Time Warner Book Group

GLA launches Unreal |
‘DIY" Green campaign

wants an Unreal identity

By Sarah Balmond

TIME WARNER BOOK GROUP UK
is creating its first ‘design-led’ iden-
tity to sit alongside its seven
imprint titles, including Abacus,
Atom, Little Brown, Orbit and
Virago Press, as part of a long-term
strategy to grow the company.

The UK branch of the Time
Warner Book Group, housed under
media giant Time Warner's Time
Inc. unit, is working with Unreal on
the project.

The consultancy initially carried
out work to create a redesigned
identity for Time Warner Books,
the company’s in-house imprint
title, after being appointed follow-

Mayor keeps it Unreal for campaign

By Anne Konopelski

LONDON Mayor Ken Livingstone
kicks off his campaign for re-elec-
tion tomorrow, with branding by

ing a four-way pitch last year. It
was then asked to design the over-
all group’s corporate identity last
month and also to investigate ways
to ‘take the Time Warner Book
Group brand forward’, says Brian
Eagle, creative director at Unreal.

Roger Cazalet, marketing direc-
tor at Time Warner Book Group
UK, says, ‘We want to push growth
for Time Warner Books and
needed to sharpen our focus.” %

The identity for the two separate
brands, Time Warner Books and
Time Warner Book Group, are
expected to launch in April and ‘by
the end of the year’ respectively,
adds Cazalet.

The group brand will reference
a classical heritage and will be
more approachable, ‘playing down
its links to big multinational cor-
porate associations’, adds Eagle.

Unreal is also exploring ways to
redesign brand touch-points,
which involves experimenting with
interactive elements to encourage
the consumer to engage more with
the brand.

‘We are playing around with
ideas. Instead of using standard
business cards, for example, we
could create little books that tell a
story, or a bookmark could replace
a traditional compliment slip,’
explains Eagle,

By Trish Lorenz
AVIS is embarking on a European

The Greater London Authority
launched its latest sustaina-
bility campaign last week under
the title ‘DIY Planet Repairs’.
Designed by consultancy
Unreal to be simple, bold and
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accessible, the branding and
advertising is aimed at
providing straightforward
information to enable Lond-
oners to lead more environ-
mentally sustainable lives.
Keeping the message lively
and accessible was key, accor-
ding to Unreal creative director
Brian Eagle. ‘A lot of other
environmental campaigns have
quite a heavy message, so
people become immune and
tired of listening,’ he said.
Eagle says that the choice of
a bright green colour palette,
coupled with the simple globe
logo and DIY-style paint effect
reinforces the ‘personal’ tone
of the message — that sustain-
able living can be for everyone.
The campaign blitzed Lond-
oners last week via billboards,

bus-side advertisements and
leaflets, with practical tips
such as washing your clothes
at 30°C instead of 40°C,
unplugging appliances and
buying energy-efficient light
bulbs.

‘We want people to accept
there is a whole raft of ludi-
crously simple measures that
can make a big difference to
the planet we live on, and start
acting on them," says Eagle.
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‘Offices across Europe

Unreal valets Budget rental brand

also been introduced (piclured),
using the company's orange and
black calours.

wanted some-
thing that was-
n't too dull or
corporate, par-

visual identity con-
sequently features
‘fun’ line illustra-
tions of London

Unreal. licularly given HH people and events,
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London Authority, the Government  exciting sluff on s B Bray.

body comprising the Mayor's  adaily basis,' he ‘The feeling was

office and the London Assembly.  explains. that photography is too specific,

According to Livingstone's
communications adviser Harry
Barlow, Unreal's brief was to cre-
ate a 'lively' campaign identity. ‘We

Unreal's head of design Brian
Eagle, who is leading the project,
says the campaign brand is about
celebrating London's vibrancy. Its

whereas illustration can be more
general and inclusive,’ says Eagle.

He adds that the purple-and-red
‘rosette’ logo, a nod to Living-

stone's lraditional campaign
colour and the Labour Party, pro-
vides a holding place for the cam-
paign name, Ken 4 London. The
group has also devised a strapline,
‘Vote Ken June Ten'.
Applications include promo-
tional materials such as posters,
banners and badges, as well as
stationery, political broadcasting,
advertising and a website,
www.kendlondon.org.uk.
Livingstone's campaign launches
on Thursday evening at the Tricycle
Theatre in London’s Kilburn,

overhaul of its recenlly acquired
Budget Car and Van Rental brand,
with design wark by Unreal.

The far-reaching project is the
first time the brand has been com-
prehensively reviewed across
Europe and the group’s wark
encompassas photography, lone
of vaice and a branding device,

The work launches in the UK
next month. Over time it will be
applied Lo all consumer-facing
marketing and communications
malerial across the company's

Eurcpean, Middle East and African
territories.

Accarding to Unreal head of
design Brian Eagle, although the
work will not affect the Budget
visual identity, the initiative is
inlended Lo bring a measure of
consistency to the brand's appli-

have been daoing their own
thing. There's been no
proper template,’ explains
Eagle. ‘We're trying to bring
more simplicity to the brand
and @ maore considered approach,
We've moved away from the bud-
qet [connotations] visually, but
tone of vaice retzins the value-for-
maney messages.’

Headlines and copy will be
‘mare approachable’, adds Eagle.
A ductane phatographic style has

‘We couldn't control what pho-
tagraphy [offices] use, but this is
away of treating irmages that [con-
veys] they are all from the same
family,’ says Eagle,

The group was appointed in
conjunction with advertising
anency hustoes, which is manag-
ing strategic elements of the brief,
following & four-way creative pitch.

fAvis acquired rights to the Bud-
gel rental brand across Europe in
March 2003,





