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WJI: Branding is vital for consumer products since day 
one, but the need seems far less essential for companies 
whose customers buy based on specific needs/prices: what 
makes branding more important now? What is the value?

Comtran: Branding is important for any organization, 
regardless of your customer base. Customers all have a 
perception of your company and it’s critical to identify the 
image you want to portray and how that will resonate with 
your target customers and markets. In Comtran’s situa-
tion, many current custom-
ers associated our brand with 
low-voltage commodity 
wire and cable. As we were 
entering new markets and 
developing more specialty 
products, we were faced 
with the challenge of chang-
ing the mindset of current 
customers, while presenting 
ourselves to new customers 
who had no prior interaction 
with Comtran. Joe Barry, 
Comtran president.

WJI: What goes into 
rebranding?

Comtran: The process 
of rebranding is more than 
simply updating a logo and 
tagline to use on company documents and social media 
platforms. To have a truly successful brand, the messag-
ing and spirit behind the brand has to be clear not only 
to customers, but within the organization itself. When 
employees believe in the company’s strategy as reflected 
in a brand, it becomes part of the culture that is felt by 
customers. Brianna Cote, marketing specialist.

WJI: How exactly does one “rebrand”? Did the original 
mindset change any along the way as it was developed? 

Comtran: We began the process of rebranding approxi-
mately six months prior to the launch date. The main goal 
of this project never changed: Comtran wanted to posi-
tion itself as more than a wire and cable manufacturer, 
opening the organization to growth opportunities that may 
have been hindered by our existing brand image. It was a 
company-wide effort to ensure that everyone was informed 

of the new branding inter-
nally and to make the neces-
sary changes to reflect the 
new logo on documentation. 
Joe Barry.

WJI: What goes into a 
successful rebranding? 

Comtran: To have a 
successful rebrand, a combi-
nation of external and 
internal changes should 
take place. A new logo is an 
outward expression of the 
brand image, but it should 
accompany internal changes 
in messaging, values, corpo-
rate direction, etc. to ensure 
that all those affected by the 
change are not only aware, 

but in alignment with the rebranding effort. As part of 
creating a new logo, Comtran also updated the company 
tagline, which pays tribute to the company’s roots and 
successful history. Rebranding should be supported by all 
communication outlets, including social media, to further 
increase brand awareness. Social media has been an effec-
tive tool for Comtran and we were excited to experience 

Rebranding a name: a new logo is just part of the process
Comtran, part of the Marmon Group, recently rebranded the company to reflect its evolving focus. Below, company 

President Joe Barry and Marketing Specialist Brianna Cote discuss what has been done and why.

Comtran President Joe Barr and Marketing Specialist  
Brianna Cote by the company’s new logo.

Marketing factoids
 23% of companies do not track what a consumer does after clicking through an email.
 Posting daily on a blog can net a business five times more traffic than one that does not.
 73% of B2B companies blog case studies.
 Blogs with videos can increase organic search results by up to 157%.
 61% of readers will make a purchase based on a blog’s recommendation.
 Per one survey, 76% of marketers said determining ROI was their top challenge.
 In 2018, only 39% of content marketers had a documented content marketing strategy..
 Articles with photographs receive 94% more views.
 66% of B2B buyers strongly agree that companies should make it easier to access their content
 Digital marketing statistics reveal infographics are liked/shared on social media 3 x more than any other content.
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increased engagement with the launch of our new brand 
identity. Many of Comtran’s customers shared in our 
excitement for the updated look and the organization’s 
future direction. Brianna Cote, marketing specialist.

WJI: As Comtran is part of the Marmon Group, was 
this part of an overall plan for all its member compa-
nies? If so, are all Marmon companies now where they 
should be in terms of branding, or are there likely simi-
lar announcements/efforts to be announced? 

No, one of the benefits of being a member of the 
Marmon Group is that we can assist our sister compa-
nies and develop products jointly, while still operat-
ing independently of one another. Over the last several 
years, we watched sister facilities go through the 
experience of rebranding. Marmon encourages these 

efforts to further 
strengthen the 
portfolio of 
companies within 
the division to 
establish them-
selves as thought 
leaders within 
the industry. 
With the growth 
and successes at 
Comtran over the 
last few years, 
Marmon was 
very supportive 
of the rebranding 
initiative once 
we identified the 
timing and strate-
gic direction. 
Joe Barry. 

Above, the old logo, top, and the new one.

Comtran’s new look.


