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Branding
Rebranding or Repositioning? Questions every 
company, organization, CEO and leader needs to ask 
themselves.
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Hi there!

Rebranding your company is more than just 

a visual update—it's an opportunity to 

align your brand with your core values, 

vision, and long-term goals. This 

worksheet is designed to guide you through 

the tough, introspective questions every 

company must face to ensure that your 

rebrand is not only authentic but 

transformative. Use these prompts to dig 

deep, challenge assumptions, and set the 

foundation for a brand that truly reflects 

who you are and where you're headed.

Andre Ivanchuk
315-657-5691 mobile/text
andre@suchchaos.com

How the questions could help:

● Uncover Hidden Challenges: These questions will reveal 
underlying issues that may be holding your brand back, 
allowing you to address them head-on.

● Align with Core Values: They will help ensure that your 
rebrand is rooted in the true values and mission of your 
company, creating a more authentic identity.

● Facilitate Honest Reflection: By asking tough, 
uncomfortable questions, you’ll encourage deeper 
introspection among your leadership team, leading to 
more informed decisions.

● Strengthen Internal Alignment: These prompts will 
help align your internal culture with your external brand, 
ensuring consistency across all levels of your 
organization.

● Enhance Strategic Clarity: They will provide clarity on 
whether your rebrand is driven by strategic growth or 
external pressures, helping you make more deliberate 
choices.

● Promote Long-Term Success: By addressing the 
psychological and cultural aspects of branding, these 
questions will set the stage for a rebrand that is not only 
visually appealing but also sustainable.

● Drive Meaningful Change: These questions will 
challenge you to move beyond surface-level changes, 
fostering real transformation within your company.

● Encourage Accountability: They will push your team to 
commit to actionable steps, ensuring that your rebrand 
translates into tangible results.

● Foster Customer Connection: By focusing on the 
emotional and psychological impact of your brand, these 
questions will help you build stronger, more meaningful 
connections with your audience.

● Prevent Costly Mistakes: By critically evaluating every 
aspect of your rebrand, these questions will help you 
avoid common pitfalls and make more strategic 
decisions.
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Core Questions
1. What pain points are we ignoring that our customers secretly wish we would address?

2. If our brand disappeared tomorrow, what would our customers truly miss?

3. How has our brand evolved in ways that we haven’t publicly acknowledged?

4. What are the unspoken values that drive our internal culture, and are they aligned with 
our brand identity?

5. What assumptions are we making about our market position that could be holding us 
back?

6. What stories are our competitors telling that we’ve failed to counter or amplify in our own 
narrative?

7. What emotional triggers does our brand currently activate, and do they align with the 
experience we want to create?

8. What legacy perceptions of our brand do we need to break away from to stay relevant?

9. Which aspects of our brand do we secretly dislike or feel embarrassed by, and why haven’t 
we changed them?

10. What is our brand's greatest fear, and how is that fear influencing our decisions?

11. How would our brand behave if it was a disruptor entering our market today?

12. What part of our brand's story are we not telling, and what’s the cost of that omission?

13. How have our customers' needs and desires evolved, and has our brand kept pace?

14. What risks are we willing to take to ensure our brand remains relevant in the next decade?

15. What does our brand stand to lose if we don't rebrand, and are we prepared to face those 
consequences?

16. In what ways are we trying to please everyone, and how is that diluting our brand’s 
identity?

17. What are the uncomfortable truths about our industry that our brand should be 
addressing?

18. If we started from scratch, what would our brand look like, and how different would it be 
from our current identity?

19. What are we afraid to change about our brand, and what’s the underlying reason for that 
fear?
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Cultural Issues
20. Are we changing our visual identity because it’s easier than addressing the cultural 

misalignments within our organization?

21. What internal conflicts or miscommunications are we trying to gloss over with a new 
brand look?

22. How often have we rebranded without making meaningful changes to our company 
culture?

23. What cultural issues are we avoiding by focusing on a new visual identity instead of 
internal transformation?

24. Is our rebrand a distraction from addressing the deeper systemic problems within our 
organization?

25. What aspects of our internal culture are inconsistent with the values we plan to 
communicate through our new brand?

26. Are we rebranding because it’s easier to change our external appearance than to face the 
uncomfortable truths about our workplace culture?

