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Often brands, big and small, contemplate 
rebranding. Either the logo is old, or it 

requires rejuvenation or slight change, 

the colour may no longer reflect the 

new vision and goals of the brand. 
Sometimes, it might require a slight 

change in name. Brands for some 

reasons or the other have the need to 

rebrand.  
 

However, as much as changing the 

logo, the colour, identity etc. may 

reflect a rejuvenated brand, but 

rebranding in the real sense of the 

word is beyond the physical. These 

are good things to do to create the 

buzz and media publicity. However, 

after the fanfare is over, most 

companies miss the most important 

part of the rebranding - more 

convenient service. 

 

The best rebranding is about 

improving service delivery and 

breaking new grounds in efficiency and 

service. In most cases, companies 

spend a lot of money on the publicity 

and forget that the most critical aspect 

of their business is not the public 

image, though it is important, but 

customer perception and satisfaction 

is key.  

 

Here are some basic aspects that 

should guide a rebranding that focuses 

on customer perception and 

satisfaction. 

 

Start internally: Any company 

wishing to rejuvenate or rebrand 

should begin from the inside (within). 

It is the perfect time to access the 

efficiency of your Makinsey 7s 

management framework; Systems, 

strategy, structure, skills, shared 

values, style and staff. The truth many 

organizations spend so much on 

aesthetics, good office structure, 

beautiful and dynamic website, when 

the issues are within. If, by any chance, 

you wish to do things differently or 

rebrand, start from within. Your 

present systems and strategies may be 

obsolete, especially in this age of 

digital revolution…  

 

What updates have made on your 

CRM software, do you even have one?  

 

How about your staff, are they well 

taken care of (let us talk more on this 

later) 

 

 Skills, how often do you train your 

staff? Ensuring that these are proper 

perspective is the beginning of your 

proposed rebranding.  

 

Customer Convenience is Key: 

Any organization contemplating to 

rebrand should remember that 

customer convenience is far much 

more important than a new name and 

logo. For instance, a bank with the 

intention to rebrand, should start by 

reducing the number of minutes it’s 

customers have to wait in a queue 

before being attended to.   First thing 

first, take care of the unnecessary 

queues, delayed and poor service or 

product delivery/timeline etc., the 

fanfare can then follow… 

 

Motivated Employees are an 

important Resource: Customer 

satisfaction is linked to employee’s 

experience. Your rebranding will 

succeed or fail based on how 

enthusiastic your employees are to 

their job. Do they feel that their 

welfare is taken care of? Do they feel 

valued? Are you investing in improving 

their skills? When was the last time 

they had a salary/benefits review? 

 

At the end of it all, every 

organization should appreciate the 

fact that employees come first; 

they are your greatest asset. It is 

surprising how companies are 

quick to spend hefty sums of 

money in buying Christmas 

presents for suppliers whereas 

they spend nothing or very little 

on employee. Organizations need 

to appreciate that an unsatisfied 

workforce easily erodes whatever 

investment you put on customer 

service. 

 

Beyond their welfare, your 

employees need to have a positive 

attitude towards their job. In most 

cases the companies I see rebrand 

do not need to spend all the 

millions in repainting their offices 

and cars, what they badly need is 

change of mindset for their staff 

and retraining them in customer 

service, efficiency and leadership. 

 

Rebranding is a great way of 

reinvigorating business and giving 

an organization some freshness. 

However, a rebranding that 

focuses externally only will soon 

slowly kill the brand. If you plan to 

rebrand your company start 

within and probably you might not 

need to spend all the millions in a 

publicity venture. Secondly 

internal rebranding can come in 

handy in giving you savings on 

advertising, as a happy client 

becomes an un-recruited brand 

ambassador. 
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons 

– such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no representation 

or warranty, expressed or implied, is made 

as to its accuracy or completeness. Any 

hyperlinks in the article were correct at 

the time this article was published but may 

have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
 

Publication issued on 1 November 2018 

  
  
  

 


