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The first suit my dad bought after his WWII Air Corp stint
was a Hart Shaffner & Marx suit. He wore it for years and
[ then wore it for a few more years. It spoke to a degree of
style, quality and presence still earmarked by a brand
knowing what it is and “wear” it wants to be... and in
20/20’s case it wants to be right in front of a smart guy’s eyes.
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Let's put the whole cyewear thing aside
fror & manute and st el about brands
and branding. [ promise not o stray
pown Far omptside the box, S0 what do we
e wheen we say " Braind Avew”™ on
our cower with those impressive ties and two pairs of perdectly
“suitable” and yet classically stunning frames

Mo, it's net aboant brunds reimventing themsebves o adap
1o changing dmes. THAT is actually the kiss of death when
of comes to suceessdul branding. A brand gets one consistent
shaoa_ e is loen, it grows, it evolves and it stays trse to its
coumse, It weathers wagh times by recalling its growing
hertme, Tt Bourisdies bosed on the very real neods and
knowledpe of consumens. Hish? Here are two examples

Pomtiac was the GM muscle brand, [t built its rep on pos
erful umpike crutsers such as the Bonneville, the seorching
GTO and the screaming cagle-hooded Firebird, And then
it dleehded o plow the arena of family excursions with a
series of soccer mom vans and Axec motor hovels, basically
reinventing sclf right ot of existence

Or trv Electrobux, Nobody made a benter dint sucker.
Premier inchistrial designers of the 20th century created o
varuum worth drapging to the ends of the carth, And then
the brund decided vo spend bég bucks creating the lerpest
dooe-1o-door sales team in the world.. az the cost of produa
Bt T e e lives agin after near death
f its inirial root as a super
of the din heap. That TECH
n
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Brand Anew

Brands and their branded products. That's what the biz is all about
these days, telegraphing an impactful retail message. Venerated
names from the lifestyle arena and powerful fashion houses generate
enormous enthusiasm for all those must-have wardrobe and wardrobe
accessories. And that most influential accessory of all is indeed
EYEWEAR. Look to its enduring power in brand names with intriguing

papuraat (i s oo

styles, refreshed with sophisticated twists and contemporary touches,

as the perfect Rx for a successful “brand anewed” business.
— James J. Spina and Gloria Nicola; 20/20 Magazine
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