27. How does our internal culture contradict the image we want to project with this rebrand?

28. What unresolved cultural issues are likely to resurface, regardless of how much we invest 
in a new brand identity?

29. Is our leadership more focused on external aesthetics than on fostering a healthy, aligned 
company culture?
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Growth vs. Trends
30. Are we rebranding to reflect genuine changes in our business model, or are we following 

industry trends without a clear strategic purpose?

31. How does our rebrand align with our long-term business goals and not just current 
market trends?

32. What specific changes in our company’s growth or evolution are driving the need for a 
rebrand?

33. Are we changing our brand identity because it no longer represents who we are, or 
because we’re afraid of being left behind by competitors?

34. How much of our rebrand is influenced by what our competitors are doing versus our 
unique growth trajectory?

35. Is this rebrand an authentic reflection of our company’s evolution, or are we trying to fit 
into what’s currently popular in our industry?

36. What internal growth milestones are we celebrating with this rebrand, and how are they 
driving the change?

37. How does this rebrand build on our existing strengths rather than simply mimicking what’s 
trending in the market?

38. Are we rebranding because it’s a natural progression of our company’s story, or are we 
responding reactively to external pressures?

39. What are the long-term implications of this rebrand, and how does it support our 
company’s future vision rather than just keeping us relevant today?
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Embracing Vulnerability
40. Are we prepared to reveal the authentic stories behind our brand, even if they show our 

struggles and imperfections?

41. What fears are holding us back from being completely transparent about our values and 
purpose?

42. How comfortable are we with sharing the journey of our brand, including the missteps and 
lessons learned?

43. Are we willing to let go of the need for perfection and allow our brand’s true personality to 
shine, even if it’s not universally appealing?

44. What aspects of our brand identity have we been hiding because we’re afraid they won’t 
resonate with everyone?

45. Are we ready to communicate our ‘why’ in a way that is deeply personal and might make 
us feel exposed?

46. What uncomfortable truths about our company’s past are we avoiding, and how could 
embracing them strengthen our brand?

47. How much of our brand identity is shaped by a desire to conform versus a willingness to 
stand out by being genuinely ourselves?

48. Are we willing to take the risk of showing vulnerability in our messaging to connect more 
deeply with our audience?

49. How prepared are we to share the real human stories behind our brand, even if they reveal 
our weaknesses?
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Leadership Accountability
50. Are we as a leadership team truly aligned on the company’s long-term vision, or are we 

just agreeing on surface-level goals?

51. What difficult decisions are we avoiding that could impact the company’s future, and why 
aren’t we addressing them head-on?

52. How often do we challenge each other’s assumptions and strategies, and are we creating 
a safe space for honest debate?

53. Are we willing to confront the uncomfortable truths about our leadership style and its 
impact on company culture?

54. How transparent are we with each other about our personal motivations and how they 
influence our decisions?

55. What are the biggest risks we’re downplaying as a leadership team, and what’s holding us 
back from addressing them?

56. How often do we engage in self-reflection about our effectiveness as leaders, and do we 
hold ourselves accountable for areas of improvement?

57. Are we prioritizing the company’s core values in our decisions, or are we sometimes 
compromising them for short-term gains?

58. What blind spots do we have as a leadership team, and how are we actively working to 
identify and address them?

59. Are we open to receiving and acting on feedback from our peers, or do we shy away from 
criticism to maintain harmony?
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Commitment to Change
60. Are we prepared to act on the tough feedback that might challenge our current brand 

identity and practices?

61. How committed are we to addressing the weaknesses in our brand that could be revealed 
during the rebranding process?

62. Are we willing to make the necessary changes, even if it means disrupting the status quo 
or making uncomfortable decisions?

63. How ready are we to invest the time and resources needed to address the deep-seated 
issues that may surface during rebranding?

