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Companies Need to Dig Deep When it
Comes to Rebranding
NO LONGER STRICTLY A FURNITURE MANUFACTURER, THE COMPANY CHANGED AND GREW BASED
ON CUSTOMER NEEDS OVER TIME. STORY BY EMILY CLINGMAN

C

hange is a constant. As soon as one thing is developed, something new is happening
in the industry, any industry.
“It puts us in a unique spot,” says Steven Lang, president and CEO of Dancker.
“We are in the middle of integration between furniture, technology and architecture.”
Dancker is a 200-year-old commercial interior company which started out making rolltop desks, mostly by hand, in Manhattan before the Industrial Revolution. Since 1829, the
company has had a few names. It was known as Dancker, Sellew and Douglas until earlier
this year when it completed a company rebrand.
No longer strictly a furniture manufacturer, the company changed and grew based on
customer needs over time. Dancker added a Workplace Technology Solutions division and
now is a one-source provider of furniture, architecture and technology in corporate, education and health-care facilities.
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“Cost of change is prohibitive and messy; landfills are
filled with junk,” Lang says. “We
started planning spaces more
purposefully, with flexible, moving components, incorporating
technology — and that’s a big
deal. We are at the next evolution
of growth.”
What exactly is a brand?
“The set of associations that a
customer has about you,” says
CEO of Clark Strategic Communications Dorie Clark. “It’s what

In addition to reshaping the
company’s scope and services,
the former Dancker, Sellew and
Douglas realized outsiders were
renaming the business, casually
shortening it to Dancker.
“The old name of the company doesn’t grab you. It doesn’t
portray who we are; it’s complicated,” Lang says. “In meetings or
on the golf course with clients, it
sounded like a law firm.”
Though the three names represented founders of the family

unfortunately common for companies that have been around for
a long time, especially if successful for a long time, to get caught
in the trap of assuming that they
simply need to replicate what’s
been working in the past. And
they go on cruise control.”
Dancker has kept up with and
indeed moved ahead of industry
trends and has positioned itself
at the forefront of contemporary workplace design. Lang says
Dancker is not at this intersec-

the customer says about you
when you leave.”
Clark says the challenges companies have with rebranding are
very similar to those of individuals.
“We, as individuals, think
we understand perfectly what
people think about us and sometimes we are shocked to discover
that they aren’t seeing us the
way we see ourselves or how we
wish to be seen,” she says. “It can
be really disturbing to discover
in those moments, that there’s a
disjunct, so individuals and companies should stay close to what
their brand is.”

business, the company name
wasn’t quite keeping up with the
evolvement of the company.
“We needed a short concise
name and message,” Lang says.
“So, we went with what people
were already calling it. It is a very
succinct way to refer to us as simply Dancker.”
A company can’t stand on its
name alone, though. A company
exists to serve the needs of customers, business branding expert
Clark emphasizes.
“If the customers go away or
no longer find that product or
service relevant, then the company is irrelevant,” she says. “It’s

tion because “we’re brilliant.” It’s
Dancker’s clients that have led
the company there to help solve
their problems, like integrating technology into their work
spaces.
“It’s not the products, it’s the
knowledge we have to help the
clients approach their project
holistically,” Lang says. “They
couldn’t do what they wanted to
do without us.”
To illustrate the idea behind
Dancker’s consistent progress
over time, consider Clark’s teaching about being the kind of company your customers need.
“Is it a horse and buggy busi-
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ness or transportation company? Phone companies never
understood that Apple would be
a competitor,” Clark says. “It’s
about seeing things not from
your perspective, but from the
customer’s. Why did they come to
you? What problem do they need
solved? How can you help solve
that? The way you do that might
change over time.”
When should a company rebrand?
“In thinking about rebranding,
you have to ask yourself if the
need that you are filling is something that customers actually
still require. Are you doing this in
a way that is giving the greatest
value for customers?” Clark asks.
“Or, has it actually become easier
for them to do business with
someone else.”
The real imperative, she says,
is to stay so close to customers
you understand what their needs
are and what challenges they’re
facing, so you can position your
company as the logical choice for
it.
Having built up so much trust
and loyalty, it’s a lot easier for
consumers to keep going with
the partners they already know,
Clark explains. There’s a learning
cost and time cost to switch.
“They don’t want to switch,”
she says. “But if you become irrelevant, they have to.”

