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FEW info on us
FEW case histories | few topics



ABOUT US

1934
INDEPENDENT, INTERNATIONAL

DESIGN LED, STRATEGIC DRIVEN
/5 PEOPLE, 138 PROJECTS IN 2013,
12BLN IN 2013
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OUR WORLD

Main Mkts Main Industries

- Australia - Automotive

- Brazil - Air transportation

- China - Banking & Finance

- Germany - Beverage

- Japan - Energy

- Korea - Fashion

- Iran - Food

- New Zealand - Luxury Goods

- Russia - Personal Care

- Spain - Publishing

- South Africa - Spirits

- Switzerland - Technology

- Ucraine - Tobacco

- US.A - Wine Industry
Based in Milano, in an old chocolate factory, we are the only independent ~ ~ Venezuela

ltalian company in the industry, with international visibility.
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From Automotive
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to Airlines
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to Banking
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COMPANY PROFILE
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to icons
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from fine food
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1ABLISHED

JACOB’S CREEK +

q
USTRALIA

DON NAY

VINTAGE 2009

NAMED AFTER JACOR'S

C
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to FMCG
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WE DO BRANDS...
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WE DO PACKAGING
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WE DO PACKAGING
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WE DO STRUCTURAL
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WE DO RETAIL
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WE DO ADVERTISING

FERRARI
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WE DO ADVERTISING
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WE DO ADVERTISING

PREMIER

Winston -




BRANDING
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SOME EXAMPLES
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MARTINI
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IIIIIIIIIIIIIIIII REBRANDING AS AN INSTRUMENT TO INCREASE SALES - MARTINI

MARTINI

REDUCE THE PERCEPTION GAP BRAND | PRODUCT
CONTRAST DECLINING TRENDS

BY-PASS CATEGORY CODES
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REBRANDING AS AN INSTRUMENT TO INCREASE SALES - MARTINI

Y -
MARTINI

Il rilancio mondiale del Vermouth
MARTINI ha richiesto quasi tre anni
di lavoro, tre differenti test di mercato
in undici paesi, la costruzione di una
nuova linea diimbottigliamento ed un
investimento di circa 20 milioni di
dollan.

Gli obicttivi principali del progetto
erano:

» Colmareil “gap” ra immagine di
prodotto e immagine di
matca

* Ringiovanire il Targel

* Riaffermare la leadership

* Rafforzare la difendibilita

26
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REBRANDING AS AN INSTRUMENT TO INCREASE SALES - MARTINI
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Copiato da tuthi i eoncorrents, il
leader mondiale del vermouth
ha deciso di porre una evidente
distanza tra se e il resto del
mercale, riafférmando 1a sua
indiscussa superiorita.

[l processo di rinnovamento &
durato 3 anni e ha comportato
un investimenlto di 35 M.

ERUCATR
EATRATRY

[ =

AARTINS
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AR
MARTINI

MARTINI RARTINI

| primi passi
hanno mostrato la
complessita del
Pt'n;;tzi'in

I"elichetta
t'lL‘“I"Ii”"-'.-t L']H'["H.‘.-
tre eiri di test

li\'rlﬁr mondiale
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REBRANDING AS AN INSTRUMENT TO INCREASE SALES - MARTINI

Y -
MARTINI

Il progetto di evoluzione della =ola etichetta,
presa in esame ||u,?n|=|m-|1h a1 & rivelata

non sufficente per.il raggiungimento degli
obbiettivi che ci eravamo pn:~'l|. :

/.

Per meglio
ris pmuﬁ are
r‘I“; LHiE't nie
del 1‘-'[ 1e] H‘Ilr
abbiamo deciso
diafirontare lo
studio per la
revisione della
forma del vetro.