64. Will we take ownership of the negative aspects of our brand that might be uncovered, or 
will we look for ways to deflect or minimize them?

65. Are we open to acknowledging and celebrating the strengths of our brand, even if they 
challenge our current direction or strategy?

66. What are our plans for dealing with internal resistance to the changes that might be 
required during rebranding?

67. Are we prepared to confront and resolve any cultural or operational misalignments that 
the rebranding process might highlight?

68. How willing are we to let go of legacy elements of our brand that no longer serve our 
company’s future vision?

69. Are we prepared to measure and track the impact of our rebranding efforts, and are we 
ready to make further adjustments if the results don’t align with our expectations?

70. What systems will we put in place to ensure that the insights gained during rebranding 
lead to tangible, lasting changes in our organization?
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Psychology Over Visuals
71. How does our brand identity resonate with the emotional needs and desires of our target 

audience, and how are we addressing these through rebranding?
72. What underlying psychological triggers are we tapping into with our brand, and how are we 

reinforcing these beyond just visual design?
73. How does our brand story connect with the deeper beliefs and values of our audience, and 

are we aligning our messaging to reflect this?
74. Are we considering how our brand’s personality influences perceptions and behaviors, or 

are we focusing too much on its appearance?
75. What subconscious associations do people have with our brand, and how are we 

strategically shaping these through our rebranding efforts?
76. How are we ensuring that our brand’s tone and voice create an emotional connection that 

goes beyond visual appeal?
77. Are we prioritizing the psychological impact of our brand’s messaging over the aesthetic 

choices in our rebranding process?
78. How well do we understand the psychological journey our customers go through, and how 

is our brand supporting them at each stage?
79. What deep-seated emotional responses do we want our brand to evoke, and how are we 

embedding these into every touchpoint?
80. Are we aware of how our brand’s identity shapes the perceptions of our employees and 

customers, beyond just its visual elements?

10



Such Chaos  | Skaneateles, NY | suchchaos.com

The Reality Check
81. Branding is about creating a perception, but the results are only as good as the reality 

behind that perception—are we prepared to face the truth of our current reality?

82. Branding is about storytelling, but the results are only meaningful if the story is 
authentic—are we willing to confront the parts of our story we’ve been reluctant to tell?

83. Branding is about differentiation, but the results are only sustainable if we are truly 
unique—are we ready to acknowledge where we’ve been following the crowd?

84. Branding is about creating trust, but the results are fragile if our actions don’t back up our 
promises—how committed are we to ensuring our behavior matches our brand’s message?

85. Branding is about aspiration, but the results can lead to disillusionment if we 
overpromise—are we prepared to deliver on the expectations we’re setting?

86. Branding is about consistency, but the results can be damaging if we’re consistently 
projecting a flawed identity—are we ready to address the inconsistencies within our 
organization?

87. Branding is about clarity, but the results can expose internal chaos—are we prepared to 
simplify and align our operations with the brand we want to project?

88. Branding is about values, but the results are hollow if those values aren’t lived daily—are 
we willing to integrate our values into every aspect of our business?

89. Branding is about influence, but the results can be manipulative if we’re not 
authentic—are we ready to face the potential backlash of a disingenuous brand?

90. Branding is about transformation, but the results can be superficial if we don’t address 
underlying issues—are we prepared to go beyond surface changes and tackle the deeper 
challenges?

91. Branding is about creating emotional connections, but the results can be empty if we 
don’t understand our audience’s true emotions—are we willing to dive deep into what 
really matters to our customers?

92. Branding is about making promises, but the results can be disastrous if those promises 
are empty—are we ready to own up to the commitments we’ve failed to meet?
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The Reality Check (con’t)
93. Branding is about positioning, but the results can be irrelevant if we’re not addressing 

what our market truly needs—are we prepared to pivot if our positioning no longer serves 
our audience?

94. Branding is about identity, but the results can cause an identity crisis if we’re not clear on 
who we really are—are we ready to define our true essence before we project it?

