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Bounceology
The Science and Art of Bouncing in Business and Life

 

By 2007 Clear Channel had acquired or merged with 
some 168 companies and divisions in over 63 countries. 
The company had TV, Radio, Eller Outdoor and SFX 
Entertainment (Live Nation). CEO Mark Mays announced 

that all the Clear Channel companies would transition to using one 
coporate name, “Clear Channel”. He announced a new logo would 
be developed for corporate-wide use. This meant two divisions would 
change their name completely and two would undergo a logo trade-
mark transition. As SVP of Communications and Marketing for Clear 
Channel, Diane guided this process with help from a group of 
creative and smart executives and artists. Diane kept the project on 
course and was responsible for the worldwide roll out.

Clear Channel artists and graphic designers were gathered to create guidelines for the new 
brand. Designs were vetted and approved by a committee of executives and artists. Final recom-
mendations were made to Mark and Lowry Mays. The logo was selected, the color was chosen 
and the new “trademark” was rolled-out throughout the world in all Clear Channel businesses.

The Clear Channel “C” mark is seen on thousands of billboards, company office buildings, TV 
stations, venues and on radio station web sites all over the world.

Create the Clear Channel Worldwide brand - one company, with one name
Introduce employees to the company’s global vision and re-emphasize the original mission 
statement written by founder Lowry Mays some 30 years earlier updated to today’s business 
environment
Build employee buy-in, and use the new company brand
Foster company morale, collaboration and teamwork



(Useful Ideas)

 Spend time with senior leadership to determine what they are looking for before you work with an 
           agency or design team
 Flush out a concise creative brief to guide the project
 Build a task force including participants from all divisions to guide the process
 Vote as a team but determine which person will make the final decision 
 Collaborate in advance how the new brand will be rolled out internally, externally
 Set branding rules, guidelines and police accordingly
 Budget for the roll out and set a timeline
 Set a drop dead date for any old materials to be trashed and new materials to be use
 Celebrate the roll out -- make it a big deal
 Bring the task force back together for a post roll out discussion a nd to adjust the plan if needed 

(Examples of this work)

If you are re-branding a company, there are agencies that will explore and research your image and bring 
excellent talent to the table. Hire them! At Clear Channel we had many of those talented folks in house who 
advised advertisers every day. They were excellent team players for this project and many contributed to the 
end result. This list, however, speaks to the collaboration necessary to bring everyone in your company or 
organization together to make an important decision towards re-branding. This list of steps might be useful. 
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