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A New Look, A New Vision? 

 
 In recent years, companies have called 
upon marketers in ever-greater numbers to 
help them recast their image among the public 
(and often their own employees)— a process 
known as rebranding.   
 
Sometimes these changes in corporate iden-
tity (or “brand identity” or “brand image”) have 
been dictated by the legal environment.  Such 
was the case of the World Wrestling Federa-
tion (WWF), which was forced by the World 
Wildlife Federation (WWF) to abandon its dec-
ades-old logo.   
 
In other cases, a company has simply sought 
to update its image, either because its com-
petitors have done so, because new technol-
ogy allows for more complex designs, or be-
cause decision-makers apparently believe the 
mantra “change is good”. 
 
In still other cases, companies rebrand them-

selves in hopes of cutting ties with any past 
transgressions.  Such has been the case with 
companies like tobacco giant Philip Morris 
(now Altria), accountants Arthur Andersen 
(now Accenture) and British Petroleum (BP), 
which has of late recast its acronym to mean 
“beyond petroleum”. 
 
This latter phenomenon— rebranding as abso-
lution of corporate sin—  poses new questions.   
 
Will these corporations (and in some cases, 
governments, ideologies, and even food prod-
ucts) succeed in erasing all associations with 
their sometimes unsavory pasts?   
 
Will the “reborn” entities behave differently or 
better than the old?   
 
And finally, can a graphical and linguistic 
makeover create the sort of almost magical 
core transformation that a physical one some-
times does for an individual?  Or is it always, 
to quote a clever t-shirt:  “New Logo, Same 
Shit Company”?    



 

 

Some consumers found the distinction between the 

above organizations tricky, necessitating the re-

branding of the World Wrestling Federation, which 

is now World Wrestling Entertainment: 

Before and after:  logos redesigned for presumably 

aesthetic reasons.  Note that “updating” currently 

involves primarily adding shading, rounding cor-

ners, and creating a more three-dimensional 

“embossed” look. 
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The transformative power of rebranding 

helped the former Philip Morris, a company 

whose logo was virtually synonymous with the 

maligned product it sold, recast itself as Altria, 

a company whose oddly pixilated logo is 

meant to hawk its holdings in other consumer 

goods areas, especially food brands.  It still 

sells cigarettes too. 

No more goopy mess!  The petroleum giant 

ditches the imperial associations of its shield 

logo for a radiant sunflower.. 



 

 

 

“Slave in a Box” no more:  Aunt Jemima 

would blend in on Wall Street today. 

Having disgraced the name of its famously 

honest founder, Arthur Andersen became  

Accenture in the wake of the creative accounting 

scandal involving its client ENRON. 
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Simply writing the word “Croatia” just wasn’t 

good enough anymore.  That nation first branded, 

then soon after re-branded itself.  (At top  is the 

newer logo).  Canada’s Liberal party was simi-

larly bereft of graphical pizzazz until recently. 

Evidence of logo Darwinism. 
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THE FUTURE OF REBRANDING 
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Client: Ku Klux Klan 
 
Brand status in brief: 
 
 The Ku Klux Klan (KKK) was once a 
powerful political force in the United States.  
Since the 1920s, it has seen a steady decline 
in membership and influence.  Today it is seen 
as backward, intolerant, primarily rural, and is 
plagued by the general perception that its 
members are uneducated, angry, and unso-
phisticated. 
 
Rebranding strategy: 
 
 The Klan needs a fresh design, one that 
is more urban and hip, to broaden its appeal to 
the youth and urban markets.  It should disso-
ciate itself from its color scheme of white, red, 
and black and its primary iconography of 
crosses, dragons, and the rebel flag.  By 
changing from the acronym KKK to the more 
succinct K3, and using a less severe color 
scheme, the Klan can present a fresh face to 
its target audience.   
 

 Adopting the tagline “cultural alliance”, K3 

neatly repositions itself as a more viable ideo-
logical alternative in an increasingly diverse 
world.   
 
 The former Klan should also abandon its 
traditional pointed hoods and flowing robes 
(usually in white, but sometimes in red or black 
for certain sects) and adopt a more modern 
garb, with fresh form-fitting lines.  Ideal colors 
for the new uniform, preferably a simple polo 
tee with flat-front khaki pants, would be teal or 
orange, with the logo placed on the front 
pocket.   
 