Il misultato e stato

pnrln.uﬂmml.nh.
riuscito, ‘:|1.'1ntu1dn
et il |::m'1|1r1~'r|m nlo
l'lt ]I Lll"'{ e 1|I". I
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A
MARTINI

MARTINI

Un progetio globale &1 |
r't:a'uham di una miriade di

piccoli sottoprogetti, che
definiscono di volta in volta
tutti i dettagli che
compongono 'immagine
definittiva di una marca.

MARTINI & R

La gualita & nascosta nei

dettagh ed i consumatori

ne £ono FIJ'L‘IE'Lmd amente

coinvolti, anche

2l - ! inconsapevolmente!
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the first evolution
reducing categories codes
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the second evolution
introducing younger codes
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... and, most of all:

build on iconic ball /bar logo N p
MARTINIE
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back to the icon
a new evolution
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MODELLING
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MODELLING
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'..-.,’, i;?/r-' A
Wl MODELLING

NALRTTIN
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Category codes are reassuring,
they favour a clear decoding leveraging known alphabets.
Unfortunately they speak product language and not brand language.
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ULl issune 8

MAY CONTAIN FRUIT STONES
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OUTPUT

HIGH VISIBILITY
BRAND CENTRIC ALPHABET
SLOW DOWN OF DECLINING TREND
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REBRANDING AS AN INSTRUMENT TO INCREASE SALES - CUKI

CUKI

43



IIIIIIIIIIIIIIIII REBRANDING AS AN INSTRUMENT TO INCREASE SALES - CUKI

STOP BANALIZATION
FAVOUR PORTFOLIO STRETCHING

STOP TALKING ABOUT PRODUCT!
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WHICH PROMISE? WHICH DISCOURSE?
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THE PLEASURE OF THE TABLE
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THE EASYNESS OF SIMPLICITY
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\U

WHICH PROMISE? WHICH DISCOURSE?

reassurance
of Know How

The
friendly
Chef pleasure

of the
table

easyness
of simplicity
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THE
FRIENDLY
CHEF
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NEW PROMISE. NEW DISCOURSE.
NEW SEG. PARADIGMA

FROM > a product typology segmentation
TO > a usage destination segmentation

Cuki v Freezer
==
Conserva S Frigo

CUKI » Utensili
v Prepara —_

» Formine etc.

- CuKI » Carta forno
culki > Cuoce <

A Vaschette, teglie etc.

Cuki
* Dispensa / stocca

Cuki » “Servi Facile”
Serve <~ Stoviglie, tovaglie etc.
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NEW PROMISE. NEW DISCOURSE.
NEW SEG. PARADIGMA

conservazione
preparazione
presentazione

contenitori / asporto ..

\

0= Y
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NEW PROMISE. NEW DISCOURSE.
NEW ILLUSTRATIVE STYLE
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NEW PROMISE. NEW DISCOURSE.
NEW PHOTOGRAPHIC STYLE
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NEW PROMISE. NEW DISCOURSE.
NEW WORDING

Cuki is close to you,

: : .~ JUCi ng|
talks to you, gives you advise, PUIts Senzy ramenottd 3 Vergyrg o
€cc Siv
sorts out problems, helps you, e dilo con g eSSivamente
alla yar Ito | .
reassures you... 2 Verdura, ——2CCCtto & cirey 5,
n Uti/izZ r
Onge| re | | on ——
ELOT’Ia U Ibi SCOI-':C:it? ;‘;cch
tti
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NEW PROMISE. NEW DISCOURSE.
NEW TYPOGRAPHY | FOR RATIONAL INFO

VERDEFRESCO VAS C H ETT E
ALLUMINIO
doppia forza

LAMPOCLICK
SACCHETTI MULTIUSO - @

PIU CONSISTENZA E TENUTA
spessore maggiorato
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NEW PROMISE. NEW DISCOURSE.
NEW TYPOGRAPHY | FOR RATIONAL INFO

[a Lva cutiva o masi sicere
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NEW PROMISE. NEW DISCOURSE.

