
MRWMD 2021 Rebranding Approach





Why Rebrand?

Our current brand no longer reflects our identity, 
vision, or the image we want to promote in the 
community. Since the inception of the current 

brand, we have grown beyond waste management 
and become a more holistic organization in terms of 

our services and goals.

A strong brand identity will help us realize our 
vision and goals through stronger engagement and 
support from our workforce and the community. 

We are also commonly confused with the company 
Waste Management. 





A Brand is 
More Than a Logo…

Identity + Image = Brand

Business cards



Brand Identity Matrix



Conceptual Deliverables

• Values and Vision Statement
• Brand Name and Identity 
• Key Message Development 

Physical Asset Deliverables

• Logo Design
• Style Guide
• Collateral Materials
• Website
• Media Campaign 



Elements of Value Pyramid
Products and services deliver fundamental elements of
value that address four kinds of needs: functional,
emotional, life changing, and social impact. In general, the
more elements provided, the greater customers’ loyalty
and the higher the company’s sustained revenue growth.



??? 

Current Positioning

Future Positioning



Proposal

Create a brand identity based 
on a value proposition that 
draws on input gathered from 
employee and community 
engagement, which also allows 
for contribution and buy-in to 
a vision statement and values-
based organizational structure. 



What are the benefits 
of this approach?

• Established vision 
• More cultural cohesion
• Better work outcomes 
• Employee satisfaction 
• Roadmap for decision-making
• Prioritize what is important 
• Enhanced transparency trust



Companies Driven By Values-Based Decision Making



Process Overview

1. Understand the Public
2. Understand Organizational Values      

& Culture
3. Develop a Vision
4. Develop the New Brand Identity
5. Roll-out

Note: Each step involves internal and/or
external feedback

Resources

• Staff time
• Boots Road Group 
• Previous public opinion survey and 

staff surveys conducted
• Communications and Public 

Education department budget 
already has this project earmarked 
for rebranding and website 
redesign



Understand the Public 

• Pull from 2018 EMC Research’s Public 
Opinion Survey

• Identify consumer segments

• If additional information needed, 
conduct digital surveys or focus groups



Identify and deepen values and culture 
with feedback from leadership, all levels 
of employees, and the Board/TAC 
through surveys and focus groups.

Understand Organizational
Culture and Values



Develop a Vision

• Use feedback from internal and external engagement
• Create formal set of values, vision statement and value proposition
• Share and get feedback through focus groups 

(Do they resonate? Did we hear and synthesize things correctly?)



Develop and Adopt the New Brand Identity

• Express the values and vision through 
the new brand name and identity

• Boots Road and staff 
develops/chooses the name

• Boots Road designs logo options, staff 
selects

• Get feedback from staff, public focus 
groups & revise if needed

• Board adopts brand identity



Roll-Out

• Internal communications to employees: 
Marlin, email, department huddles

• New website

• Social media posts and targeted ads

• Radio ads & PSAs

• Print ads

• Hauler newsletters



Tentative Timeline

Initial Surveys & Focus Groups February - March

Develop Values, Vision, Value Proposition April – Early May

Feedback from Focus Groups Late May – Early June

Brand Identity Development June - July

Feedback from Focus Groups & Final Edits August - September

Roll-Out Early October 



How to activate and live 
brand value, vision, mission:

• Identify ways to have values, vision, mission live in District’s culture
• Decide if it is a flexible values or hard values culture
• Conduct internal and external education and coaching 
• Allow them to guide the business
• Hire, train, and hold people accountable to values
• What happens if employees are out of integrity with values?
• Frame new initiatives in terms of them
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