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IS TODAY THE DAY?
There comes a time when many business leaders, health
system and hospital leaders included, realize they might
need to retool perhaps their organization’s most precious
asset — their brand.
The reasons can vary:
• An integration of organizations following a merger,
acquisition or consolidation
• A organization brand name and associated identity that
pigeonholes you as something you (and customers)
have outgrown
• A new direction for the organization that can’t be realized
through current branding and marketing efforts
• A major event that requires the organization to
undertake a fundamental transformation
Regardless of the reason, the outcome is the same. It is the
realization that a rebranding is your strongest opportunity
to help you improve market position, compete in a changing
healthcare environment and build long-term value. Which
means today is day one of your rebranding journey.
If you’re leading or participating in a rebranding program,
this e-book will help you navigate all of the complexity and
components of a successful rebranding. And there are a
lot of them. Big and small, across your entire organization.
And they all matter. So keep this guide close by.

is it time to retool
perhaps your
organization’s most
precious asset — your
brand?
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REBRANDING DEFINED.
So we’re all on the same page, rebranding is the act
of retooling your brand.
It’s the combination of...revisiting your story, changing
the name of your organization and enhancing all of the
core strategic, design, experiential and internal cultural
components that work together to build image,
reputation and trust.
Stated another way, it’s the rolling up of four “r’s” —
revitalizing (communications plan and messaging),
repositioning (changing perception through campaign
efforts), renaming (changing the organization’s name)
and redesign (modernizing look and feel) — into one
big change management initiative.

“ Every success story is a tale of constant adaptation,
revision and change”
four “R”s rolled
up into one
big change
management
intiative

	– Richard Branson
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DAY ONE.
As the senior marketing executive in your organization, you’re
tasked with getting the ball rolling on your hospital rebranding.
You know how high the stakes are and the countless components and activities that must be considered and carefully
orchestrated.
In the back of your mind you’re thinking — we can not let this
dissolve into a “de-brand” (where the organization ends up
wasting significant time and money and suffers in reputation
because of a lackluster result).
Your first order of business is to develop your rebranding
strategy playbook and lead an executive branding discussion
at next month’s leadership roundtable. Your CEO would like a
quick recap of your goal, current situation, rebrand rationale,
assumptions, proposed direction and measures of success.
But because this session is really about getting buy-in and
ensuring that everyone understands what’s really on the table,
your emphasis will be on the challenges and potential risks of
the rebrand. So there’s no mistaking the gravity of what this
means for your organization, for senior leadership and
for Board.

your journey
begins with everyone
understanding
what’s really
on the table
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SETTING THE STAGE.
Fortunately for your organization, this is not your first
rebranding rodeo. So you know how important it is for
this team to align around your rebranding strategy.
Specifically, you need the team to buy into:
• The business case need for change

So far so good. There’s some focused discussion around
some of the steps, who needs to be involved along the way
and associated timing, but everyone’s in general agreement.
But this team wants to make sure that you’ve thought of everything (on their behalf), because ultimately they know it’s
on them if things don’t go as planned. So you present your
top requirements for a successful hospital rebranding.

• The financial commitment it will take to effectively
support it (the capital expense, the brand launch and the
sustained marketing effort required to make it stick) and;
• The operational commitment to align the organization
around its new identity, along with weaving new brand
promises and delivery of brand messages into
measurement yardsticks.
You start by laying out your specific hospital rebranding
goals and then review:
• The current situation (industry direction, competitors,
audiences, your hospital brand)
• Proposed direction and timeline (discovery, strategy and
planning, brand design, brand expression, roll-out)
• Measures of success (internal and external, qualitative
and quantitative)
• Preliminary budget (which has already been shared
offline with the CFO and Board chair)

