Should you pump the breaks or put the pedal to the floor on a rebrand? Perhaps you have a legacy brand that no longer reflects the credit union
or community bank that you are today. A rebrand can be a wild ride, but sometimes the road less traveled is less traveled for a reason. Before you

speed down the fast lane, keep your eyes on the road.
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The road to success is not always easy to navigate, but a well-crafted rebrand
n u [ m a [ B | " g ® 864-908-929] creates alignment, loyalty and an understanding within your organization.

At your marketing co., we create enduring brands for credit unions and community

fl’(lnl(@yourm(lI'I(EﬁﬂQ(O.COm banks who seek to become dynamic, growing financial institutions.
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