


W.R. GRACE
What’s in a name?

Our initial focus was the Grace name. Once we
determined the value of the name and its
potential to add or detract from the brand’s
image, we could then define an architecture,
create a single voice for the brand, and develop
a strategy to establish Grace as a leader in
materials science.

We audited Grace’s reputation among its many
stakeholders, documented cases from other
corporations who faced similar situations

(name change, bankruptcy, crises), and conducted
significant quantitative and qualitative research
with customers and employees across North
America, Europe, Latin America, and China.

The findings were compelling: Grace was a mark
worth retaining. Thanks to its product portfolio, it
is associated with performance and high-quality.
Thanks to its people, it is associated with
professionalism and service. We recommended a
newly relevant position and value proposition for
the Grace corporate brand, one that capitalized on
its current associations and leveraged the
individual equities of its business units to fill

the void inadvertently created by its prior
holding company focus.

As a result, the name of Grace lives and is being

reinvigorated with a sense of higher purpose and
pride.




