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Yhere Strategy Meets Design
By Anaezibodu, ReBrand
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I kay, the first annual ReBrand 100 Awards celebraled the best rebrands from around bhe word,
With entries frorm global, regional and non-profit organizations representing 12 countties and 45
industries, ReBrand 100 presented awards in fourcategories: Best-of-Awards, Distinction, kert,
andMotable, Az more businesses acknovdedge the direct effect of brand experience ontheir
eamings, many rebrand same orall of their brand assets to enter new mark els, manage mergers
and acquisitions, position non-profits for funding support, orrethink the inf orenation design of Eheir
contracts and applications to better connect with customers.

Winning rebrands from Assurant, Baboalak, Gujarat Co-0p Milk bMark eting Federation, L'Creal,
Procter & Garnble, Samsonite, The Scottish Enterprize, Shinsei Bank, Yirgin Atlantic Airwasys and
obhers will be featuredin case studies ab www rebrand.com and publishedinthe ReBrand 100
Annual, available from the websitein July. The examples are bo document wanous successiul
approaches and inspire future leaming from the compelling transf omnations, with 10060 be added
fromn each wears resulks.

Adobe Svstems Inc. andits branding patner, San Francisco-based MetaDesign, wona 2005
ReBrand Distinction Award forredesigning the packaging of Adobe Creative Pro, asoftware suite
that combined Adobe Phatoshop with otherapplications. Throughout seven presdous versions of
Adobe Photoshop softveare, the packaging had retained afamiliarlook, using an eve motif with only
slight modifications bebween upgrades. "The problem with things thak remain s o familiaris thak
peaple get blindtothem,"” said Brett Wickens, Vice President and Executive Crealive Director of
ketaDesign. "They don't understand whal's changed frorm wersion bo version, and don't botherto
upgrade.”

Whenresearch showedthat people werelosing interest in upgrading their saoftware, Adaobe and
betaDesignapplied anewstrake gy - one that used aradical depatture to signal howthe product
hadchanged. To emotionally reconnect with Adobe's global audience of creative professionals,
Wick ens' team needed bores onal e with culburally aveare indivi duals whoarein the business of
creating fubure culture. Therebrand needed tareach out tathe intermati onal creative communibyta
entice customers with aesthetic expectations greakerthan those of the general public.

Thenew packagingleveraged anature metaphorthat speaks tothe way creative professionals use
Adobe Creative Pro software, Theideais that there's an undedving relationship bebween nature
and rakhermatics, and Ehat within those formulas no bwo things growthe same. "What vou might do
with Photoshop has diff erent outcomes in different hands,” Wickens commented, "IFs entirely
subconscious -mathematics ak the baze of beauty”

With the front of the boxMetaDesign creaked afresh aesthetic language using rmotifs of feathers,
floveers, stars, butterflies, andleaves bo evokethe aftibutes of precision, beauty, and azpirakion.
Thechallernge was tocreake instantly recognizable icons that engaged peopleak the shelf level,
Thiz aesthelic language was one of five chitical success factors of the project that included:
-aclient willing bo stat with afresh canvas and creak e sormething nesw;

- design ideas with astrong basis, inthis case ametaphor;

-asolid product that represented anew wavtocombine designand publishing;

-&dabe's strong mark eting which included a compre hensive ad campaign, pieces sentto design
schoals, web marketing, and pressinterdews given bwthe designers.

"MetaDresign brought real power and clantybo this rebranding effort,” said Lee Phenner, Yice
President of Corporate and Brand [dentity ak Hill, Hollidaw, and a panelist onthe 2005 ReBrand 100
inkemational jury of industre experts. s astiking rejuvenation thak we felt would strongly appeal to
Adobe'starget markets”

Launchedin September, 2003, the rebrand was successful becauseit met one of Adobe's biggest
objectives: to emotionally reconnect with their core audience of creative professionals andincrease
both upgrades and sales to new customers, According ba ‘Wick ens, averthe last five quarters, sales
forthe product have exceeded both Adobe's and analvsts’ expectations.

ForbkdetaDesign, this project held some best practices in rebranding that thev'we beenable toapply
Lo atherwork, including evalding the designto Adobe Creative Professional 2."We're ab a paint
now where audiences should not be underestimated,” said Wick ens. "Thereis atendency for
softwaretoall look the same. Designis one of the Few diff erentiakors left, There are apportunities
for designers bo creake things thal are nob trvial or supeticial. ™

Az Adobe Swstems andthe 2005 ReBrand 100 Award winners dernonstrate, successful
rebranding requires botha plananda business strabegy. The ReBrand 100 jurors found thak
organizalions needbo assess andleverage existing brand equities, as well az the market place and
state of the business in orderto fulfill the strategy. Thisiskeyvtoalowingthe brandbore-emergeina
waythat helps reet organizational objectives.

ReBrand 100 iz thefirst and only aveards program torecogniz e the wodd's most effective rebrands:
the repositioning, resdtalizing, restructuring, orredesign of existing brand assets to meet strake gic
goals. The awards prograrm is unique because it analvz es the before and aft er brand transformation,
focuses onand documents case studies forfuture leaming, and assesses the impact of rebrands
on strakegic business goals and targel markets.

The 2006 ReBrand 100 entry deadline is Septernber 28, 2005, Enteyformns and sponsorship
infarmation will be anline ak wawwe rebrand camin June.

About Hebrand

Anaeziboduiz founder of ReBrand , aforum forcase studies and programs focused on eff ective
rebrands. The CenterforDesign & Business at Bhode Island Schaal of Designis afounding
sponsor of ReBrand 100, the first annual awards to recognize the wodd s most effective rebrands.
Infortnation on ReBrand and ReBrand 10003 available at httpoitwwtw rebrand.corn




