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As children we were taught all of our basic skills and knowledge by our parents 
or guardians; it prepared us for adulthood and gave us security and direction. 
As adults we continue to enhance our learning through education, peer groups, 
colleagues and our close family and friends. 

We are influenced by those that we look up to and respect; people with 
greater knowledge and experience than us are, more often than not, those 
that are older and wiser than us.

It is for the same reasons that heritage brands play such an important role in 
today’s fast-moving and diverse market place. 

Buyers are influenced by many factors, however reputation, experience and 
longevity can deliver more overall value to a customer because they benefit 
from greater knowledge, service excellence and long term security i.e. trust.
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BH  ● A long family history

 ● A long timeline

 ● Early innovations

 ● Renowned products

 ● Intellectual property

 ● Values which have been upheld

 ● National or international awards

A heritage brand might also have built 
a reputation which runs alongside it 
i.e. what it is known for such as:

 ● Leaders in technical innovation

 ● Continual improvement

 ● High quality/durable engineered products

 ● Excellent customer service

 ● An understanding of customer needs

 ● Thought leadership

 ● Always deliver on time

All of these strengths and characteristics 
would have been built over time, whilst 
at the same time weathering market 
changes or challenges. 

What is a  
‘heritage’ 
brand?
Heritage is a link to the past. This could 
include people, a product, a place or a time. 
The past will also be directly linked to the 
present, for example:
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The Brand 
Modernisation 
Process

Our proven process is designed for businesses that 
have been trading for around 20 years or more and 
typically their turnover is from £5 - £60 million. 

The process is carried out by senior business marketing 

professionals who have worked for a wide range of engineering 

and manufacturing organisations for over 25 years, enabling us to 

provide you with sound knowledge and expertise.
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Reasons  
for brand 

modernisation
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The brand has become old-fashioned

The business strategy has changed

Target markets have changed

There has been a change of ownership

To launch new product ranges

To consolidate new services

To attract better employees

To differentiate in a crowded market place



Stage 3
Understand your brand ideals
This is an important part of the process as it helps  
us to uncover your true brand ideals. The second part of 
our brand questionnaire will ask you to explain how your 
current brand communicates its:

Vision
Meaning
Authenticity
Coherence
Flexibility
Commitment
Value
Differentiation
Sustainability

Stage 1
Understand the business
We begin by learning all about your 
business. We work with nominated senior 
management to take you through the first 
part of our brand questionnaire which will 
include an open discussion about: 

Business objectives
Products/services
Markets
Audiences
Current communications

Stage 2
Understand the way you communicate
During this stage we will fully evaluate how you 
are currently communicating; who to, how and 
with what. This process enables us to align future 
communications with the modernised brand.

We will assess your brand assets i.e. the tools that 
you use to communicate with, and look at the 
how the brand is communicated from different 
parts of the business which includes:

Understand the brand stakeholders
Evaluate brand tone
Evaluate brand architecture
Evaluate current communications
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The Brand Modernisation Process

We will go through this part of the process with you, explaining the meaning and 
purpose of each ideal to help you answer the questions comprehensively.

On completion of both questionnaires we will analyse your responses and present you 
with a proposed new brand platform document. We will then discuss how we came 
to our conclusions and why they have been proposed. This is an exciting part of the 
process as it reveals the essence of the new brand and reveals the core strengths of the 
business and the brand pillars.



Stage 5
Communicate the modernised brand
It’s now time to present the new brand to all 
stakeholders for buy in. The brand documents will be 
made available to all stakeholders and timings for the 
brand roll out can be discussed. 

The next steps
With the brand modernisation process  
complete and the new brand guidelines in place and 
the brand primed for the future, the brand strategy 
can be defined, either internally or by TPMC.  
The new branding will need to be applied to your 
brand assets and sales tools and TPMC can manage 
all aspects of this for you if required.  Timings 
can then be agreed to launch the brand to your 
customers and then publicly.

Planning for the future
Following the update of the brand assets and tools, 
you can now prepare a new marketing plan that will 
effectively communicate the brand over the next 12 
months.  For more information on B2B marketing 
planning please see our B2B Marketing Planning 
guide which is available on our website.  Alternatively, 
TPMC can write your plan for you and implement it 
as required.

What does the Brand Modernisation  
Process cost?
At TPMC we pride ourselves on offering our 
customers value-led solutions that make a real 
difference to their business.  Our business  
marketing professionals understand that the real 
value of our service lies in our knowledge and the 
strength of the relationships that we form with you 
which is always open and honest. 

Whilst each business we work with may vary 
considerably in size, the cost of our process does not.  
Our prices range from £8,000 to £11,000, the primary 
variant being where there are international or cultural 
factors to consider.

Stage 4
Create your new brand elements
Following agreement of the new brand 
ideals, we will then produce the first set 
visual set of brand assets. Together we 
will narrow these down to just one and 
then apply this to an initial set of brand 
assets and the first part of the new 
brand guidelines. We will present a set of 
layouts showing:

Imagery
Stationery
Sales tools
Marketing tools
Style
Tone
Typography
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New 
Brand



The Product Marketing Company

01462 432303

enquiries@product-marketing.co.uk 

www.theproductmarketingcompany.co.uk

TPMC is a B2B marketing agency that provides consultancy, 

strategic planning and full range of marketing services.

Testimonials
Having reached our 20th year in business we have seen many changes though our logo 
remained, we had however gone through many straplines and were ‘playing’ with colours 
for our products. Having gone around in circles we decided to get some professionals 
involved and were recommended to The Product Marketing Company. We have not been 
disappointed, in fact we have embarked on a complete brand modernisation that started 
with and an understanding of our core values and has evolved into a new, consistent and 
professional image being used as a springboard for other exciting initiatives.

Chris Baker, Managing Director, Rotech Machines Ltd

The Product Marketing Company quickly understood the essence of 
our business and were able to deliver a harmonised rebrand that was 
accepted and embraced by the company both here in the UK and across 
Europe. An enjoyable but business like working relationship enabled the 
creative elements to be delivered quickly, on time and on budget.

Jason Cox, Operations Director, Easypack Ltd

Having taken over the role as Head of Marketing at FIRA International, I began 
working with TPMC just over two years ago. As the role required a complete 
marketing makeover, I was keen to find a strategic agency with which I could 
work long term.

TMPC fitted the bill perfectly and have been instrumental in helping me 
update and consolidate the FIRA brand identity.

Inga Wells, Head of Marketing, Fira International

Are you ready to start an exciting new journey?  Do you 
want to create a brand legacy that you can be proud of?

Contact us today for an open and informal discussion 
about your brand and your plans.  We will always provide 
you with honest, expert advice and guidance every step of 
the way and when you’re ready, the journey can begin.


