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Purpose-built to launch a new 
analogue instant camera and a 
range of film types

October 2017

Who?

What?

When?

Polaroid Originals.

Brand extension & introduction 
of a tandem brand. 

Launched September 2017

Why?

Polaroid was a technological 
breakthrough brand in its time and 
made a massive contribution to visual 
culture, making it easy for many to 
capture and share photography, art & 
design and special moments.

Background

The logo adapts the original rainbow motif & spreads 
the colour bars to form an abstract Polaroid print.

The challenge

Reviving analogue photography in the 
digital era goes beyond “retro chic” and 
appeals to a whole new range of 
sensibilities, emotions and customers. 
This is complex and challenging from a 
branding perspective where 
connections will have to be made to 
transcend multiple generations.

brand spotlight
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brand spotlight October 2017

The Visual Identity

The visual identity for Polaroid Originals pays tribute to the Polaroid legacy but 
brings it bang up to date and is equally “iconic”. The Polaroid in-house team led by 
Creative Director Danny Pemberton trawled through the company’s advertising and 
previous identity archives to find inspiration and a departure point for a new design.

Influences

Earlier work from the 1960s by Designer & Illustrator Paul Giambarba (Polaroid's 
first Art Director) had introduced a product identity system, applying a common 
element like the rainbow and treating it differently depending on the product line it 
was intended for. This created a broad and flexible graphic system that could be 
applied to a range of products but would still be easily identifiable.

Sample text in FF Real typeface

Typefaces 

Polaroid’s first typeface was News Gothic, 

chosen as one of the few sans-serif available 

at the time, before shifting to Helvetica in the 

1980s. For Polaroids Originals, a Grotesk 

typeface “FF Real” (see figure on right) combines 

interesting details and old-school charm.
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The Verdict

“As a brand-extension, Polaroid Originals clearly builds on the rich 80-year 
history of its master brand and ushers in a new era for analogue photography. Its 
identity draws inspiration from what was already effective design and transforms it 
into an elegant, modern style. Approaching the task from a traditional graphic 
design perspective, they have been able to absorb some of the key values that 
made the Polaroid brand a success in the first place. 

Reviving a classic is never easy. What I like the most about this work is the way 
they have achieved a fresh, modern look that still reflects the tactility of the end 
product. For those who are weary of digital overload, I am certain that the analogue 
revival will serve as a way to ignite conversations and bring back a little retro magic 
into our real world…” 

Nigel Reyes 
Agency-R.com

One last interesting Fact or Feature?

During the design process, two-tone camera illustrations were created using vector 
based software, but lacked warmth. Instead, the design team recreated them by 
hand, adding a more tactile dimension (just like Polaroid pictures). Another case of 
bringing a touch of retro into the digital age once again, perhaps? 

Archive material from Polaroid’s rich visual history Polaroid Originals visual identity development
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Rebrand of the month: Atlassian

In Greek mythology, Atlas was a Titan condemned to 
hold up the sky for eternity. It is easy to see how this 
may have been the inspiration behind the original 
identity chosen for Atlassian in 2002.  

Atlassian has since grown its customer base to over 
89,000 and employs over 1800 staff worldwide. 
Although essentially still a software development 
company, Atlassian is best known for its suite of 
collaborative tools, used to manage software 
development & deployments and service-desks. 

More recently, they acquired the popular kanban-style 
project management tool Trello and Statuspage, a 
tool to monitor and optimise online systems and 
services requiring critical uptime or maintenance. 

With more than 15 products & service lines in their 
portfolio, the time was right for Atlassian’s first 
significant rebrand since 2011.

Atlassian designed its new identity in-house, in collaboration with Angy Che (credited with the 
logo design) and the Oh no Type Company who contributed a bespoke type family

Holding up the heavens

 Rebranding - an in-house success?

Atlassian’s icon over the years. Affectionally known internally as “Charlie”, 
a nod to Charles Atlas (the renowned bodybuilder).

Atlassian 2017 - The new Logo and Wordmark
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Rebrand of the month: Atlassian

The visual identity system

A new, flexible graphic system enables the brand to be propagated in a myriad of styles and functions

For me, one the most striking successes of this rebranding is the way that Atlassian 
have integrated the numerous actors of their growing ecosystem of products and 
services. The result is a shared visual system that is consistently represented through 
subtle icon design. This speaks to me both as a designer and as a customer. It lays 
out a promise to expect the same high standards and levels of service from any of the 
offers under a single, overriding umbrella brand…”

While the Company name has not changed, the reference to Greek mythology was dropped. The curves 
in both the logo symbol and the wordmark are, to my eye and sensibility, a good design decision. They 
retain a friendliness & positive attitude, in line with the exceptional customer service values that the 
company is best known for.