95. Branding is about vision, but the results can lead to disillusionment if our vision isn’t 
grounded in reality—are we prepared to reassess our vision if it’s out of touch with our 
capabilities?

96. Branding is about influence, but the results can breed distrust if we misuse that 
influence—are we ready to use our brand’s power responsibly?

97. Branding is about recognition, but the results can be shallow if we’re known for the wrong 
reasons—are we willing to reshape our reputation from the ground up?

98. Branding is about growth, but the results can be unsustainable if we’re growing in the 
wrong direction—are we ready to confront where our growth strategy might be leading us 
astray?

99. Branding is about differentiation, but the results can be meaningless if we’re different just 
for the sake of it—are we prepared to differentiate based on true value rather than 
novelty?

100. Branding is about engagement, but the results can backfire if we’re engaging for the wrong 
reasons—are we ready to listen more than we speak in our brand conversations?
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Beyond the Visual
101. Branding is not just a logo, are we prepared to invest in the internal culture and values 

that truly define us?

102. Branding is not a quick fix, are we ready to commit to the long-term changes needed for 
lasting impact?

103. Branding is not about following trends, are we prepared to define our own path, even if it 
goes against the grain?

104. Branding is not just about looking good, are we ready to ensure our actions reflect our 
visual identity?

105. Branding is not a surface-level change, are we prepared to address the foundational issues 
that impact our brand’s integrity?

106. Branding is not just about external perception, are we ready to align our internal 
operations with the brand we want to project?

107. Branding is not about pleasing everyone, are we ready to make tough decisions that 
prioritize our core audience over broad appeal?

108. Branding is not just about storytelling, are we prepared to live out the story we tell in 
every aspect of our business?

109. Branding is not about masking flaws, are we ready to confront and correct the 
weaknesses within our organization?

110. Branding is not a one-time event, are we prepared to continually evolve and adapt our 
brand as our company grows?

111. Branding is not about hiding our failures, are we prepared to confront and learn from them 
openly?

112. Branding is not just about attracting attention, are we ready to earn the trust that 
attention brings?

113. Branding is not a band-aid for deeper issues, are we prepared to fix what’s broken before 
we present a new face?

114. Branding is not about projecting what we wish we were, are we ready to embrace and 
communicate who we truly are?

115. Branding is not about controlling the narrative, are we prepared to let our audience shape 
the conversation?

116. Branding is not a substitute for leadership, are we ready to lead by example rather than 
relying on image alone?
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Beyond the Visual (con’t)
117. Branding is not about making us look bigger than we are, are we ready to leverage our true 

strengths, no matter the size?

118. Branding is not a cover for internal dysfunction, are we ready to address the root causes 
before rebranding?

119. Branding is not about avoiding uncomfortable truths, are we prepared to face and 
communicate them honestly?

120. Branding is not about external validation, are we ready to build a brand that stands strong 
regardless of outside opinions?

121. Branding is not about stating our values, are we ready to demonstrate them in every 
decision and action we take?

122. Branding is not about talking the talk, are we prepared to walk the walk, even when it’s 
difficult or unpopular?

123. Branding is not a shield for our shortcomings, are we willing to face where our values fall 
short and make real changes?

124. Branding is not about virtue signaling, are we committed to embedding our values into the 
core of our operations?

125. Branding is not just about what we say we value, are we ready to hold ourselves 
accountable to live those values consistently?

126. Branding is not about appearances, are we prepared to take the hard steps to align our 
values with our business practices?

127. Branding is not about moral posturing, are we ready to make the tough choices that 
reflect our true values, even if it costs us?

128. Branding is not a promise of future actions, are we ready to take immediate, tangible 
steps to live out our values today?

129. Branding is not about avoiding difficult conversations, are we willing to confront the ways 
in which our actions contradict our stated values?

130. Branding is not a way to gloss over ethical dilemmas, are we prepared to resolve those 
dilemmas in alignment with our core values, no matter the challenge?
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Let’s do something 
impossible!

If you need help. Let’s connect!
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