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Thank you for attending the 
SMPS Heartland Regional Conference! 

Help to create a respectful, inclusive, and welcoming conference experience for all.

Act professionally. Respect others. Follow event and safety guidelines. 

Report a Concern: A report can be made by emailing antonio@smps.org or by 
contacting an HQ staff member. 

CODE OF CONDUCT 
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X-factors

1. Purpose and point of view

2. Competitive position

3. Specialized expertise

4. People and culture

5. Living your brand
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Rebrand is a process, not a deliverable 

1. PLANNING 2. REBRAND 3. ROLLOUT 4. MANAGEMENT
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1. Planning
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Project goals

	+ Unify the firm’s market-specific expertise under one strong 
branded front to the marketplace (One Treanor).

	+ Communicate the unique value of Treanor’s expertise to 
internal and external stakeholders.

	+ Provide a seamless customer and employee experience 
across all brand touchpoints.
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Objective 1: brand identity

Update Treanor’s brand identity to cohesively reflect the firm’s unique 
position and value in the marketplace.

KPIs

Achieve qualitative perception improvements with two (2) key clients by EOY 2024 
(result: 2 clients) 

Achieve 33% employee engagement in eLearning courses designed to educate about 
Treanor’s new brand (result: 36%)

Achieve 100% reach, 50% opens, 50% engagement on critical internal brand identity 
communications (result: 100% reach, 86% open, 71% engagement) 

circle-check

circle-check

circle-check
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Objective 2: messaging

Develop Treanor’s brand messaging platform, focusing on firmwide 
messaging and market-specific messaging.

KPIs

Increase page engagement time by 20% within the first three (3) months post-launch 
(result: +23%)

Increase social media engagement by 15% by EOY 2024 (result: +15%)

Increase newsletter open rates by 10% by EOY 2024 (result: +19%)

Increase firmwide newsletter click rates by 2% by EOY 2024 (result: +3%)

circle-check

circle-check

circle-check

circle-check
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Objective 3: collateral

Develop a cohesive marketing collateral system that can be applied 
seamlessly to all brand touchpoints.

KPIs

Reduce average hours spent on proposal production by 10% within the first three (3) 
months of implementation (result: 28%)

Achieve qualitative perception improvements with two (2) key clients related to new 
collateral by Mar 2025 (result: 2 clients) 

Achieve qualitative perception improvements with five (5) key internal stakeholders 
related to new collateral by Mar 2025 (result: 9 stakeholders) 

circle-check

circle-check

circle-check
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Objective 4: website

Develop and implement a full redesign of Treanor’s website that 
reflects its distinct brand and culture.

KPIs

Improve website visitor engagement by at least 20% within three (3) months of 
launch (result: +207%)

Improve website traffic (pageviews) by at least 20% within three (3) months of launch 
(result: +21%)

Improve SEO score by at 5 performance points per Google’s Lighthouse tool, within 
six (6) months of launch (result: +11 points)

circle-check

circle-check

circle-check
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Research and insights

29
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Competitive message 

Brand = Partnership: All successful projects start by listening (and  
hearing)... It’s you before us... We regard our clients as partners... Above all, 
we believe in collaboration... We build dynamic relationships that endure 

Brand = Impact: We design for impact / We promise design that makes 
lives better / We’re in it for the greater good / Making a difference in 
people’s lives / We are purposeful. We are Partners. We Change Lives.
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What clients said

“The problem with ‘we are partnership driven’ is not that it isn’t important…. 
But if the message is all about ‘we’re people-centered’ versus ‘we’re here 
to solve your problems’, it’s not what initially attracts me to a firm.”

“The relationship is part of the package. However, I want a purposeful 
team that knows how to move things forward.”
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Treanor’s business strategy 

We want to be perceived as a 10 in expertise and a 10 in design. We can’t 
go in one direction at the expense of the other.
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Strategic brand position

Architecture at the nexus of proficiency 
and possibility.

Brand promise 

Reach further.

Value proposition  

Smarter architecture.

Purpose 

Our purpose is to design 
the world we want to live in.

Values

Be true.

Listen, learn, lead. 

Explore the extraordinary.

Be humble, laugh together.
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Brand identity and design

	+ Name

	+ Visual identity and language

	+ Design system
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Name change

TreanorHL

Legacy name; not aligned with “one 
firm, one voice.”

