


THE PALEY CENTER FOR MEDIA The
Museum of Television & Radio has been renamed
The Paley Center for Media, for William S. Paley,
the founder of this 31-year-old institution and the
legendary former chairman of CBS. With locations
in New York and Los Angeles, the Paley Center has
expanded its scope beyond radio and television to
include other emerging platforms. The Paley
Center, drawing on its collections, examines the
relationship between media and society. Its
collections, programs and events will also be
accessible through the internet in partnership with
internet portals and broadband companies.

Comment In addition to naming the Center for 
an industry pioneer, broadening the name to
encompass other media makes sense. (Who 
would name a museum today, the Egg Tempera
Painting Museum?) The new brand mark is quite
interesting, with the name repeated in two lines of
circular type, with alternate emphasis on each
line. Other than forcing the eye to read both lines
as opposed to reading around, it’s not clear why
the name is repeated twice but it’s visually arrest-
ing nonetheless. Part of the new brand identity
system is a series of gradient colour bars. These
add a contemporary and lively look to the new
brand identity, as well as being relevant to the
media it is collecting (other than radio of course).
This new brand identity demonstrates what can 
be done with very simple, restrained elements to 
create a modern, sophisticated look.

paleycenter.org
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ERSOL This ten-year-old German company has
launched its new brand as part of its anniversary
celebrations. With operations in Germany,
California and a joint venture in China, this com-
pany produces components such as silicon solar
cells, for the production of solar energy. ersol
Group (the company name is used in lowercase)
has about 500 employees. 

Comment This is an exciting new brand identity.
The vertical symbol is said to represent “the 
elementary components of photovoltaics with its
special colours and form.” Even if one does not
know what that means, or what that actually looks
like, it does not diminish the appeal of the new
brand identity. The logotype is friendly and casual,
even if the progression of letterforms from light to
heavier weight letters could have been better
done: the difference from the lightest to boldest
letters is not pronounced enough. The mistake this
company has made is in deciding that its name
will always appear in lowercase. Even if this is the
way it appears as a logotype, to have ersol appear
in lowercase in copy is to change ersol from a
proper name to a noun. Other brands spend vast
of amounts of money to ensure that that does not
happen to their brands. ersol (should that be
“Ersol” at the beginning of a sentence?) has
effectively commoditized its name.

ersol.de
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GO Maltacom Group, a telecommunications
company in Malta, announced last month that it
has been rebranded as GO. The new name
replaces Maltacom, Maltanet, Multiplus and go
mobile and new descriptors have been added: GO
Plus, GO Business and GO Mobile. Go claims it is
Malta’s sole telecommunications company offering
fixed voice, mobile, broadband Internet and digital
television. Until the name change is approved by
shareholders, the corporate name of the company
remains Maltacom p.l.c. 

Comment At first glance, the new name and
brand identity are not bad: Go is a direct, active
name. The wordmark may be nothing innovative,
yet the gradient gives it a fresh look. On the other
hand, they seem to have deliberately gone as
close to Orange (the huge telecommunications
brand now owned by France Telecom) without
infringing on that brand’s trademark. How else
does one explain not only the colour of the brand,
but the image appearing on their web site, of the
wordmark taking on the image of an orange? Are
they trying to prevent or make it more difficult for
Orange to gain a foothold in their market?
Whatever the reasons, if this is in fact a deliberate
move, this strategy will probably backfire. A strong
brand cannot be built by mimicking a strong rival.
If the similarities are not intentional, then this
demonstrates an appallingly poor knowledge of
their competitive landscape. Indeed, the image on
their site could be read as “Go Orange.” How’s
that for launching a new brand?

go.com.mt
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Note: The brand identities and trademarks in this
document are the property of their respective owners. 
They are used here solely for information purposes.

Please contact us if you have any comments
about the corporate brand identities featured
in this issue, or if you wish to alert us to new
identities that have been just launched or 
are about to be launched. We also welcome
receiving the names and e-mail addresses
of anyone you think would be interested in
receiving this newsletter.

And if you have a branding challenge, we
would of course be pleased to meet you and
discuss how your brand can be effectively
leveraged to its maximum potential. 

ABOUT METHOD BRANDING
A design firm with extensive experience, we 
work with a wide variety of clients including 
corporations, government agencies, not-for-profit
organizations, start-up companies and others. 

We work collaboratively with other communication
agencies and firms, and collaboratively with our
clients, to create compelling solutions. The brands
and branded communications (brochures, 
annual reports, etc.) we create endure and build
value. Bringing together the science and art of
branding, our solutions are engineered to elicit
the desired responses from stakeholders, building
maximum brand value for our clients. 

Thank you to Jim Hynes for his proofreading 
and wise counsel. 

jameshynes@rogers.com
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