NEW LOGO
Cuki

T0 > Expressive
10 > Homy
10 > Cosy

FROM > Mechanic
FROM > Industrial
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NEW PROMISE. NEW DISCOURSE.
NEW WEBSITE

Up-to-date
Daylight
Accessible
Fasy to surf

(

& Finder File [dit View Go Wedow MHelp

qugtchen Lot vt gl wllent Gualk

Dt ¢ @ Monl050AM Q
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REBRANDING AS AN INSTRUMENT TO INCREASE SALES - CUKI

NEW PROMISE. NEW DISCOURSE.
NEW WEBSITE

s

— —

| & Finder Fie [dit View Go Wedow MHelp

Cddtchcn Ji o ditiinms giilins Ot

garn completa per ogni esqe et gar lk! a qualith e as« rezza
del & L odotti, per farti apprezzare ognl ;x i placere defla tua cudin
’

Dt = 4 W MonlDs0A Q |

.HI"}




ROBILANTASSOCIATI REBRANDING AS AN INSTRUMENT TO INCREASE SALES - CUKI

NEW PROMISE. NEW DISCOURSE.
TRADE FOLDER | OFFERING KITCHEN SOLUTIONS

a Cuki o rr

Cuki
(\/, Seseda|a gamma pi completa ’
A ; ) Lon :
- Mire se re s iu 'L P <(un un mn;'cA et g o .
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NEW PROMISE. NEW DISCOURSE.
NEW USER INTERFACE

2 segment 1 new l0go

GELOPIU 3 pdt description

6 benefiterw

4 key image

FORMATO MEDIO
contiene circa 4 mele

23x32cm

5 techno info
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NEW PROMISE. NEW DISCOURSE.
NEW USER INTERFACE

. ——

< prodotto
GELOPIU

T r— )R pj
" ! : pop CONSI D'V

éy‘ capitoli termatici:

awertenze

consigli

[

s

(UtiLizzo)

=]
destinazione d'uso
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NEW PROMISE. NEW DISCOURSE.
NEW PACKAGING

PRIV I— - - s Ll S

cuki ; ¢ ¥

o |

5‘33555?52%”' % & cukl
VERDEFRES CO

f f Lh I
s AN |
SACCHETTI FRIGO - o - !
per verdure SN |
= - - J

L il i, 4 L — The
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NEW PROMISE. NEW DISCOURSE.
NEW PACKAGING
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NEW PROMISE. NEW DISCOURSE.
NEW AD
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OUTPUT

SHELF STAND OUT
INNOVATIVE BRAND PERCEPTION
PREMIUM PRICING

NEW SELL-IN PLATFORM AND ACTIVATION



ANGELO FERRARA

PARTNER CREATIVE DIRECTOR
ROBILANT ASSOCIATI MILANO
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Pl|CKWICK
FERRARI
SCALO MILANO

72



IIIIIIIIIIIIIIIII REBRANDING AS AN INSTRUMENT TO INCREASE SALES - PICKWICK FOR MONDADORI

PICKWICK

RE-INVENT THE BOOK OFFER
FOR A NEW SELLING PROPOSITION

GLUE 2 WELL KNOW BRANDS INTO A NEW ONE
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OUTPUT

POSITIONING
NAMING
VISUAL STYLE
WEB-SITE
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THE BRIEF

A new publisher paperback brand
made by two publishers

A\

MONDADORI

¥ ., =Y NEW

I EMM E Sperling & Kupfer B R A N D
. . important writers
|mportant writers teens famous titles
famous titles well-being titles f[gg“ng“ov'es
titles from movies female well-being
Comedy female

comedy
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different target, different subjects

the lady, the hunter, the priest, the husband...

When My
ttuSband Dot$

the Dishes ...
MEMDIRS .

