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For long-time readers of Marketer, you may recall reading Cathy Hutchison’s piece on the Idibri rebrand, 
but I thought it would be interesting to share my point of view, as an incredible case study in change 
management. This is an excerpt from the “Flash Branding” chapter of the forthcoming Bold Brand 2.0.

“We just lost a project due in part to our 
name. We want to rebrand and relaunch 
our new materials at a tradeshow in 
12 weeks, but we need the work to be 
finished in eight. What do you think?” 

I had only met Craig Janssen a few 
months back. There was a long pause 
after he pitched his situation to me. 

Like any entrepreneur worth his salt, I 
love a good challenge. But holy crap … 
if you’ve ever partaken in a full brand 
relaunch, you know it could take anywhere 
from six to 18 months. So needless to say, 
we were easily compressing an eight-
month process to eight weeks.

As much as I thought the client would 
be fun to work with, I wasn’t sure what 
to make of such a compressed timeline. 
Craig brought his marketing director and 
VP into the conversation. 

I was honest with Craig. The closest we’d 
ever come to such an expedited process 
was a logo design that we turned around 
in 24 hours. However, in Craig’s case, they 
needed a new name, new identity, new 
website, and new marketing materials in 
eight weeks.

We would have to keep up that 24-hour 
logo pace over the course of two months. 
Could we do it? Could they?

I could think of many reasons why this 
was a horrible idea: 

• One or two delays in the approval 
process, or simply a few days of 
indecision could tank this project

• Availability was key; both parties 
would need to be available for quick 
conversations

• If we were misaligned at all, we’d get 
off the rails quickly

• Roles would be paramount; any 
confusion in who’s doing what would 
spell disaster

And yet there were upsides as well:

• Our team loves the instant gratification 
of quick-turnaround projects

• Real deadlines beget decisiveness

• Compressing the timeline also 
compresses the cash flow (in a good 
way)

• The fit was good: Craig and Cathy 
seemed like they were going to be a 
blast to work with

• Both of our teams were available to get 
started immediately, and we began with 
a two-day discovery meeting at their 
offices in Dallas

What If You Only Had  

Eight Weeks  
   To Rebrand?

By Josh Miles, MilesHerndon

24 SOCIETY FOR MARKETING PROFESSIONAL SERVICES



Spoiler Alert 

We took the job. We rocked it. We were 
on the phone with our clients nearly every 
day for the first few weeks and multiple 
times per week toward the launch. We 
helped with renaming, rebranding, new 
website design, and marketing collateral. 

Our newly named clients, Idibri, were 
quite pleased. 

However, flash branding isn’t a great fit for 
everyone. In fact, it’s probably a great fit 
for only a select few.

Perhaps instead of giving you the play-
by-play of why and how this particular 
rebrand worked so well, let’s explore 
the idea of why, how, and what it takes 
to replicate this land-speed record for 
branding a professional services practice.

And if you’re paying close attention, I think 
you’ll find that this rebrand could become 
a framework for any organizational change 
management endeavor.

What’s Your Big Why?

As much as I love the work of Simon 
Sinek, that’s not the big WHY I’m talking 
about here. For a flash branding project, 
you don’t necessarily need a why like “to 
transform inequality,” or “to push the 
bounds of what’s possible in structural 
engineering.” Rather, you need a time-
bound why like, “The biggest tradeshow 
of the year is in October,” or “We 
received a cease-and-desist letter.”

Ultimately for flash branding to be 
successful, you need a firm deadline. 
Anything less simply will not work. And as 
you’ll see in the following pages, anything 
that reduces velocity in the flash branding 
process is a killer.

Of course, lesser whys might work, but 
in my experience, the bigger the more 
effective.

The Big Three

There are three must-have components to 
the flash branding process, to ensure it will 
go as smoothly as possible: people, roles, 
and tasks. Let’s take a closer look at each.

1. People. Like most processes, people 
are at the center. Because every 
moment matters if you’re going to 
embark on an accelerated rebranding 
process, determining who is on your 
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Is your team prepared to make  
decision after decision without the  
need to look in the rearview mirror?  

Few are.
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team, as well as who will not be, is 
essential. This includes who will be 
available for approvals, feedback, and 
execution, which leads us to …

2. Roles. Once we know who is on 
the team, it’s equally important to 
determine in advance what role or roles 
each team member will serve. Who 
will lead? Who will follow? Who will 
play supporting roles? Who will be the 
main point of contact? And ultimately, 
who will keep score of where each task 
stands. Speaking of tasks …

3. Tasks. There’s a myriad of tools—from 
spreadsheets to apps—for tracking 
to-do items and tasks. The only rule for 
tracking flash branding tasks is to make 
sure it’s something everyone can see, 
and is updated daily.

Assuming you have these three figured 
out, your job moves to capturing these 
decisions, and communicating them to 
everyone involved as you go. So, to recap, 
the big three are about: 

• Determining who’s doing what

• Creating a master list of scope and 
timelines

• Agreeing on your communication 
protocols

• Reporting and sharing status updates 
for each open task

• Determining when and how you’ll 
inform your firm of what’s happening

• How you’ll announce the rebrand and 
launch it into the marketplace

Even in a Perfect World,  
Change Is Scary

As Cathy noted during the process, 
change is most simply viewed as a 
series of tasks. (Cathy, I still love that 
idea—brilliant!) Once you define where 
you are and where you wish to go, the 
tasks required to get there are all that 
hold you back.

Change is scary. But change is the 
catalyst for making your brand different 
and helping it stand out amongst the 
competition. To succeed, you and your 
firm must commit to these decisions to 
change and not turn back.

Idibri so believed in this concept, that 
it has become part of their mission 
statement, “Solutions delivered rapidly, 
without U-turns.” Is your team prepared 
to make decision after decision without 
the need to look in the rearview mirror? 
Few are.

I love the short and concise blog post  
by Seth Godin from 2015, on the subject 
of fear:

“A surprising insight: an enemy of fear 
is creativity. Acting in a creative way 
generates action, and action persuades 
the fear to lighten up.”

Or to put that differently, sometimes 
doing anything—especially in a creative 
manner—is enough to knock the cobwebs 
right off your fears. 

 

Culture: Will This Work  
With Your Team?

Not every company can handle the flash 
branding process. And that’s okay. It’s 
important to be honest with yourself 
and your capabilities before you try to 
accomplish something that has the 
potential to be so stressful. 

Your team has to commit to a timeline and 
a vision, and in our opinion, the stricter the 
timeline, the better. As Cathy liked to say 
throughout the process, “Motivation is a 
diminishing asset.”

Won’t We Make Poor Decisions If 
We Have To Move This Fast?

Maybe. Maybe not.

Half of the reason that rebranding can be 
so time-consuming is company buy-in. If 
you have a culture that’s not able to adapt 
to change or that likes to second guess its 
decisions, it will be extremely difficult for 
you to make fast changes.

In our experience, your ability to make 
a good decision is not time-dependent. 
But your commitment to a “no U-turn” 
mentality has the potential to make all the 
difference in the world.

Is there a sense of urgency? If not, I’d 
suggest you turn back before you get 
started.

But if you and your team are prepared to 
iterate and make decisions quickly, you’ll be 
off to the races. So, put away that rearview 
mirror, and let’s go! n

Figure 1. Before and after of flash Idibri rebrand. Courtesy of MilesHerndon.
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