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Successfully Navigating a Complex
Acquisition Through Brand Transformation
How do you pivot a brand swiftly and decisively across multiple channels? That was the challenge
facing iLEVEL when an acquisition required them to align with the new parent company.

Challenge
When iLEVEL, a private-capital portfolio monitoring platform, became
one of three companies acquired by Ipreo, it posed a considerable
branding challenge. Having been through the acquisition process
before, Lauren Weiner, then iLEVEL’s marketing manager, knew that
she would need to act quickly in order to ease the transition and protect
iLEVEL’s brand equity.
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HIGHLIGHTS

Transformed the
brand under significant
time constraints
Launched the brand

across multiple
channels
simultaneously
Maintained client
trust and enhanced
brand recognition

“iLEVEL had a phenomenal brand identity among private capital market
participants, while Ipreo, our new parent company, wasn’t as well known
in the space,” Weiner explains. “We didn’t want to lose ground, but we
recognized that the story was changing.”
Weiner, who was tasked with heading up the marketing function for
the newly formed Ipreo Private Capital Markets (PCM) division, had to
navigate big changes, as some products were sunsetted, others were
repositioned, and iLEVEL transitioned from a company to a product
brand.
When the news of the acquisition broke, thousands of clients
would want to know how the change affected them. Weiner knew
that presenting them with a brand that was visually and narratively
consistent across the web, social, email, and offline channels was the
key to maintaining their trust.

We didn’t want to lose ground, but we
recognized that the story was changing.
Lauren Weiner, Director of Marketing, Ipreo PCM

Approach
As soon as the merger was confirmed, Weiner contacted
DemandLab, who had been working with iLEVEL for a year
prior to the merger. “We see DemandLab as an extension
of our team. They know our Marketo, our Salesforce, and
our business inside out. So we didn’t hesitate to pull them
in when we needed to transform the brand.”
DemandLab helped Weiner and her team identify all the
moving parts and put together a swift plan of attack that
targeted the most critical brand elements and touchpoints:
Visual brand: A fresh yet familiar brand for Ipreo
PCM was crafted from recognizable elements of
both the iLEVEL brand and that of the new parent
company.
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Key messaging: A new mission statement,
boilerplate, and product positioning was developed
to encompass the new solution areas and situate
them within the parent company’s broader goals.
Website: Navigation was tweaked, new pages
were developed, and SEO was adjusted to maintain
iLEVEL’s current share of search while building up
traffic flow for Ipreo PCM’s new product areas.
Templates: Because email was an important
prospecting and client communication channel,
DemandLab redesigned all Marketo templates to
reflect the new brand.
Client experience: Redirects and Marketo landing
pages were ingeniously deployed so that every client
was greeted with a seamless login experience and a
familiar and reassuring interaction with the site.
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A company that was unknown in the
industry now has a strong identity.
Lauren Weiner, Director of Marketing, Ipreo PCM
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Result

PROJECT INSIGHTS

Working closely with Weiner and her team, DemandLab
had the new brand lined up and ready to deploy when the
acquisition was publicly announced—just three months after
Weiner reached out to the agency.

To manage change and roll
out a new brand swiftly and
effectively:

“Our team was juggling new management, integrating a new
team, dealing with new products and new messaging, and the
timelines were impossible,” Weiner said. “We were like salmon
swimming upstream. Everything was stacked against us.”
“DemandLab had that combination of technical, design, and
messaging experience we needed. They could handle every
aspect of the shift without missing a beat. The public face of all
three acquired companies, on every channel, was rebranded
and redirected to Ipreo PCM overnight. And because the
flow was so intuitive, we were able to shift the brand without
alienating any clients.”
In addition to ensuring a smooth transition and generating a positive
reaction to the acquisition, the rebrand succeeded in boosting
awareness for Ipreo among private capital market participants.
“We had one chance to resonate,” Weiner explained. “There
was virtually no brand recognition for our parent company in
this space. But within a year, the community was talking about
Ipreo and recognizing the value the company’s products offer
their industry. A company that was unknown in the industry
now has a strong identity.”

•

Get everything lined up behind
the scenes in staging sites and
sandboxes. Test rigorously,
then “flip the switch” so the new
identity goes live simultaneously
across channels.

•

Put the client experience first.
Think about the most frequent
touch-points, such as login and
support pages, and focus on
making those areas as intuitive
and familiar as possible to ease
the transition.

•

Brand re-alignment requires
a nuanced understanding of
your industry, your business
strategy, and your marketing
infrastructure. Make sure your
agency partner has conducted a
thorough discovery process and
is fully immersed in your world.

•

Don’t forget the technical
dimension. While creativity
is important in reshaping the
brand, technical expertise
(in marketing automation,
CRM, and integrated apps) is
paramount when disseminating
it across multiple channels and
market segments.

•

Think small. Small tweaks can
have a big impact when they’re
intelligently conceived and
consistently applied. The Ipreo
PCM brand alignment was
subtle, but it was enough to send
a clear and positive message.

Unexpected Win
The rebrand was so successful that the re-invigorated brand
has started to flow upstream and influence the look and
feel of the parent company. DemandLab has since begun
working with Ipreo to create presentation and promotional
materials that capture some of the energy and modernity of
the hybridized brand created for the Private Capital Markets
division during the transition.
“We’re the acquired company, but because we made it our
priority to build a strong and consistent brand, the parent
company has taken our lead. It made them see what was
possible. It raised the bar for everyone.”

DemandLab helps enterprises leverage the power of martech, data, and
content to enhance the customer experience and revenue performance.
Learn more at demandlab.com.

contact@demandlab.com
www.demandlab.com
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