EAORGIST

UAVID UEVERRUX

WHAT DO THEY HAVE IN COMMON?
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LOOK IN
LOOK OUT

78
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ALY \

FROM | ™ 10
ART FOR FEw N 1 ARTFOR ALL

DIFFERENT an\ns OF VIEWS
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FROM 10
TECKY EXPERT BOX OF EMOTIONS

(8GB, 68gb) 40.000 SONGS, 1000 VIDEOS ALWAYS
WITH YOU

WHAT WE LEARN

NOT ONE, BUT ONE + ONE + ONE.
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WHAT WE LEARN

BRANDS ARE PLATFORMS

BEING A PLATFORM BRAND,
HELPS THE BRAND:

10 COLLECT
10 INVITE
10 SHARE
10 INVENT
10 MIX
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BOOK AS PLATFORM

A book should be a fun-ctional object,
always link with our life-style
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BOOK AS PLATFORM

chic-devil cool-devil real-devil

the
devil
wears
|)|‘a(|a

MEMOIRS o

ENORGIST

UAVID UEVEREUN

DIFFERENT, YET CONNECTED
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THE IDEA

book everyday
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Things to do
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PICKWICK
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A WIDE OPEN EYE A GOLDEN FISH
into today’s world a friendly everyday mascot

PICKWICK

PICKWICK (emotional) PICKWICK (rational)
it sounds ‘pick a book a week’ a novel by Charles Dickens
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UN FRIENDLY SYMBOL
WITH A PRESTIGIOUS MEANING

It's my Pickwick

MARY JoNESBG

o2
o
mooare
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PICKWICK IS ALWAYS VISIBLE.
NOT ONLY IN BOOKSHOP

WICK

oD
il tuo \ibro quotldlan

%

MAGICO INVERNO AUGURI PAPA

Repgla :
D m
—— W OV up

o — c e '-'_’_’\(: S . .
e _BS o, maniy, ' | Pick and kiss!
Rt L0 Qi .
». ficontagligly .13, happy san valentine book

e Mg iy
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Quick! Run!

E SOTTO L'ALBERO!

SVEGLIA! -25%
SUPER SCONTI = ey \ /B
i o3 . of
100 fovd sane PR s S
Wake up! It's under the tree!

PICKWICK USES AN FRIENDLY LANGUAGE
CORRI!

solo fino al 15 marzo su tutto il catalogo Pickwick

D D D €
_— ' S N
>

PICKWICK

100 4o ctigan 160 Mo uonesan 105 oo votigane Il tuo libro quotidiano

Gesy I8 HEsyE GEsgT

One after the other!



ROBILANT REBRANDING AS AN INSTRUMENT TO INCREASE SALES - PICKWICK FOR MONDADORI
w .y w —y; \ "\ = B / \ a8 B / \ .y w»w .y \_"\ =

(D G e G (e @ X D G e D oD WD o
'H: o"H: "H.' "H’. "H’. o"H. 'H’. "H:
_JHL JH,' "V%.' :H: “H: :H: :>—°<= :H:
%> %< < < % < << T
—4*“. 'HH. & 'HH. " 'HH' I o3 'HH. 'HH. (g
*HHHHH»%HHHHHHHAHlk
(G @D @ e @ @ oD G (e D o
4 004 & % < % < % % <%
I l < lHl IH' lH' lHl o l’
S 0 < <> o>
WD G e @ oD @ D
D G e G D @ e (e
< < % % << <
S0 40 40 4 >
O P P O g B e @ e @ o4
Q% O O O ¢ o0 o<




ROBILANTASSOCIATI REBRANDING AS AN INSTRUMENT TO INCREASE SALES - PICKWICK FOR MONDADORI

PICKWICK:

IT’S FOR ME

IT’S FOR YOU

IT’S FOR EVERYONE

IT’S READY
FOR THE DIGITAL
PLATFORM TOO

aerne T 241 AM

tdassages Calnrciar Praotes

m . —i ')),

Weather Maps

l“:-

DCKS Game Cantar

Newsstand  (Tunes Bioew - App Stote - Pickwick

O
©
O
O
©
> .
o)
)
©
' O
PICKWICK

e ————
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PICKWICK
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(LORENZO GARAVALDI, GLOBAL BRAND MANAGER
MONDADORI GROUP)
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FERRARI SPUMANTE
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T0 BECOME WORLDWIDE ITALIAN LEADER
IN THE ‘BUBBLE" MARKET

