


At Walmart for example, their logo change was introduced when they 
started to feel the heat from bad press about questionable environ-
mental and HR policies. The change has lightened their image but it’s 
up to them to mirror it in their behavior.

In a prescient move BP became “Beyond Petroleum” to push the 
“green button” while looking ahead to our post-petrol world. But if 
their clean-up of the current spill off the Louisiana coast is not quick 
and complete, their green image turns to black.

Blackwater, embroiled in multiple violations in Iraq, including mur-
der, changed to “Xe” (pronounced “Zee”), the most covert of logos 
for their continually covert business. However, maybe they’re plan-
ning to launch a new fragrance line.

Great branding is not the design of the symbol or typeface. It’s keep-
ing the promise the brand identity projects. Proof ? Even a logo by a 
legendary designer (Paul Rand) can’t protect a toxic brand (Enron).
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Toyota’s problems are clearly beyond logo design. But what should 
they do with their brand if they weather their current tempest? I’m 
not certain and they haven’t asked. However, having refreshed many 
brands over the years, I have a few suggestions on what they should 
avoid.

What do you think Toyota should do?