buy-in into the
business case,
financial
commitment,
operational
commitment
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REQUISITES FOR SUCCESS
To navigate your rebrand to a successful outcome, you share with your
team that together, you need to fulfill these vital requirements:
1. Assemble a cross-functional rebrand leadership team. A rebranding is an organization-wide team sport. And you cannot create a truly
comprehensive plan without this step. Outside of the formal leadership
hierarchy, a senior cross-functional team representing every area of
the organization needs to be formed to plan and coordinate activities
that couldn’t be completed individually. This team’s role should be that
of sounding board, facilitator, challenger and change leader. Ideally, they
should be able to win CEO approval for their decisions.
2. The right perspective about the initiative. From the start, you need
to reinforce that this is a long-term change management initiative — not
just a branding exercise. In some cases, you might be changing what
people have believed in and how they’ve behaved for the past 10-20
years. So you need to help ease the tension, help them understand,
accept and embrace the changes in your new environment. The more
you proactively get out in front of the change, so they’re more open to
change, the more they’ll be engaged in the process of making it happen.

a successful
rebranding is an
organization-wide
team sport
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3. Identify and manage the impact on people across departments.
A hospital rebranding can easily consume the time of senior resources
across Facilities, Legal, IT, HR and more — executives who are already
stretched without the added weight of a full rebranding. Utilize your
cross-functional team to help think ahead about all the processes,
systems, and people the rebrand impacts. Otherwise, this can lead to
uncoordinated decisions that erode cost, impact, quality and consistency.
4. Capturing the research opinions that matter. To create the buy-in
you need from C-suite, Board, and eventually the organization at large,
you need to capture the internal and external opinions of those who
matter most. Internally, who are the decision-makers and influencers
whose opinions will hold sway? Externally, which audiences will provide
the perspective you need to ensure your recommendations are grounded? And what is the most productive research methodology to capture
these opinions. When you’re rebranding, everyone has an opinion. With
the right research, opinions start to matter less than the facts.

“ If you don’t know where you are going, you’ll end up
someplace else”
	– Yogi Berra, former New York Yankees catcher

consider carefully
all of the internal
and external opinions
that you need to
capture to create
buy-in
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5. Early rollout planning. Proper planning is where rebrands succeed
or fail. Attention to detail is key, and you should begin at the very early
stages of the rebranding process so you have enough time to strategize
and execute. Everything that you use to communicate internally and
externally at every brand touchpoint – needs to be updated. No detail is
too small. Work backward from the desired launch date to ensure you
allow ample time for design, approvals and production.
6. Dimension all the costs and operational implications of a rebrand.
The stumbling block to a rebrand isn’t typically the lack of funding to
properly implement it. Rather, it’s the lack of accurate information
about brand assets and alignment on how each will be converted. It’s
common to overlook the extent of the many environments, signs, forms,
IT systems and other branded assets, as well as some of the legal implications, vendor and outsourcing relationship implications, and other
dependencies. In a program of this magnitude, errors in estimating add
up fast and lead to costly delays.

success requires
beginning rollout
planning early, and
leaving no stone
unturned
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7. Get out in front of a name change. Selecting a new organizational
name is a subjective process. Regardless of all the rigor that goes into it,
including possible evaluation both inside and outside, not everyone will
initially buy-in. So messaging needs to be developed that communicates
the name in conversation and develops it into an elevator pitch —
conveying the reasons why this name is the right one for the organization. You may also need to develop a strategy for phasing out the old
name – for example, referencing it as “formerly” for a short period of
time following the brand launch to effectively transfer reputation.
8. Update the brand architecture. Updating your name and meaning
also requires managing the naming, structure and hierarchy of all of your
offerings within your hospital portfolio. As the face of your organization,
it helps employees and customers better understand the relationship
among your parent brand, facilities, service lines, etc. As these are the
everyday pathways into your brand, it’s important that the names and
relationships reflect the strategic intent of your rebranding.