 Lastly, K3 would do well to replace activi-
ties such as cross-burnings and hurling racial 
epithets over loudspeakers with more main-
stream organizational events.  For example, 
they might instead offer literature at booths 
where exotic teas and shiatsu massage are of-
fered. 
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Client: Al Qaeda 
 
Brand status in brief: 
 
 Al Qaeda is a growing organization, with 
all the identity and branding headaches that 
accompany that status.  Among its major pit-
falls is the failure of much of the public to take 
it as seriously as its more established counter-
parts, organizations such as Hamas, Hezbol-
lah and the famed but increasingly non-
competitive Irish Republican Army (IRA).  
However, Al Qaeda does have significant 
brand recognition and receives generous 
amounts of media coverage. 
 
Rebranding strategy: 
 
 Where established brands often add a 
touch of whimsy to combat perceptions of in-
flexibility or being passé, new brands should 
take the opposite tack, presenting themselves 
with an etched-granite conservatism.  “AQ En-
terprises”, presented in declarative capital let-
ters, with a modest two-color design scheme, 
reassures any naysayers that this organization 

is here to stay.   
 
 From a recruitment standpoint, the 
phrase “terror network” conjures notions of un-
certainty and risk in prospective adherents.  
For some, “holy warriors” is an equally radical-
sounding idea.  Here we can look to larger 
companies, who often forego explicit state-
ments about company activities in favor of 
catchy, dynamic, and hard-to-disagree-with de-
clarative statements (“on your side”, “moving 
forward”, “always”, “the future of ______”, 
etc.).  “A brighter future” manages to capture 
this sort of generalized positive sentiment 
while only vaguely alluding to company objec-
tives.     
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Client: The Nazi Party 
 
Brand status in brief: 
 
 Nazism has seen its highs and lows.  
From its inauspicious beginnings in the 
speeches of an Austrian ex-art student, to 
near-domination of the European political spe-
here, to a steep drop-off in brand loyalty after 
some questionable activities by its founders 
and scientific rejection of its core beliefs.  Its 
principal icon, the swastika, though of Asian 
origin (meaning “peace” to Tibetan Buddhists 
and Hindus), is still widely recognized and as-
sociated with the political movement today.   
 
Rebranding strategy: 
 
 Despite the almost unprecedented suc-
cess of its original branding campaign— in-
cluding the striking “SS” logo, coinage of the 
term “blitzkrieg”, the crisp uniforms, and even 
its creating the “people’s car” (Volkswagen in 
German), the nazis are irrevocably associated 
with significant negatives that arose from that 
initial “bubble” period.  The current organiza-

tional image of nazism currently evokes ideas 
like “death”, “insanity”, and “holocaust”.   
 
 For this client, there is little choice but to 
begin anew.  With the proper rebranding— 
playful primary colors, a sense of motion, an 
utterly non-”reich” font choice— the nazis may 
well find all these old negatives swept away.     
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Client: Salmonella (enteritidis) 
 
Brand status in brief: 
 
 Salmonella hasn’t gotten nearly the press 
it once did in recent years.  Refrigeration, pub-
lic awareness, and irradiation have all con-
spired against this once-respected poultry-
borne food microbe.  Though still reasonably 
well-known, it is seldom taken seriously out-
side the third world.  Further, like the car-
maker Buick or the publication Reader’s Di-
gest, it suffers from having an older-skewed 
traditional demographic.    
 
Rebranding strategy: 
 
 Regardless of its current image, Salmo-
nella remains a fundamentally appealing 
name, linguistically speaking (unlike its cousin, 
Trichinosis, which languishes in greater obscu-
rity still).  The key is to sell that name in all its 
roll-off-the tongue glory to youth in the same 
way that was once done for polio. 
 
 Presented and positioned properly, Sal-

monella could  join “Manolo Blahnik”, the fash-
ion-shoe brand name everyone loves to say, or 
even “Kleenex”, the brand that replaced the 
product name (tissue), in ubiquity.   
 
 The key is for the term and its visual ap-
pearance to encourage vocalization.  The tar-
get audience should want to say it out loud.  
Since Salmonella is neither an apparel item 
nor a hygiene product, and therefore not as 
likely to be used in everyday conversation as 
the above examples, its logo, to help the brand 
gain greater reach, must be punchy, slick, and 
ready to be taken up by the grass-roots as 
anything from a bumper-sticker to a skate-
board decal.    



 

 


