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Today’s Learning Objectives

Understand the key steps to plan, budget, and manage a rebrand.

Recognize success drivers and common pitfalls.

Learn how to leverage resources and stakeholders effectively.

Gain strategies to align rebranding with business goals in times of change.



Agenda

Practice Round Why Rebrand?

Round 1 Planning

Round 2 Execution

Fast Money Round Results



Why do organizations rebrand?
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Brand transformation

Brand evolution

Acquisition

Divestiture

Why do healthcare 

organizations rebrand? 

Merger Disaffiliation
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What is the most critical element to 
planning the implementation of a 
rebrand?
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Scenario planning

Establish timeline drivers

Prototyping

Nomenclature

What is the most critical 

element to planning the 

implementation of a rebrand?

Project organization structure and 
ways of working
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PLANNING: Scenario Planning

Strategic Decisions Outcomes

Overarching strategic choices for the rebrand were 

made across a range of variables

Guiding principles were developed and 

specific approaches for converting 

branded assets groups were presented 

$$ $ $$$



PLANNING: Establish Timeline

From there, we established an Order-of-Go 

We then established clear phases of work 

and aligned the vendor capabilities and capacity 
to phases.

The first step was to determine the most critical factor 
impacting our timeline: the Epic Integration



PLANNING: Ways of Working

The overall project organization structure aligned 

the organization on how the project would be 

executed

The detailed workgroup structures gave specific 

responsibilities for each activity

Standardized tools were used to inventory all of the 

branded materials for each workgroup, and create project 

plans to allow for real-time reporting

Accounting
Donna

Advertising / 

Media
Jodi

AeroMed
Tiffany

Branded Merch 

/ Gift Shops

Danielle

Voice 

Engineering
Kurt / Janette

Internal 

Comms
Tricia / Randy

Compliance
Heather

Digital -

Consumer
Dan

Digital -

Workspace
Mike

Document 

Services
Victoria / Kyle

Epic & Third 

Party Apps
Kathy

ERP / 

Workday
Carolyn

Fleet
Lindsey / Joel

Foundation
Tamara / Tom

Human 

Resources
Kathy

ID Badges / 

Security
Luke / Jon

Legal & JVs
Dave

Marketing 

(BH, SH)
Brandi

Priority 

Health
DJ

Nomenclatu

re
Angela

Revenue Cycle

Kathy, Kristine, 

Laura

Signage & 

BE
Mike

Workwear
Jenny



PLANNING: Prototyping

Sign standards and technical specifications were 

created to value engineer signage, maintain 
consistency, and generate scalability

From the sign standards, prototypes were created to 
ensure feasibility, quality, and preference



Planning: Nomenclature Process
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PLANNING: Challenges

Engaging the right partners 

at the right time

• Compliance

• Internal project management

• Project workgroups

Complexity of various 

associated entities

• JVs

• Strategic alliances

• Marketing partnerships

Documenting system 

“rules”

• Nomenclature

• Associated approvals

• Setting expectations for implementation





What is the most critical element to 
executing the implementation of a 
rebrand?
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Reporting structure

Strong project leads

Stakeholder acknowledgement

What is the most critical 

element to executing the 

implementation of a rebrand?

Pilot, process iteration and continuous 
improvement
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EXECUTION: Reporting Process

Regular meetings were established to:

• Provide updates

• Raise issues

• Secure approvals

• Escalate concerns

Supporting meetings ensured:

• On-track with budget

• Alignment with Compliance

• Cross-functional team awareness

• Collaboration
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EXECUTION: Project Leadership

Leadership and workgroup structure

Rebranding Site Leads
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EXECUTION: Workgroup Process



EXECUTION: Signage Process
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EXECUTION: Questions about process



EXECUTION: Celebrate Success!

Event celebrating our first signs in-market at 

Corewell Health Watervliet Hospital

Memento given to contributing 

team members at project 

conclusion

All team member event 

at our headquarters in 

Southeast Michigan



EXECUTING: Challenges

Speed of implementation

• Overlapping phases 

• Volume of sites

• Consistency across sites

Prioritization

• Everyone had day jobs

• Communicating at the right level within the organization

• Documenting and sharing rules and decisions

Change management

• Quantity of change

• Confidentiality

• Enterprise-wide engagement





What is the most critical key result?
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Increased brand awareness

Under budget

Informed and engaged organization

New standardized brand elements

What is the most critical key 

result?

On time completion
New skills in implementing enterprise-

wide initiatives
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Results



Key takeaways

30

1
Planning determines success

Putting in the upfront effort to determine the implementation scenarios, set up the project 

structure and dig into the details aligns leadership and stakeholders around the work that is to 

come.

2
Execution requires a village

From recommendation book reviews with brand, facilities, patient experience, and 

compliance, to security distributing ID badges, no part of the organization is untouched by the 

effort of implementing a rebrand. 

3
Rebrand is an opportunity to create new processes for brand consistency

Tools like standards and technical specifications for signage, fleet, workwear and ID badges; 

new processes for signage review and brand approvals carry on and provide value post-

rebrand BAU. 

4
Methods for quick issue escalation and resolution are crucial

The schedule moves quickly, with many interdependencies, and often compliance 

requirements layered on top, there is no time to waste when roadblocks are hit.

5
Celebrate wins

Recognizing achievements across the journey builds pride, strengthens collaboration, and 

demonstrates how the rebrand is delivering real organizational benefits.



Questions?
Please be sure to complete the session evaluation on the mobile app!
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Angela Gusse
Senior Director, Marketing
Corewell Health

Angela Gusse is Senior Director of Marketing at Corewell Health, 
where she leads the Performance Marketing & Media team.  She cut 
her teeth in health care by managing the system’s rebranding efforts 
post-merger, covering everything from accounting to workwear for 
300+ locations and 65,000+ team members at Michigan’s largest 
health care system.  Angela has twenty-five years of strategy and 
marketing experience, including in the airline, food, OTC 
pharmaceutical, and now health care industries.  She has an MBA 
from The Wharton School at the University of Pennsylvania and a BA 
from Alma College.

You can contact her at angela.gusse@corewellhealth.org or 
773.991.3779.
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Jon Levy
Senior Director, Client Engagement
BrandActive

Jon Levy is Senior Director, Client Engagement at BrandActive, a 
leading brand implementation firm. For 26 years, BrandActive has 
supported over 100 healthcare systems in rebranding, wayfinding, and 
marketing operations. Jon helps clients scope, budget, plan, and 
implement branded intent across physical and digital properties, 
optimizing cost, time, and quality. Previously, he led operational 
improvement programs for the world’s largest hospitality brands, 
generating over one hundred million in savings. Jon leverages this 
expertise to help clients implement their brands strategically and 
efficiently, aligning brand execution with organizational objectives while 
ensuring fiscal responsibility.

You can contact him at j.levy@brandactive.com or                       
647.457.5578.
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