
Established in 1920, and with family ownership dating back 
to the 1950s, £20m turnover engineering firm Reliance 
Precision needs no help when it comes to reputation and 
market presence. The highly regarded business has a 
genuine world-class reputation, evidenced by its heritage, 
global projects, and customer feedback.

But the board recognised the opportunity to update its 
identity, its purpose, principles and personality to ensure 
the Reliance Precision brand accurately reflects the 
globally acclaimed positioning of the firm, as they strive to 
keep pace with rapidly evolving market expectations and 
push for further growth.

Postive change to Business

Branding Precision.
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The organisation operates strategically, with 
a long-term outlook coupled with the agility 
to respond to changing market conditions. 
Customer retention, new business conversion 
and employee engagement is high – all the 
components required to run a commercially 
successful, value-driven company, rich 

in stakeholder satisfaction. So much so, 
Reliance could easily have begun to rest on 
its laurels over the years, but this was far 
from the case.

However, with the opportunity for further 
market penetration and development they 
wanted to better convey all of this strength. 
Reliance’s identity – in terms of language 
used and its visual representation – had 
evolved over the years, which risked diluting 
the impact of first impressions, in the eyes 
of prospects. The company’s marketplace 
differential was also often so subtly 
referenced, yet the team’s creativity and 
problem-solving acumen is at the core of 
their offer.

In simple terms, the brief was therefore to 
make the company look and sound as good 
as it is!

Challenge
The

Reliance Precision is a design, 
engineering and manufacturing firm 
with a long-established presence in 
sectors including aerospace defence, 
scientific instruments and space. As 
the company name suggests, the team 
works to the highest degree of precision 
– with capabilities measure to 0.01 
microns. A micron is one twenty-five 
thousandth of an inch.



We really challenged the four key family 
values of integrity, quality, agility and 
teamwork, as well as three company 
descriptors – interesting, ideal and well 
made. The only way to evolve Reliance’s 
brand proposition was to truly understand 
the meaning of these words before a 
consistent language could be implemented 
moving forward. And it is important to 
note that this was a project about brand 
evolution, not revolution – not least because 
of the equity in the brand story to date. 

There was also a strong sense of cohesion 
within the existing company culture and an 
authentic representation of the family values 
to which the entire business holds true. We 
were therefore clear about not trying to fix 
something that wasn’t broken, but instead 
merely bring all of this to the fore as part of 
the communications brief.

As with any client project, the brief was 
approached with a significant degree of 
respect. Fast approaching its centenary year, 
the organisation found itself at an exciting 
transitional phase – with a new operational 
board – however nobody could forget the 
role of Reliance’s founder, a much liked and 
iconic individual, who had recently passed.

Difference
The

As with virtually all brand development 
projects, language came first – in terms 
of messaging, tone of voice and visual 
imagery used.



The Engine Room therefore spent a 
great deal of time in the business to 
really get under the skin of the company 
culture, which took many of its cues 
from the Mittelstand – a management 
approach characterised by family 
ownership, generational continuity, social 
responsibility and investment into the 
workforce.

We consulted every single member of 
the 230-strong team, shadowed sales 
appointments, spoke to customers, 
thoroughly evaluated the competitive 
landscape, and explored the various (>100) 
communication touchpoints being used. 
The level of insight uncovered, was vast.

Even visits to the company premises were 
extremely valuable. Reliance’s logo – a 
shield – had remained quite consistent 
over the years, but various iterations 
remained in active use which contributed 
to brand inconsistencies. A walk through 
of the office reinforced the need to bring 
together one new brand platform, which 
the company’s internal design team  
could move forward with, confidently  
and coherently.

The component parts of the logo itself 
were also difficult to see when reduced 
in size, but while some elements were 
perhaps no longer current, consultation 
with Reliance showed that the team was 
particularly invested in the shield, so this 
should remain.

What became clear when unpicking all 
of the above, was that the business is 
renowned for its precision and that this 
precision and attention to detail should 
also manifest itself through the brand.

The Difference



Six months of discovery was followed up 
by six months of brand development, 
refinement and implementation. We 
wanted to develop a brand that suggested 
innovation, as well as strength and history, 
but most importantly, exactly what Reliance 
is all about.

As the language took shape, the company’s 
values really shone through. Reliance’s 
cornerstones are therefore:

•  Do right by people.
•  Be proud to do the job right.
•  Think, make and progress.
•  Support each other and grow.

•  Build a company together that lasts

We gave meaning to the shield, replacing the 
crown with a gear, retaining the lectern and 
thinking carefully about its size, legibility and 
future placement flexibility.

The brand proposal and its various iterations 
were presented to the board and the 
whole team worked collaboratively on the 
refinement, down to the finest detail – a 
testament to the deep-rooted commitment 
to precision that lies within Reliance’s DNA.

The final version was then introduced to the 
firm via a company-wide presentation from 
The Engine Room. Having determined what 
it means to be Reliance – almost 100 years 
after the company was founded – the story 
is now detailed in a blue A6 brand book, 
which has been given to every employee. 
The book visualises, defines and evidences 
everything that the brand stands for, so 
conversations can continue to be had  
around it.

Results
The

This was not a rushed process.  
The Engine Room’s design director 
spent a vast amount of time working  
in – not just for – Reliance.



Our strategic design services were 
effectively retained by Reliance in the 
months that followed, to support the design 
team’s roll out and implementation of the 
brand, as well as the nurturing of a newly-
structured design and communications 
department with its own studio. They have 
been empowered to use design thinking 
tools to solve business challenges using the 
brand, and the department now has the 
autonomy, capacity and respect to progress 
the brand without being dependent on an 
external agency.

The board has completely realigned the 
business strategy too, from the equipment 
they invest in, to the people they recruit, 
and the type of work Reliance wants to 
secure. And what was once a traditional 
boardroom is now an ultra-slick meeting 
hub – evidence of the internal team driving 
change.

If ever there was a project which 
demonstrated that brand is about far more 
than just a logo, it is this…

The Results

“Working with Darren and 
The Engine Room has been 
an invaluable experience 
for us as an in-house design 
team. Darren has helped us 
to redefine how we work and 
has equipped us with the tools 
we need to investigate and 
improve every touchpoint 
across the business. For us, 
it’s an ongoing process and 
Darren continues to support us 
where required. His in-depth 
understanding of the business 
means that he is able to offer us 
an outside perspective in a way 
that is relevant to Reliance.  
We consider him to be part of 
our team!”

Roger Barrett, Design and Communications 
Team, Reliance
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