Hard to pronounce or show in one color 
(all-caps logo). 

Treanor

More practical.

Most importantly, already in use by most 
clients and employees. 
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3. Brand rollout
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Rollout

	+ Identify key audiences

	+ Develop a brand launch sequence

	+ Prepare all communications

	+ Launch internally first (always!)

	+ Launch to the world

	+ Plan beyond launch

ROLLOUT CHECKLIST 
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Date Item Notes

May Studio brand champions workshop
Need to determine brand ambassadors and communicate with them: their involvement and 
dedication moving forward (after launch) 

August New Brand Event (at Summer All-Firm Meeting) See tab for more details

September - December

Employee brand education
Office transformations
Preparing marketing channels and comms

eLearning course (hosted on knowbe4, created using PPT)
Arch posts (updates on eLearning courses, roll-out, fun facts, tools, etc.)
Office branding updates (signage, wall colors, etc.)
Office events (office party & tour of updates)
Update all collateral  to new name/branding

December Name change comm to key clients/contacts
Email from MailChimp
Principals forward with personal note

Spring/Summer Internal website reveal Audience: employees; see tab for more details

Summer/Day of Giving External brand roll-out
Audience: clients, prospective hires, general contacts, industry media; see tab for more 
details

Due Date Assigned to Item
May 1 Rebecca/Megan Communicate with brand ambassadors in each office location
May 1 Rebecca/Megan Meet with Audrie about office renovations/budget

May 15 TBD Finalize merch lists
May 15 Megan Draft outline of employee brand education content
June 1 Rebecca/Megan Determine brand component of AFM schedule with committee
July 15 All Office reno brainstorm meeting(?) with Audrie, other designers?
July 15 Megan First draft of employee education series, all modules

AFM DAY Live: Arch brand page, gift bags, employee education series, announce first office event?

Master Schedule

Tasks
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4. Brand management
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Learn about the history of the firm and its 
brand identity.

Understand the research and development 
process behind our brand.

Learn about branding and what 
creates a brand.

Brand process & development

What is a brand?

Learning objectives

Firm history2

3

1

WHAT IT IS WHAT IT ISN’T

What it’s like to work with us

Where we stand in the marketplace

The impact we have

Our logo

Our company name

Are we reliable? Fun to be around? 

What sets us apart from competitors?

Do we leave spaces better than how 
we found them?

A logo is just a signature.

Names can change at any time.

What is a brand?

We often confuse branding with company identity. You should be able to take all elements of 
identity away from a brand (logo, name, office) and still retain the brand itself.

Our reputation
How are we seen in the industry?

The product or service itself
We care about more than just design.

Advertisements
Ads communicate our value, but they 
don’t define it.

Quiz
Click the Quiz button to edit this object

Introduction to 
our brand
Where we’ve been, where we are today, 
and where we’re going. 

has successfully completed

Certificate of Achievement

First Last Name



Brand Identity 
Guidelines
Brand Policy for All Internal and External Communications

LAST EDITED  |  JunE 2024 

Treanor Brand Identity Guidelines | 11

Incorrect logo usage
Do not modify the logo in any way, such as changing color, 
size or layout or adding new elements. The logo should be 
reproduced with consistence and never be altered, stretched, 
or manipulated in any way. 

Do not reproduce the logo in any colors different 
from those approved

Do not place the logo over a busy background

Do not create your own versions of the logo

Do not change the proportions of any part of the logo

Do not add any elements to the logo

Do not put the logo in a box

Employee Group
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Brand audit - internal

Evaluation: collateral

Implementing a consistent proposal template optimized for InDesign led to 
less time spent on repetitive tasks. By using the Adobe CC Library, integrating 
paragraph styles, character styles, and other automations, the Treanor team is 
better able to pivot marketing resources toward higher level activities. 

Giving time back to marketing to do 
what they do best: strategize

Highlights

• Treanor’s collateral is part of 
a consistent design system, 
which allows one visual 
treatment to be applied to 
multiple forms

• Treanor’s brand style guide 
outlines the do’s and don’ts of 
logo application, fonts, color, and 
more

• Proposal templates are flexible 
to accommodate varying RFQ/P 
requirements

• Implementing the use of 
paragraph styles, character 
styles, automated TOC, headers, 
foots, and more automated 
efficiencies helps reduce time 
spent on tedious tasks

Develop a cohesive marketing collateral system that can 
be applied seamlessly to all brand touchpoints.