“     

Nigel Reyes (Agency-R)



“It is interesting to see the changing face of design especially when it comes to designing 
and using Type in branding. In recent years we have witnessed concepts that oscillate 

between a "paperless revolution” and a veritable backlash against “digital overload”. Our 
own Studio often takes up arms between old-school pencil and eraser aficionados and the 

screen junkies. My philosophy is that both are necessary. What I particularly like about 
Atlassian’s decision to commission a bespoke typeface, is a real willingness to transmit brand 

values through the power of reading, both online and offline….”   N.Reyes     

The Final Word

“Meet Charlie Sans” - Playful meets functional at Atlassian. This apt combination is both a leap 
forward and a special “internal tribute” to the original logo dubbed “Charlie”.
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Rebrand of the month: Atlassian

Adventures in Type:  Agency-R’s design commentary

Most Branding assignments begin when customers don’t fully appreciate who they are, what they 
represent or where they are headed. This is where a dedicated or specialised agency like Agency-R can 
provide tangible value to your teams. The result achieved in-house by Atlassian and their collaborators 
is commendable, being both functional and inspired. In short: I’m extremely impressed with the result 
they have achieved. In the longer term, i’d like to see evidence of their evolutive system coming to 
fruition and continuing to adapt to the moveable landscape in which they operate.
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Game Changer: Eco-branding October 2017

The Quick Facts

My pick for this month’s Game Changer feature is something I picked up on during an online 

conversation but very soon gathered momentum, receiving widespread attention across the globe 

from many of the Industry’s leading media. The topic? Eco-Branding. A concept originally proposed 

by Sylvain Boyer (Creative Director at Interbrand, Paris) who challenged the idea of how, as an 

industry, we design and deploy brands to be more environmentally and economically friendly. 

When a designer creates a logo for a major brand, this logo will be reproduced millions or billions of 

times and has an ecological and economical impact. Even the smallest logo tweak could significantly 

change the amount of ink used. To illustrate the idea, take a look at how eco-branding could work for 

some of the world’s best-known brands in the figure below. 

 Figures show potential savings from a logo printing perspective. Scaled to an 

entire campaign or distribution chain would yield significant results and savings.
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What else?

Just how powerful the concept could be is 

best appreciated by considering how it might 

scale to a full “Eco-branding” campaign. 

As Sylvain Boyer explained, the idea can be 

extended to typefaces that use less ink, 

smaller documents that use less paper and 

an overall simplification of visual identity 

elements across all media. 

Fashion, Fad or Fit For Purpose?

Brand Review  © Agency-R.com

Gill Sans Typeface: a humanistic and “efficient” sans serif 

family from the last century still has an exceptionally 

distinctive design and a potential limitless range of use.

The idea is clearly gaining support within 
the industry and Interbrand themselves 
have launched an initiative that aims to 
help clients with the ecological and 
economical transformation of their brands. 

Beyond logo examples, Ecobranding 
guidelines have been applied to a client 
project for Citeo - itself a company that 
sorts, collects and recycles waste. The 
images on the right show how the brand 
design might work across multiple formats. 

As we see it, at Agency-R, Eco-branding 
may well soon become the ubiquitous 
guiding principles and best practice for 
designing brands.  

It remains to be seen just how much of an 
original identity you can strip out before it 
becomes meaningless or loses impact.  

The examples shown work well because we 
are already familiar with these iconic 
brands. There is less risk for them to shift 
to a minimalist design in terms of the 
impact it would have on recognition and 
recall by consumers.

The last word…
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Brands “Saints & Sinners” Index

DISCLAIMER: The Saints & Sinners Index is compiled by an independent survey of over 300 respondents and does not necessarily reflect the opinions or 
views of the Publisher or the Guest Editorial staff for that month’s issue. [scoring provided by BrandRank ™ and SalesSurvey ™ service]
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SIGFOX - The darling of the French Tech has come a long way from its 
scrappy origins but recently got a little ahead of itself by organising a 
company seminar in Prague and claiming it was the world’s first and only 
event for the Internet of Things (IoT). Paid content and advertising, anybody?

 PLAYBOY - Hefner’s passing strongly polarised opinion. Critics cried foul of 
an empire that did little more than objectify women, while supporters of free 
speech & the anti-censorship lauded his achievements. As a truly iconic brand 
spanning decades, Playboy earns itself a static position in this month’s index.

 JOON - Brand Image Agency (France) expertly crafts a superb identity for Air 
France’s “younger sister” airline. A lesson in reaching out to a new customer 
base of connected entrepreneurs as traditional business travel diminishes.

 Yellow Pages NZ - From Paper to Online Services to Full Service Digital 
Agency at the service of SMBs. An admirable case-study on how to survive 
the digital revolution through a skilful brand evolution.

