
2.718 Mar ket ing Rebr and 

ENG AGEMENT CHANNEL S
	■ New websi te  

	■ Segmented emai ls 

	■ Press  re lease 

	■ Siz zle  ree l 

	■ Socia l  media  — L inkedIn ,  Ins t agr am 

AUDIENCE PROFILE
Pr imar y :  Senior  Market ing Manager s , 
Communicat ions  Manager s ,  PR Manager s , 
V Ps ,  CMOs ,  O ther  market ing decis ion-
maker s  and leader s

Secondar y :  E x is t ing s t af f,  Prospec t ive 
employees

2 . 7 1 8  M A R K E T I N G 
R E B R A N D  



CHALLENGE
Af ter  35 year s  in  business ,  B2B agenc y Colman Brohan Dav is 
(CBD Market ing)  found i t se l f  w i th  jus t  one of  i t s  three  named 
par tner s  s t i l l  at  the  he lm.  Not  only  d id  the  name no longer 
ref lec t  the  owner ship,  af ter  cannabis  w as  legal ized ,  we found 
our  name at tr ac t ing the wrong k ind of  at tent ion .  W hat  bet ter 
t ime to  adopt  a  new,  B2B -focused br and that  would  shine  wi th 
c l ient s  and potent ia l  employees?
 

OBJEC TIVE S

	■ F irmly  communicate  what  we do bes t  — help ing c l ient s  		
grow their  businesses… not  p lant s 

	■ At tr ac t  h igh-v alue  c l ient s  and let  them k now that  we 
under s t and their  pr ior i t ies 

	■ Create  aw areness ,  both of  the  new br and (among 		
e x is t ing cont ac t s)  and of  the  agenc y i t se l f  (for  those 		
who are  unfami l iar)  

B U S I N E S S  C H A L L E N G E
&  C A M P A I G N  O B J E C T I V E S

? ??
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PRIM ARY TARGE T INSIGHTS

	■ Tends to  be  more women than men 

	■ In  their  mid-30s to  mid- 4 0s 

	■ Concerned wi th  the  bot tom l ine 

	■ Needs to  demons tr ate  the  v a lue  of  market ing and 
communicat ions  to  their  organizat ions  and their  super ior s 

CRE ATIVE S TR ATEG Y

We k new we would  need a  new name — something that 
communicated grow th.  I t  a lso  needed to  be  ownable 
( including a  unique and eas y-to-t y pe UR L )  and t r us t wor thy. 
Once we landed on a  name,  we’d  be  able  to  bui ld  a  v isual 
language around i t . 

The fee l  of  the  br and i t se l f,  ideal ly,  wouldn’ t  change much; 
our  c l ient s  a l ready k now us  as  creat ive ,  s t r ategic ,  and eas y  to 
t a lk  to  and under s t and,  and we didn’ t  w ant  to  change that .   
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2.718 Mar ket ing Rebr and 

We approached our  rebr and wi th  the  s ame s tr ategy 
and thought fulness  that  we would  any c l ient  — but 
our  own per sonal  inves tment  w as  obv ious . 

Sever a l  rounds of  naming e xercises  involv ing ever y 
employee of  the  agenc y resul ted in  sever a l  br i l l iant 
but  u l t imate ly  unwork able  or  untr ademark able  ideas . 
F ina l ly,  a  winner  emerged:  2 .718 Marketing . 

2 .718 is  the  f i r s t  few dig i t s  of  Euler ’s  number  or  e , 
the  base  of  the  natur a l  logar i thms and an impor t ant 
mathemat ica l  cons t ant  for  ca lculat ing exponential 
grow th .  I t ’s  eas y  to  s ay  and read ,  i t ’s  laser-focused 
on our  key  t r a i t s ,  and i t ’s  nobody ’s  but  our s  in  the 
market ing space . 

C O N C E P T  &  B I G  I D E A



From the name ,  our  Graphic  Designer  created a 
s tunning logo and ident i f ied brand color s ,  a long 
w ith  a  graphical  “ wave”  pat ter n to  s y mbol ize 
cons t ant  change that  features  heav i l y  in  our  v isual 
as se t s .  We w rote a  comprehensi ve  se t  of  brand 
s t andards  that  pu t  a  s t ake in  the ground for  brand 
communicat ion ,  f rom logo placement  to  the k ind of 
language we use (s tra ight for ward ,  w i thou t  jargon). 
A nd in  a  nod to  our  creat i ve  chops and as ser t i ve 
s trateg y,  we adopted the t agl ine ,  “Grow Boldl y.” 

T A C T I C S
&  E X E C U T I O N
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The br and set ,  we bui l t  a  s tunning and 
dy namic  websi te  to  de l iver  the  informat ion 
our  research to ld  us  our  t arget s  would  w ant 
whi le  decid ing on an agenc y.  W hen the 
websi te  launched,  we sent  out  announcement 
emai ls ,  a long wi th  a  press  re lease .  Our  socia l 
media  presence changed overnight .  We 
repainted the w al ls .  Even the s ign on our 
of f ice  door  changed.  I t  w as  a  bold  s t atement : 
f rom today,  this  is  who we are .

2 .718 Mar ket ing Rebr and 

http://2718marketing.com/
http://2718marketing.com/


Our new br and posi t ions  us  as  a  grow th-
focused,  s t r ategic ,  h ighly  creat ive  agenc y.  Our 
name is  jus t  unusual  enough to  inv i te  good 
ques t ions  — and the ent i re  res t  of  the  br and 
ans wer s  them. 

W ho rebr ands  the  rebr and- er s?  We do i t 
our se lves ,  w i th  amazing resul t s . 

B U S I N E S S  B U I L D I N G
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Our emai l  b las t s  ensured our  announcement  made a  huge impac t .

Depending on the audience ,  open r ates  reached as  h igh as 

3 4 .6%  agains t  an indus tr y  benchmark  of  20. 5% .

Cl ick through r ates  were  even more impressive .  A mong prospec t s , 

C TR w as 4 . 5% ,  3x  a  benchmark  of  1 .8% — and that  group w as 

our  toughes t  se l l .  Ever y  other  audience s aw C TR of  over  20% , 

more than 10 x  the  benchmark .

Our  socia l  media  pos t s  about  the  rebr and garnered massive 

increases  in  a l l  K PIs ;  across  p lat forms ,  comment s  increased 

20 0% –10 0 0% ,  shares  increased 20 0% - 8 0 0% ,  and 

reac t ions  increased 120 0% –2 5 0 0% . 

R E S U L T S
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