Hours spent on proposal production 
pre- and post-templates

91 hrs

63 hrs

28%

Treanor rebrand: strategic planning and evaluation | 15

Intranet post content

• Regular communications 
provided via the firm’s intranet 
channel throughout the entire 
project

• Leading up to the launch, 
content included a launch day 
timeline, an FAQ page, eLearning 
information and portal access, 
and more

• The firm’s intranet channel was 
also used to solicit feedback 
throughout the project (such as 
think tanks, surveys, etc.) 

Employee intranet engagement

eLearning engagement

Mid-level staff

Entry-level staff

Senior-level staff

55%

17%
28%

100%
intranet post reach

86%
intranet post opens

71%
intranet post engagement

We asked clients what they thought about our new brand. Their responses 
highlighted their favorite thing about working with us—that their goals are ours.

A fresh take on Treanor: client 
perception improvements

“In my experience, Treanor has been a team of 
professionals delivering top notch results. All while 
having fun!”

Jon Carlin, Preconstruction Manager

Treanor rebrand: strategic planning and evaluation | 11

Employee learning engagementHours spent on proposal production
pre-and post-templates
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“My favorite core value is ‘be true.’ I want individuals to 
feel that they can be their authentic selves when they’re 
at work, and I want them to feel that they are doing the 
projects that mean the most to them.”

Amy Bellerive, Chief People Officer at Treanor
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Brand audit – external

Evaluation: website

Treanor’s new website outperformed its previous website within the first 
two (2) months in every metric (page views, sessions, actions, engagement, 
engagement time, total users), with user engagement increasing over 200% 
and engagement time increasing by 23%. All metrics performed well above 
industry average.*

*industry averages provided by databox

Improvements in all key metrics 
reported by Google Analytics

Key metrics

• Page views: the number of 
pages viewed on a website

• Engagement: the percentage of 
total sessions on a website that 
are actively engaged

• Engagement time: how long 
users actively engage with a 
website (not in the background)

• Actions: also referred to as 
“events,” actions are clicks, 
scrolls, etc. defining how a user 
navigates through the site

• Sessions: the number of 
individual browsing sessions 
that occurred on a website over 
a given time period

• Users: the number of total users 
that visited a website over a 
given time period

Develop and implement a full redesign of Treanor’s 
website that reflects its distinct brand and culture. 207%

engagement

69%
actions (events)

35%
sessions

Page views

Engagement time

2024

2023

avg.

2024

2023
avg.

+21%

+23%

Treanor rebrand: strategic planning and evaluation | 17

Launch email open rate

Launch email click rate

Launch social media engagement rate

Key metrics

• Open rate: the number of 
times an email is opened by the 
audience it was sent to

• Click rate: the percentage of 
those that opened an email who 
also clicked on any of the links in 
the body of the email message

• Engagement rate: the number 
of total engagements (likes, 
comments, shares, video 
views, etc.) a social media post 
receives, compared to its total 
impressions

Highlights

• Internal FAQ outlined the full 
launch timeline, including 
information about the external 
announcements

• All employees were engaged 
to amplify external messages 
through their own professional 
networks

Treanor rebrand: strategic planning and evaluation | 22

Email open rate Website page views
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“We liked the message Treanor conveyed on their website. 
We felt that their experience was strong and that we shared 
the same values of preserving the past, together.”

Carolina Carsellé, Project Lead at Sordo Madalenpo
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X-factors

1. Purpose and point of view

2. Competitive position

3. Specialized expertise

4. People and culture

5. Living your brand



SLIDES/RESOURCES

Questions?

CONTACTS

Ida Cheinman
Substance151
ida@substance151.com

Rebecca Lavezzary
Treanor
rlavezzary@treanor.design

Megan Cooper
Treanor
mcooper@treanor.design

linkedin-in

linkedin-in linkedin-in

https://www.linkedin.com/in/idacheinman/
https://www.linkedin.com/in/snyderrebecca/
https://www.linkedin.com/in/megananncooper/

