fingers started to itch 
to refresh our brand. In hindsight, we have been doing 
the same manoeuvre as brands like Balenciaga, Bal-

main and Saint Laurent, throwing overboard all brand-
character we had been building up for years. With that 
done we lost all our brand equity, being left faceless. 
Please don’t. Better change your brand gradually so 
your audience is being taken by the hand and will not 
be alienated. After all, your brand design should re-
flect all the imprescriptible characteristics of your 
company.

3. REBRAND
How many rounds of revisions should you expect? We 
experienced 3-4 rounds with our consultants, even as 
an experienced marketing team, we went well over 6 

months during our own brand refresh. 
Keep in mind that rebranding isn’t 
easy, and it’s important to remember 
that your job isn’t to please everyone. 
Finally, you must know that you’re nev-
er really done. Revisiting the rebrand-
ing exercise should be done every few 
years to get a temperature check on the 

overarching success of it. If you’re not adapting and 
evolving, you won’t survive.

Branding: yes, you need a brand. First, branding is a 
key defense against commoditization - a situation in 
which your company’s products and services become 
perceived by buyers as being interchangeable with 
those of other companies. With the trend toward in-
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stantly and globally searchable 
competition across all product 
and service categories, the pull 
toward commoditization is now an 
elemental force in marketing. The 

value of branding - intelligent, relevant, branding that 
effectively differentiates you from your competition - 
has never been higher.

Branding is also a way to leverage success, expand 
market share, and fend off competition. Indeed, 
companies with established brands often 
rebrand as a way to penetrate perceived 
new markets or defend core markets. 
This rebranding is often a costly mis-
take.

The fatal fallacy, for many companies, 
is confusing “brand-building” with real 
results. Mindshare is nothing; market 
share is everything. Branding is an im-
portant tool to gain market share, but 
for most successful companies branding 
is only one part of brand management. 
Cold, hard fact number one: branding will not 
create a spike in cash flow or market share. Quite 
the opposite in fact: it costs time and money to build 
brand equity whether you’re launching a new brand or 
re-launching an old one.

If you’re rebranding, by the time you’ve spent enough 
time and money on advertising and marketing, the 
conditions that triggered your quest to rebrand will 
have changed. How about branding the company with 
the name of its most-successful product - a recog-
nized name with huge market share? This seems like 
a good idea, until you realize that implementing this 
strategy severely limits (if not entirely eliminates) your 

growth potential in future business areas, and ties you 
to a product that may not remain relevant.

So, what can you do with your brand, this corporate 
asset, if it no longer fits your corporate mission? You 
adapt it. You re-position your brand or your product or 
your service. Through a change in positioning instead 
of in branding, you harness the power of your exist-
ing brand while at the same time re-positioning your 
company for growth. You have to think, mind you, but 

you’ve got a multi-million-dollar head-
start by being able to reconcile the 

past with the future.
This is not to be confused with 
incrementalism. Repositioning 
can be as fast a departure from 
business-as-usual as rebrand-
ing. More so, in fact, because it 
leverages the power of the ex-

isting brand. 

It is hard to build upon that founda-
tion to re-position your brand, bridg-

ing the gap between where you are 
and where you want to be. It is vital to 

the success of your company that you hire 
an experienced advertising team who un-
derstands brand strategy and can help you 
build that bridge.

Your brand is your company’s most-precious asset. 
Your brand is who you are; it defines you even more 
than what you do. In a world in which goods and ser-
vices are increasingly commoditized, a strong brand 
identity is the way to survive, let alone grow. It encom-
passes all you have ever been. And, it can encompass 
all you will ever be. That’s the power of branding done 
right. Mrs.Highbrow. Make It Yours.
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