RYANAIR & MONARCH AIRLINES - A joint award for the lowest score on this 
month’s brand index. Ryanair for building a reputation as an airline that 
operates with complete and utter disdain for its customers and staff, and 
Monarch for shutting down overnight and leaving its customers stranded.

September - October 2017

The Saints & Sinners Brand Index © scours the global Brands landscape to 
rank the most significant “movers and shakers” this month in terms of 
behaviour, perception or impact. It does not reflect or imply their relative 
economic performance.

BONUS BANANAS

Check out Under Consideration’s comprehensive coverage of Dropbox’s new 
branding at: https://goo.gl/5rLLUs  
What starts as a refresh veers rapidly into the bizarre. Is it creative flamboyance 
or more a case of unlimited budgets?. The jury is still out on this one…

https://goo.gl/5rLLUs
https://goo.gl/5rLLUs
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Evolution or Revolution?

or how to stay relevant in digital times…

With offices located in Asia-Pacific and Europe it is often the quirky stories or the cultural differences 
that most grab the attention of our collaborators and teams across the globe. From time to time we’ll 
highlight a company or service that will seem outdated or irrelevant in an “always on, constantly 
connected” world. But on closer inspection, it soon becomes obvious that there is a subtle revolution 
taking place just beneath the surface. 

This month, we bring you a preview of an iconic service that is currently undergoing both a change of 
identity and reinventing the services it offers. Variously known in different forms around the world as 
the “Yellow Pages”, many readers will recall the large, paper volumes that appeared on our 
doorsteps, listing local and national businesses. While they hark back to an era when our business 
transactions were concluded in person or over the phone, Yellow’s brand vision for the future is to 
become the Digital Marketing Agency of choice for Small and Medium Sized Businesses. 

The “Let your fingers do the walking” identity and a sample taken from the Auckland Yellow Pages (paper format). Both 
have had their moment of glory, but it is now time to take a more aggressive stance in the face of adversity.
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Evolution or Revolution?

or how to stay relevant in digital times…

The Yellow Pages were once indispensable for small businesses. At the height of pre-internet era 
fame, they served as the “go to” reference of choice for business owners and home keepers alike. 
Since then, easier access to information and globalisation has constantly threatened their relevance. 

Furthermore, internet behemoths such as Google, Facebook and even Apple have tried (mostly in 
vain) to muscle in on the action by providing “local enterprise friendly” services. Using location 
services and, of course, paid advertising as well as a plethora of big data they have tried to serve 
up relevant advertisements to you wherever you happen to be in the world. Needless to say, this 
has been particularly hit and miss, if not the biggest non-event of mobile computing we have seen 
in the last decade. 

While the new challengers haven’t quite succeeded, it hasn’t necessarily bolstered the popularity of 
Yellow Pages nor has it increased the uptake of the online Yellow Pages searchable directory, forcing 
Yellow to reinvent the very service it introduced. Today, adapting to a changing landscape, fierce 
competition and multiple sources of information at the fingertips of consumers, Yellow is reasserting 
itself with a bold new identity and, more importantly, a shift in Positioning.

Yellow envisages that companies will begin with an affordable starter package and move into adding 
additional services as their businesses expand.

The new Yellow today provides a full suite of digital services to clients who want to introduce or 
increase their digital footprint. In New Zealand alone, 97% of the 470,000 listed companies had 
staff of 20 or less. This means that Yellow is particularly well placed to serve up the right level of 
service to these important actors in the New Zealand economy.  

Many small businesses don’t have a digital agency, largely because of the expense involved. That is 
where Yellow views its main appeal - providing scalable digital services that are both effective and 
affordable, including websites, brand storytelling, digital video and digital advertising, all sold 
through a simplified pricing model. The idea is that a client might start with a simple web product, 
add services such as online booking capabilities and e-commerce as they grow and change. 

There’s always a fair amount of scepticism when it comes to attempts by large traditional 
organisations to shift their businesses to digital. However, companies such as Netflix have 
successfully shifted their business model from mailing out physical DVDs to streaming. In the case 
of Yellow, they have a wealth of information about their customers from “the paper years”, creating 
a unique advantage for them to “get it right” and survive as a sustainable digital business.
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Buzz Topic of the month: “word of eye”

  Word of mouth and the power of persuasion

Photo: Amanda Dalbjörn

In marketing and communication terms, “word of mouth” is well understood to be the effect that 
personal recommendations can have on influencing a consumer’s attitude towards a brand or 
purchasing decision. Despite the power of advertising, we are still more likely to purchase certain 
items simply because a friend, relative or colleague happens to talk about it favourably. Social media 
further adds the possibility for us to be influenced through online forums and opinions.
 
The global design agency Landor is no stranger to crafting brands and communication strategies for 
its clients, and a recent article by Lulu Raghavan (Managing Director of Landor, Mumbai) caught my 
attention.

