
A well-thought-out brand could be the difference between failure and success. If you’re looking to re-brand 
your company, or even creating a brand for the first time, you first need to understand the process and the 
importance of the re-branding process. After going through a rebranding ourselves, we created a process 
model that we believe is the most effective way to tackle a rebranding.

How to Rebrand

Should You  
Rebrand?

We’re sharing our recent re-brand with you as an example case for how to go 
about this process (plus some tips we learned along the way!) 

If you checked any of the above, you may 
need to rebrand. When rebranding, you need 
to have a comprehensive brand strategy, but 
before you dive in, there is one important 
step you need to take first—research.

Is your market and audience changing?

Is your website outdated?

Has your value proposition shifted?

Is your brand an accurate reflection of  
your current goals, values and vision?

When LENS Strategy was first created, 
we had a minimal viable product for a 
brand to get us out the door. Our main 
objective was to foster relationships 
with clients and get to work. As we 
grew, our work and amazing clients  
helped inform us on our vision, values, 
and value proposition. We rebranded 
to reflect our design-forward strategy 
and our unique value proposition.

Our old brand logo
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OUR  PROCESS OUR REBRAND

Unsure if you need to rebrand? Ask yourself:



Research and reflection will inform a 
forward-thinking brand strategy that 
will stand the test of time. During this phase, 
you should conduct a competitive analysis 
and research future trends, identify your 
target audience, conduct a SWOT analysis, 
and create an empathy map – all of which 
will inform your value proposition in the brand 
strategy.

By tackling these steps BEFORE 
the brand strategy, you ensure 
that you are rebranding where 
your company is going, versus 
where you are at today. 

Even if you’re confident in your research and 
reflection, you should revisit and workshop it 
with your stakeholders and team members 
before moving on to ensure everyone is on 
the same page.

Phase 1:
Research  
& Reflect

Research &
Reflect

Note*
Many brand strategists in the industry don’t start with this research phase. The result? A disorganized process 
that delivers poor results. If you don’t start with the research, you risk neglecting the process that leads you 
to discovering what your value proposition actually is, rather than what you think it should be. This process 
of reflection and discovery is crucial as it will deliver insights from data, and subsequently be the foundation 
your entire brand is built around. If your value proposition doesn’t align with what your brand claims it to be, 
it will be inauthentic—and people will  be able to tell. 

You don’t want to get halfway through the process only to realize that your brand is misaligned. It’s a waste 
of time and resources. You’ll be forced to either change your business to mold into the brand strategy or 
try to force your brand strategy to fit in to the research. Neither are good options. Every step in this process 
should be intentional. 



4. 
SWOT  

Analysis

SWOT analysis: What does your target 
audience see as your strengths in the market?  
Where could you improve? What kinds of 
opportunities are you well positioned for as 
the future trends you identified unfold? What 
are the biggest obstacles you face, and how 
can you minimize them?  
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Future trends: What emerging factors do 
you see changing the way you do business 
in the next 5-10 years? Think  new client 
needs, tech-enabled workflows,  and market 
disruptors.  Look beyond your industry to 
larger cultural and economic trends help 
you think broadly (e.g. how might the gig 
economy affect your market?).

2. 
Future 
Trends

5. 
Empathy 

Map

Empathy map: Time to get into the mind of 
the customer. Empathy maps paint a picture 
of what your target audience thinks, what 
they struggle with, and what delights them.  
Paired with the SWOT, your value in the 
market will be clear and ready to articulate in 
the next phase of work.
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1. 
Competitive
Landscape

Competitive Landscape: What space is 
your company competing in and how is your 
company relevant to your target audience?

Competitive Landscape

Target audience: In a couple of words, who 
is the demographic and target group your 
company is attracting/ trying to appeal to?

3. 
Target 

Audience

Decision Makers:  
C suite, Donors,  
Board members

Internal Stakeholders: 
Staff, Prospective  
Employees

Influencers: 
Industry Leaders, 
End Users, Partners

Industry Voices: 
Schools, Press, Peer 
Firms, Trade Groups

Target Audience

Who are our competitors?

Who is our audience?

Who are your partners?



Your brand strategy will lay out the 
foundation and be the compass for how 
your brand looks, how your brand speaks, and 
how your brand will be experienced. A brand 
strategy consists of identifying and creating 
your brand messaging and  positioning  (brand 
promise, vision statement, mission statement, 
value proposition, core values, and culture). 
This should be a collaborative effort between 
your employees and stakeholders. 

Starting on your 
Brand Strategy

Phase 2:
Brand 

Strategy

Mission Statement 
 
Improve the lives of people through design,  
because design is lacking where people  
need it the most. 

8.
Mission

Mission statement:  
The mission statement is your company’s 
purpose. Why do you exist? This statement 
can be used for internal and external use.