48

Rebranding might not be the
answer though. Clarks say it’s
worth asking the question: Is
your brand matching how you
wish to be seen in the world? If
the customers are misconstruing
what your company is representing itself to be, that’s a warning sign. You might not have to
rebrand, but you should certainly
figure out what the problem is,
Clark says.
Depending on the company’s
circumstances, Clark says it
might be helpful to bring in
professional brand development
help. There are things that can be
done by internal staff. However,
it is not easy sometimes if the
internal staff is just as steeped
in the company’s way of seeing
itself.
“If everyone is drinking the
organizational Kool-Aid, then it
might be hard for them to have
the distance and perspective
needed to make a clear-eyed assessment of the brand and where
it needs to go,” Clark says. “The
outside set of eyes can make sure
there’s not some egregious blind
spot.”
The leaders of Dancker learned
the most important thing is to
be true. If you don’t deliver, your
brand isn’t as valuable as you
wanted it to be.
“A brand is really a promise
to deliver on what the company
represents,” Lang says. “If you
are not authentic, you can spend
a lot of time telling people what
your brand says. Don’t just slap
the new name on the door without delivering.”
Once the fundamentals are in
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place, the company can focus on
the name and the logo, which are
also important to get right when
rebranding. Lang warns against
an industry-wide problem with
descriptive business names.
“Dancker is not Google or Apple,” Lang says. “We’re a middle
market company, $150 million in
revenue, 150 employees. Names
that include the likes of office
environment, office interiors,
commercial solutions, environmental interiors, and so on —
there’s always one or two or three
companies out there.”
Lang understands there’s a pull
or attraction to include what a
company does in its name.
“The thing is, we don’t necessarily cater to individual consumers,” Lang says.
Once you finalize all the elements of a company rebrand,
don’t forget to snatch up all of
the web addresses you’ll need,
Lang advises, including email addresses, URLs and the domains of
close misspellings. Dancker, for
instance, also owns danker.com
because people often forget the c
when typing the name. If someone types the misspelled domain,
it redirects to the company’s real
URL: www.dancker.com.
“It’s funny,” Lang says. “This
is something we didn’t have to
think about 10 or 20 years ago.”
Dancker’s new logo is blue and
the first letter “d” is not capitalized.
“Oh boy, the time and energy
we spent on fonts,” Lang says
laughing. “A giant capital ‘d’ or
the entire name in all caps — it
kind of screams at you. The word

dancker is already strong and has
some drama to it. The small ‘d’
and the round font says it really
isn’t about us, it’s about you. We
want to be a really great supporting actor.”
Lang says the Dancker logo
gives the impression of understated elegance.
While the rebranding effort on
Dancker’s part was a good move,
Clark advises against hastily
changing a logo.
“A common mistake that has
been made historically about
branding, is people wrongly
focus on the surface elements,”
Clark says. “They think, ‘Oh, we
need to rebrand, let’s change the
color of our logo’ or ‘we need a
new tagline.’ It’s a horrible, simplistic way to look rebranding.”
Changing the logo is comforting, Clark says, because it’s something everyone can see, everyone
can understand.
“Frankly,” Clark says, “It’s
more fun to fight over whether
green or blue properly represents you than it is to do the hard
substance work of deciding who
you want to be in the world.”
After a two-year rebranding
process at Dancker, Lang offers
some wisdom he learned.
“Are there blind spots? What
are you doing that you don’t
understand? You’ll find success
at the end of your comfort zone,”
he says. “Be comfortable going
out of your comfort zone because
that’s where real professional
growth comes from.” BoF

Three steps to take when considering a
corporate rebrand
From Dorie Clark, author of “Stand Out” and “Reinventing You”
• Get clear on what your current brand is. Your brand is not what
you say it is or what you want it to be, your brand is what other
people think about you. Hold periodic focus groups. Ask business leaders or people you trust who are out there in the marketplace and have more access to unfiltered feedback than you
do. It’s hard to change it if you don’t know where you’re starting
from. You can understand what your brand is by opening your
mind to what other people say.
• When creating your future brand, understand where you want
to go and how you want to be seen. In some cases, it is literally just about the brand — meaning, you don’t want to change
anything about the business, you just feel you’re not being seen
properly by other people. In some cases, the rebranding might
be a little more intensive because you might decide it’s not just
changing the optics, you might need to change what your company does. The future vision suggests what the action plan is,
then you can work backward from it.
• Live your brand. Reinventing your brand is not a one-time
thing. It’s not something you did back in 2014, and now you’re
done. Your brand is a perception of you that exists in people’s
minds, it’s something that is constantly created in some ways.
It’s about thinking carefully on an ongoing basis — What are
you doing to convey your brand? How can you share that with
people? How can you be deliberate and mindful about that so
the message is really getting through to the customer clearly
about who you are and how you’d like to be seen.
To learn more about rebranding and marketing, visit
www.dorieclark.com.
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