Lulu writes about a new force emerging that could potentially influence people’s feelings about brands 
to an even greater extent. The premise is that for brands looking to engage consumers in today’s 
multiscreen, media-rich environment, the focus should be on getting consumers to experience their 
brand through visual design instead of through descriptions. Lulu  calls this the “word of eye” effect.

A recent report by consumer insights & research specialist Kantar, showed the rising trend of visual 
language and a corresponding drop in verbal communication. It showed that consumers were up to 
45% more likely to interact with brands that post pictures on any type of media. 

Ironically, this shift in consumer behaviour stems from our “digital overload”. Scientists have shown 
that our increased exposure to a mass of data and an ever-growing influx of content means that our 
brains have no option but to “rewire” our underlying mechanisms for sifting, sorting and ultimately 
understanding information. We therefore gravitate towards a preference for visual interpretation.

Brand Review  © Agency-R.com



Buzz Topic of the month: “word of eye”

Quick! Pay attention! 

From a Marketing Communications perspective, the waning attention-span of consumers means that we 
need to get to the point quicker than ever before and place more emphasis on visual expressions. Just a 
few years ago, content such as photos, illustrations, infographics, and videos played a supporting role, 
while copywriting had a more central function. It could be witty and engaging but was often long-form 
and it took time and deeper engagement for messages to soak in. Today, visual cues in all of their forms 
are the new heroes of communication. The quality of a brand’s visuals could well determine its future 
success and level of interaction with potential customers.

Of course, some industries, notably FMCG, hospitality or tourism recognise the power of visuals. In a 
saturated market, it is often packaging design alone that will lead to an increase in sales. Similarly, 
the travel industry has long known the need to sell an entire experience by showcasing visually 
stunning properties and locations through powerful photography. 

Photo: APP/GETTY

Social sharing sites with an emphasis on visuals continue to thrive and multiply, even if it 

means people are more likely to photograph their food first, than actually eat it!

  © Agency-R.com Brand Review



So what can Brand Managers do to ensure they maximise the visual presence of 
their brands?  

“…Well, a good start is always to perform a self-audit or review of how and where your 
product or service is selling and compare that to your competitor’s offer. Even in niche 
markets, the general appearance of your product is likely to make the difference between 
a consumer taking a second look, or simply skipping it altogether. 

Aim for consistency. Your visuals, whether they appear in advertising or directly on 
brochures & packaging should (a) tell a story (your brand story), or (b) evoke a reaction 
that is consistent with your brand values. 

Optimise content and avoid copy-heavy explanations when marketing. They will simply 
not be read, unfortunately. Time and budget will be better spent striving for high quality 
visuals that are unique to your brand.  

Remember - in a tech savvy world, consumers are expecting this, as well as being on the 
look out for new experiences using emerging technologies like augmented reality or virtual 
reality. 

Finally, take a good long look at your social media strategy and ask yourself if your 
communications are using the best possible visuals. Are the chosen images and videos 
clearly communicating your brand’s core message?” 

Buzz Topic of the month: “word of eye”

   An eye for detail

The interesting thing about “word of eye” is that it is not confined to B2C Brands. Many 
B2B companies and Service offerings are learning to harness the power of visuals to bridge 
the gap between experts and the general public. For these brands, it is equally important 
to garner support for the brand among consumers or potential customers so that they will 
“feel” something about the brand and develop positive attitudes towards it. Much of this 
feel is drawn from the brand’s representation across websites, collateral materials and 
trade show booths among the many “touchpoints” it has at its disposal. Consistent, strong 
visual branding is therefore a critical differentiator.

Nigel Reyes (Agency-R)

A visual branding “checklist” - Agency-R’s take on the subject

“The opportunity is clear: By looking at a brand’s myriad 
touchpoints with a discerning eye, brand managers can up 
the ante on their brand’s visual representations. In doing 
so, they ensure their brand captures the full benefit of 
word of eye…”  

Lulu Raghavan 
Managing Director Landor, Mumbai
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“Returning to the topic of eco-branding, I believe that we all have a 
responsibility to play our part in this movement. It’s true that we 
won’t shake up our industry overnight, but if we make a start by 
introducing eco-friendly options from the outset, then the rest will 
follow.  

The first step is to educate clients and inform them that an alternative 
does, indeed, exist.  After that, the possibility of a shift will depend 
very much on whether the numbers add up in terms of reducing our 
ecological footprint while still meeting and sustaining our clients’ 
ambitions… 

Given the choice, I know that many would select an environmentally 
friendly alternative. As creatives and as agencies, we should make it 
an integral part of the design process…”

Nigel Reyes (Agency-R)

And one last thing …



&
The Brand Review is a not for profit initiative, 
published Quarterly and distributed worldwide. 

If you would like to submit articles for our 
consideration, please contact: 

contact@agency-r.com 

Contact 
www.agency-r.com 

contact@agency-r.com 
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