Vision statement:  
The vision statement is your big, hairy 
audacious goal. It should capture your 
ambitions for your company in the next 5, 10, 
15 years. This statement guides all decisions 
related to strategic questions to daily 
management tasks.

7. 
Vision

Vision Statement 

Build the consulting firm of the future — marrying 
the best of design and business.

Brand promise: What can your company 
promise to deliver every single time with 
no exceptions? This can be anything from 
satisfaction to a physical deliverable.

6. 
Brand 

Promise

• culturally 
meaningful 

• measurable 
 /viable

• testimonials
• adoption rates
• morale

• bottom  
line metrics

• a personal, 
guided  
experience

• unique  
bespoke  
solutions

Brand Promise



Check Point

This a good time to send your research and reflection to a small circle of internal 
and external stakeholders and revise if needed. Once you’ve done this, you’re 
ready for the next phase: Brand Strategy.

9. 
Value  
Prop.

Value proposition: Think of your favorite 
brands—why are they your favorite? Is it 
because they have a nice logo or a warm 
color pallet? Probably not. It’s more likely 
you’ve chosen your favorite brands for the 
value they provide you. Whether this value is 
status, comfort, or quality, it’s a value exclusive 
to this brand. This competitive advantage is 
your company’s value proposition. Identifying 
your company’s value proposition is heavily 
informed by the research phase. Your value 
proposition will be the foundation for your 
brand strategy.
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Gain Creators

Pain Relievers

Services

10. 
Core 

Values 

Core values:
If your company were personified, what are 
the core values that would characterize it?
Your core values will help inform your culture.

Originality Optimism Pragmatism Exploration
Empathy

Core Values

11.
Culture 

Culture:
What personality type will fit well in your 
company? How is one expected to handle 
different situations in the office in accordance 
to the culture?

Culture

Our culture principles 
guide us in how we 
communicate, how we 
collaborate, and how 
we interact with each 
other - whether it’s in 
a conference room, on 
a worksite, or even just 
in passing each other.

Inspire
We encourage each other 
to do better and be better.

Foster
We empower new leaders 
and new visionaries with a 
passion for design thinking.

Respect
We recognize the novel 
ideas and work of peers  
with the highest regard.



A brand identity is the sum of all the 
consistent unique elements that mark 
the brand. The most essential includes 
typography, color, and logo. It can also 
include auditory elements or a consistent, 
unique writing style (tone). Every element of 
your identity should reflect the messaging.

Gilroy Medium
Gilroy Light

Phase 3:
Brand 

Identity
Your unique 
identity

Meaning:
Clarity

Meaning:
Innovation

Meaning:
Vitality, Confidence,  
youthfulness, and creativity

Colors:
The colors you choose will be the most 
important visual aspect of your brand besides 
your logo. Align your colors and messaging 
with color psychology (why different colors 
evoke certain emotions). For example, yellow 
evokes positive feelings.

13.
Color

Logo:
Your logo is essentially the face of your 
company. Keep in mind that your logo should 
be a reflection of your company, whether the 
depiction is literal or symbolic. It should also 
appeal to your target audience.

14.
Logo 

Tone:
You should use your tone to establish and 
reinforce your brand. Your messaging will 
dictate your tone, but it’s a good idea to 
create a list of words your company should 
use in communications for consistency.

15.
Tone 

12. 
Type 

Typography:
If your company’s values prioritize friendliness 
and creativity, a sans serif might be the way 
to go. If you want your brand to convey a 
serious tone, consider a serif font.

Gilroy Medium
Gilroy Light

uneven brush stroke 
conveys a creative 
“hands-on” quality 

Bold, capital letters 
convey a more 
technical and  
serious quality



You’re almost done! Now that 
you’ve created your new brand, 
it’s time to test it. Test out your new 
brand by sending out your messaging 
and identity collateral to a close circle of  
internal and external stakeholders that 
understands your company and collect 
feedback. Refine accordingly. 

16. 
Test

Test: It’s a good idea to have fresh eyes take a 
look at your messaging and identity. You can 
test in person by holding a critique meeting 
or focus group.  In addition, you can ask for 
feedback digitally via email or a survey.

Refine: Once you’ve collected your feedback, 
be sure to weigh the potential tweaks with 
everyone on your team, and then refine.

17. 
Refine

Phase 4:
Test &  
Refine

Test drive

Happy Rebranding.

Need some guidance?
We facilitate strategy workshops that can build the momentum you need. 

Drop us a line at: hello@lensstrategy.com

 

Soft Launch: Slowly rollout your new brand 
1-2 weeks before publicly announcing your 
refresh on social media channels. This gives 
you the chance to catch any errors and fix 
them before it becomes official. 

18. 
Soft  

Launch


