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MORRISONS This British supermarket chain
recently unveiled its new brand identity. Morrisons
announced that it will begin rebranding in July,
beginning with its advertising. fresh food 
packaging and some in-store signage. Morrisons
claims to be the UK’s fourth largest supermarket
chain, serving 9 million customers each week,
with more than 130,000 employees in its stores,
distribution centres and other facilities.

Comment A clear evolution of the old brand 
identity, this new brand identity is supposed to
support their brand proposition of “fresh for you 
freshness, service and value. The issue with brand
evolutions is typically how far can you move the
brand identity, and at what point have you gone
too far? This brand evolution is definitely better
than the one it is replacing. The similar elements
are all there: the capital “M” in a slab serif type
style, inside a yellow oval; the logotype also in a
slab serif typeface centred below the yellow oval.
The green colour is a clear improvement over the
black. One has the sense though. that this evolu-
tion could have gone much further. Evaluating it
on its own merits, there is not much here that
suggests freshness or service. It is probably closer
to value, but that is a precarious proposition to
base a brand identity on.

morrisons.co.uk
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NOKIA SIEMENS NETWORKS Earlier this
year saw the launch of a joint venture by Nokia
and Siemens timed to coincide with the 3GSM
World Congress 2007 in Barcelona. Boasting to be
one of the three largest telecommunications sup-
pliers in the world, Nokia Siemens claims to have
customers in over 160 countries. It started opera-
tions on April 1.

Comment There is much to commend about this
new brand identity. The symbol offers a dynamic
base for this brand identity, capturing the sense 
of motion and evolution in this ever-changing
industry. Even though it is reminiscent of the
Unilever symbol (see IdAlert_0406), the pattern 
of icons of people, animals, bottles (?) and other
objects is a very creative device used to portray
a number of different concepts, from the world to
the euro symbol. 

Less successful is the name. While it is under-
standable that both the technology powerhouses
would want their names in this new venture, this
is not a merger of two companies into one, but a
third company that has been formed. This new
company has thus been tethered to its parents by
its name and will find it hard to truly establish a
separate brand. 

nokiasiemensnetworks.com

nokia.com

siemens.com
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