BE NEW, YET CLOSE TO THE HISTORICAL BRAND
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OUTPUT

POSITIONING
VISUAL STYLE
LABEL
PACKAGING
SHOWROOM
RETAIL SHOP
BRAND VIDEO
ADVERTISING



ROBILANTASSOCIATI

SEARCHING

DISCOVERING

PROVOKING

ENHANCING

CREATING A UNIQUE STYLE

MORE THAN ‘BUBBLE’



ROBILANTASSOCIATI REBRANDING AS AN INSTRUMENT TO INCREASE SALES - FERRARI SPUMANTE

LOGO LOGOTYPE

|

FERRA

N Metowido CLirair MAXIMUM BRUT
== At Ctlrsecr

TRENTO Ve

/4

Q"\'.EI.’,'{.\
- »,a‘ A

e
 RRARI

TRENTO
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THE KEY ELEMENTS THE HOUSE STYLE

ALWAYS THE SAME. ALWAYS DIFFERENT.
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THE KEY ELEMENTS THE HOUSE STYLE

THE LOGO AS A KEY PART OF THE HOUSE STYLE

PR s e iy e
D W T
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THE KEY ELEMENTS THE HOUSE STYLE

BY THE GLASS SIFTING INDULGE YELLOWEEN MER CHILL OuT

ILLUSTRATION HELPS TO DREAM AND CREATE A STYLE
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KEY ELEMENTS THE FERRARI SPUMANTE ELEMENTS
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THE KEY ELEMENTS THE ACTUAL EMBLEM

Classic
Elegant
Authoritative
Well-balanced
Rigorous
Historic




ROBILANTASSOCIATI REBRANDING AS AN INSTRUMENT TO INCREASE SALES - FERRARI SPUMANTE

THE KEY ELEMENTS THE ACTUAL EMBLEM

Classic
Elegant
Authoritative
Well-balanced
Rigorous
Historic

Impersonal
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THE KEY ELEMENTS THE EMBLEM
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“THE COURTLY CHEVALIER"
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THE KEY ELEMENTS LOCK UP

FERRARI

METODO CLASSICO DAL 1902
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THE KEY ELEMENTS THE FERRARI F

FROM
VISUAL-CODE
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THE KEY ELEMENTS THE FERRARI F
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THE KEY ELEMENTS THE FERRARI F
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THE KEY ELEMENTS THE FERRARI F - THE BOX
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THE KEY ELEMENTS THE FERRARI F - THE BOX
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THE KEY ELEMENTS THE FERRARI F - THE BOX
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ROBILANTASSOCIATI
THE FERRARI F
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THE KEY ELEMENTS
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THE KEY ELEMENTS THE FERRARI F
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THE KEY ELEMENTS THE COURTLY CHEVALIER - LOCK UP

FERRARI
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THE KEY ELEMENTS ALL THE ELEMENTS - THE GAZEBO

FERRARI
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THE KEY ELEMENTS ALL THE ELEMENTS - THE RECHARGEABLE TABLE LAMP

FERRARI

METODO CLANSICO DAL Ieoz
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THE KEY ELEMENTS ALL THE ELEMENTS - THE DIRECTOR'S CHAIR WITH EMBROIDERED CUSHION
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THE KEY ELEMENTS ALL THE ELEMENTS - THE CUSHIONS

FERRARI

METODO CLASSICO DAL 1902
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THE KEY ELEMENTS ALL THE ELEMENTS - THE DRINK TROLLEY - BLACK VERSION
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THE KEY ELEMENTS MATERIALS

WHITE LACQUERED STEEL

HEMP BLACK - WHITE
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MIRROR EMBROIDERY ON CANVAS o WHITE WOOD












- =
W Aad
¥
= '~r

!

