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Brand is the tail, and your 
investment thesis is the dog.
 
We don’t expect brand to drive the platform, but rather 
align with the objectives and perspectives of the PE 
sponsor to generate maximum value at exit. 

We are value creators using brand.

MonogramGroup
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Decision factors on brand strategy 
& playbook selection (top factors)

Among 11, critical 
brand architecture 
factors include:
● Desired hold time to exit
● Projected number of 

acquisitions (at what 
time frame/velocity?)

● Integration of same/
adjacent products/
services from 
acquisitions? Creating 
new value prop?

● Promises/discussions 
with sellers around 
name/other brand 
components

Among 6, critical 
brand-specific 
factors include:
● History and market 

share of platform/
add-ons

● Brand awareness & 
perception in existing 
markets

Among 8, critical 
platform/thesis 
factors include:
● Evolution of products and 

services with acquisitions 
– cross-sell & upsell?

● Needs of current and 
future sales staff to sell 
products/services at a 
best-in-class level?

● Is there in-house 
marketing infrastructure?

Among 4, critical PE 
firm factors include:

● Does PE firm already 
have a POV about 
brand architecture? 
Open to research-based 
counsel?

● Hired CEO: Background, 
knowledge & experience 
with brand decisions?

MonogramGroup
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Brand-specific 
factors include:
● History and market share of each 

company
● Brand awareness & perception in local 

markets (existing brand equity)
● Brand awareness & perception in the 

category nationally (or super-regionally, 
depending on strategy)

● State of the brand design system(s) 
today

● State of the brand messaging today 
(value proposition, market positioning, 
today vs tomorrow as the platform 
evolves, etc.)

● Existing sales & marketing initiatives

Business factors 
include:
● The future model for the platform - shift 

toward recurring revenue, expanded 
customer base, improved recruiting, 
expanded geography, new markets, etc.

● The evolution of products and services 
with acquisitions - with an implication for 
cross-sell and upsell opportunities.

● The evolution of the leadership team 
(legacy leaders vs. new hire leadership)

● Evolution of the sales force - how much 
personnel change is needed?

● Other growth and integration priorities 
(only so much bandwidth for brand 
workstreams)

● Needs of current and future sales staff - 
what is required to sell these products/
services at a best-in-class level?

● Competitive landscape - How 
sophisticated are the competitors? 

● What have other rollups done with 
acquisition brands?

● Is there in-house marketing 
infrastructure (day-to-day integration 
needs become more challenging 
without experienced personnel)?

The PE firm(s) 
factors:
● Does the PE firm already have a clear 

POV about brand architecture? 
● Are they open to research-based 

counsel?
● Operating partners: How many? 

What is their background, knowledge 
and experience with regard to brand 
considerations?

● Hired CEO: What is his background, 
knowledge and experience with regard 
brand considerations?

Decision factors on brand strategy 
& playbook selection (full list)

MonogramGroup

Brand architecture 
factors include:
● Brand strategy/architecture options 

(Unified Platform vs. Holdco vs. 
Hybrid Model TBD)

● Desired hold time until exit
● Platform size in AR/EBITDA (@today, 

@halfway through hold time, and @exit)
● Projected number of acquisitions 

(and at what timeframe/velocity?)
● General size & complexity of 

acquired businesses
● Acquisition capabilities & integration - 

do they sell the same or adjacent 
products/services? Do they bring an 
entirely new and/or distinct capability?

● Promises/discussions with business 
owners around name and other brand 
considerations

● All integration priorities, ranked 
(leadership/systems/reporting/etc.)

● Desired level of integration across all 
priorities

● Desired level of spend against brand 
integration

● What “meat is left on the bone” for 
the next buyer to create value?
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Scott Markman, President
312.286.4219 cell
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Lou Petrongelli, Director of Operations
708.359.3789 cell
lpetrongelli@monogramgroup.com

Thank you.
Learn more about how we can 
create brand value for you.
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