get out in front of
the name change,
because not
everyone is going
to be on board
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9. Plan and act in a series of deliberate phases. Done right, a rebranding must pass through deliberate phases: launch (where employees here
it/feel it), post-launch (where employees learn it/engage in it) and ongoing (where employees live it). This change program is not a one-time,
brief display of fireworks. It‘s a long-term process – and you don’t want
stakeholders to view the initiative as merely a hospital marketing
campaign with a supporting face-lift. This is the one opportunity you
have to drive home the changes made, promote buy-in and build
participation in your organizational transformation.
10. Develop a communication plan for each audience. Make sure
you’ve identified all of the hospital’s internal and external audiences.
Determine the order in which they will need to be introduced to the new
brand and which stakeholders will require a more personalized approach. Internal audiences are always first. Although Board, leadership
and select employees will likely have been part of the process, the rest
of the organization will need to understand and embrace the new brand
before it’s revealed to the outside world. Each audience should have its
own communications plan tying back to overarching messaging, with
release dates to ensure that you allow adequate time to create all communications. If anything, err on the side of over-communicating with
each audience.

each audience
should have its
own communications
plan tying back to
overarching
messaging

“People don’t resist change. They resist being changed”
– Peter Senge
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11. Maintain post-launch momentum. Prior to, and during launch,
there’s anticipation, excitement and action. But after the launch, momentum needs to be sustained. Because this isn’t business as usual. A
rebrand must be looked at as a stepping-stone to creating long-term
change within your organization and broader impact externally. To
achieve this, there needs to be measures, incentives, guidelines and
mechanisms for training and feedback – to increase buy-in and to help
each individual play their role in delivering on your promises.
12. Build a brand-led culture. There’s only one way to ensure that your
hospital rebranding has the power to unite your stakeholders in creating new and greater value. It requires your brand be center stage and
in alignment from the inside out. It requires a brand culture. Where you
squeeze every bit of meaning, purpose and direction out of your hospital
brand to drive the everyday actions of the people who drive your
business performance.

“You are either supporting the vision or supporting division”
	– Saji Ijiyemi

momentum
needs to be
sustained to create
long- term change
and competitive
advantage
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DAY ONE AGAIN.
After what is likely a year’s worth or more of really hard
work — of time-consuming, resource-intensive, emotionallytrying work — you’re formally launching your new brand.
Success should be sweet.
It’s day one again, and those on both sides of your proverbial front door will be taking the journey together to create
your desired relationships. Remember that this is a marathon and not a sprint, so keep your foot on the pedal.

“ A team aligned behind a vision will move mountains.
Sell them on your roadmap and don’t compromise —
care about the details, the fit and finish ”
	– Kevin Rose, Founder of Digg and Partner at Google

remember that
rebranding is a
long-term change
management
initiative…a journey
and not a sprint
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REBRAND BOTTLENECKS
After 20+ years of rebranding organizations across the
healthcare landscape, we know where delays and pitfalls
can creep into the process.

• Taking into account the scope of your internal launch
(e.g. do you have multiple locations and multiple shifts
to consider)

Here are a few areas that you should watch out for:

• Formally informing all external audiences (partners,
vendors, media, etc.) about the launch

• In larger organizations, it generally takes more time to
assemble senior leadership and Board teams (who are
critical to upfront and ongoing program approvals)

• Ensuring Marketing and HR have come together to
evolve employee performance benchmarks in line with
new brand values and promises

• Agreeing with your CEO about the business case rationale for rebranding as well as any risks that are on the
table, prior to sharing recommendations with senior leadership and Board
• Identifying upfront the decision-makers and influencers whose formal buy-in is required throughout the entire
rebranding process
• Making clear to all senior leadership and Board members that a true rebrand requires commitment from them
as well as employees at every level of the organization to
support new values and promises
• Agreeing early on about the amount and type of research
required throughout the rebranding process (both internal
and external; across strategy and design)
• Determining who will be/must be involved in decisionmaking if development and buy-in of a new name is
required
• Cataloging the scope and number of brand assets that
must be accounted for (across all locations and departments), as well as who is responsible for each
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Thank you for downloading our e-book. We hope these tips for
navigating your rebranding are helpful to your efforts.
If you’re considering a rebrand, make it worth the effort — for you and your organization — by
covering all of the bases.
At Trajectory, we’ve specialized in working across the health + wellness continuum since
1999. With numerous rebranding’s under our belt — for hospitals, health systems, healthcare
technology companies, among others — we can help you succeed. Please reach out for a
conversation.
Eric Brody
President, Trajectory
eb@trajectory4brands.com

Navigating the road to rebrand... I

21