F E——

i o om= A BN

-
By | s

=

71
11

[ ¥
|
u
o

fleiSet vt le e ‘rd

» S L T
N g ..n-;.‘oﬂ?.ll&‘n“-'

B

D




EE
‘==-.l===l“ GnamRan




FERRARI
SPAZIOBGLLICINE




AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA

OUTPUT

‘EASY TO MANAGE
EASY TO RECOGNISE
EASY TO IMPLEMENT
GREAT TO OWN IT’



AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA

RE-INVENT A NEW CONCEPT OF OUTLET

AN OUTLET TOO CLOSE TO THE CITY CENTER
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OUTPUT

POSITIONING

NAMING

VISUAL STYLE
ARCHITECTURE DIRECTION
PRE-ACTIVITIES LAUNCH
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THE PROCESS

CONVEY

in one single place, 3 different offers:

fashion brands, design and food hall.

UNDERSTAND
better the synergy between
the mall and the hosting city.

IMAGINE
a unique structural characteristic
of layout and look of the shops.

DEFINE
to glue the brand position
to the offer of the mall.
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REBRANDING AS AN INSTRUMENT TO INCREASE SALES - SCALO MILANO OUTLET

City of Science City of Industries
and Technology

the MICAM

City of
international events

City of fashion shopping

Milan as factory Milan as fashion empire

Salone
Internazionale

City of connection
and network
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FROM 10

NOT A DEAD SHOPPING MALL A LIVELY FACTORIES

NOT AN OUTLET FASHION FOR LESS, FOOD FOR LOVE
NOT FASHION BRAND ONLY FASHION, DESIGN AND FOOD
NOT ‘ONCE IN A WHILE’ EVERY WEEK

NOT A PLACE TO BUY AND GO A PLACE TO LIVE
NOT SHOPPING ONLY A SCHOOL, A BREAD GROCERY, A PARK...



A UNIQUE PLACE

NOT A FAKE SHOPPING VILLAGE.
IT'S A NEW PLACE TO BE.



THE IDEA

THE FASHION,
DESIGN & FOOD
FACTORY DISTRICT
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Sealo

MILANDO

OUTLETS&XMORE
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Sealo

MILANO

SCALO MEANS ‘RAIL YARD', WHERE THE LATEST OBJECTS ARRIVE BEFORE
GETTING DISTRIBUTED.

IT'S A METAPHOR TO DESCRIBE A PLACE WHERE THINGS (FASHION,
DESIGN, FOOD) ARE PRODUCED AND ARE FRESH BRAND NEW.

SCALO MILANO IS A NEW BUSINESS PLATFORM TO DESCRIBE A NEW
SHOPPING EXPERIENCE: THE PLACE WHERE FASHION, DESIGN AND FOOD
ARE MADE AND ARE ALL TOGETHER




THE LOOK,
THE DESIGN
GTHE FOOD.

FASHION
& DESIGN FOR LESS.
FINE FOOD FOR LOVE.
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A TASTY EXPERIENCE

SCALO MILANO,
UNA NUOVA IDEA
DISHOPPING

UNA VERA
ESPERIENZA
DI GUSTO
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SEE WHAT'S GOING ON

' Sealo

MILANO
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Searly

MILANO

OUTLETS&MORE
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SCALO MILANO
S0 COOL
S0 CLOSE
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OUTPUT

‘RA holistic approach helped on the first issue, changing
the b2b perception (isn't a shopping center, nor a retail
park..) into a new retail concept.

This help us, from the very first presentation to the
international market, since it generated a natural and
positive word of mouth, capturing the attention from
luxury brands, which are usually quite difficult to reach’.
(Filippo Maffioli, Managing Director Promanagement)
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\ j Brand Advisory & Strategic Design LEVERAGING BRAND TALENT®




