
you what brand of jeans to wear. If
we tell you within a section on jeans
that blue straight-leg jeans are uni-
versally appealing, it’s a natural
opportunity online to have a pull-
down menu where we can have
advertisers give us their runway or
look book or advertising shots and
have those lead you to Seven For
All Mankind or Levi’s.”

“In this day and age when

everyone’s looking for integrated
programs, we realized that we had
250 pages of perfect content that is
totally web-centric,” Mr. Mitchell
added. “It’s not about taking the
book and putting it online but about
taking the book’s content and
repurposing it online, making it
cross-referenced and tying in adver-
tisers.”

The move echoes other maga-
zines’ expansions into new plat-
forms, titles and business models.
New York magazine, for example,
just published a $24.95 compilation

of installments from the title’s
“Look Book” feature and plans to
introduce a spinoff magazine,
“New York Look,” next month.
Earlier this year, Vogue, a Details
sibling at Condé Nast, introduced
ShopVogue.TV, a video site
intended to serve as a destination
for fashion entertainment and
shopping.

Magazines benefit from taking
down walls between platforms,
allowing consumer sampling and
offering different ways to approach
to their content, said Beth Fidoten,

senior VP-director of print services
at Initiative. “You always want to
encourage people to try something
new, especially when it’s cross-plat-
form,” she said.

Linking the book’s content with
advertisers via drop-down menus
also fulfills one of the most com-
pelling strategies of the new-media
world: making ads more like tools
than impositions for consumers.

“Importantly, they are giving
their advertisers another meaning-
ful way to connect to the guys that
love fashion and love Details,” said

Jack Hanrahan, a longtime agency
executive who is opening a consul-
tancy called Hanrahan Media
Services. “More and more, we see
the vitality of strong magazine
brands as they create multiplatform
extensions to serve both audiences
and advertisers.” 

The program, not incidentally,
also reinforces the print magazine.
Advertisers can’t just pay their way
into the online menus; placement
will be available only to marketers
that buy ad pages in Details maga-
zine.
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transfer any of the positive equity
from Cingular to AT&T, despite a
massive marketing campaign.
That’s a failure of epic proportions.”

Ms. Clark completely disagrees.
Since pouring some $1.7 billion into
a rebranding campaign, she said,
AT&T has reversed the situation,
climbing to a point near Cingular’s
peak. She also cited company stud-
ies that show the marketing invest-
ment has paid off. AT&T’s unaided
brand awareness has tripled, she
said, and it’s become the “most-pre-
ferred communications brand” in
just six months.

But not everyone’s buying that.
Brand experts studying the telecom
category maintain that AT&T has
failed to lift the value of one of the
world’s most well-known brands.

Mr. Barnhart’s firm tracks 12,000
companies and studies consumers’
awareness of brands and how much
they like them. The studies are com-
bined into a metric called “Brand
Power” and are used to ascertain how
much of a given company’s stock
share price can be attributed to brand.
By Core Brand’s measures, AT&T
has shown slight increases
in familiarity and favora-
bility, but they were with-
in the study’s margin of
error, meaning the results
were basically flat.

“They spent a lot of
money to tell folks about
the new AT&T, but they
didn’t tell people what it
means,” said Timothy Robinson,
managing director for Core Brand
Strategy, and a colleague of Mr.
Barnhart’s. “They have a big propo-
sition: ‘Your world. Delivered.’ But
what does it mean for me?” 

NEW FORCES IN MARKET
Robert Passikoff, president of brand
consultant Brand Keys, said that
AT&T may have been influenced
by new forces in the marketplace to
eliminate the Cingular brand.
While wireless has been the major
driver for telecom companies, it is
evolving into just another compo-
nent of a bundle (broadband, enter-
tainment, and local and long-dis-
tance telephone service) those com-
panies are looking to push to con-
sumers. AT&T’s competition is no
longer just other telecoms; it’s also
cable companies and new technolo-
gies such as WiMAX that could

have profound implications for the
category.

“From a brand perspective, there
was probably a logic to what they
did,” Mr. Passikoff said.  But, he
said, “in the switchover from
Cingular to AT&T, the rationale
was never fully communicated to

consumers.” Many tele-
com brands have “lost a
good deal of meaning to
the consumer,” he said,
becoming what he calls
category placeholders, the
equivalent of a generic
“Acme Telecom.” Those
are companies where
“everyone knows them,

but no one knows them for any-
thing in particular.”

So why did AT&T elect to go
with that name instead of Cingular?
The decision, Ms. Clark said after
being asked about it at the ANA con-
ference, was based on two factors.
First, while wireless is important to
the new AT&T, the company is not
just about the cellphone screen but
about the TV and PC screens as well.
Second, AT&T’s business is global,
and AT&T is the better-known
brand around the world.

By most accounts, AT&T is
doing well. The stock in September
hit a five-year high with third-
quarter earnings due out this week.
AT&T and Verizon have been
feasting on defecting Sprint cus-
tomers. AT&T’s churn rate is
improved to 1.2%, third-best in the
category behind Verizon at 0.85%
and Alltel at 1.16%. 

At the time of AT&T’s acquisi-
tion of AT&T Wireless in 2004, a
merger that made it larger than
Verizon, analysts thought the tele-
com’s dominance would be short-
lived. Instead, AT&T has continued
to rank first, with 63.7 million cus-
tomers. Verizon ranks a close sec-
ond with 62.1 million.

Through an exclusive multiyear
deal with Apple, the iPhone has
given the AT&T brand a young, hip
image as well as a sales lift expected
to garner dividends this holiday,
when touch-screen phones are
expected to be a hot item. The
hottest one of all, the iPhone, will
sell for $200 less than its introduc-
tory price.

AT&T is theoretically able to cut
marketing expenditures. At the
time of the BellSouth merger, the
company promised Wall Street that
20% of its savings would come
from marketing dollars.

Following the nine SBC mergers
worth $280 billion that created a
reformulated Ma Bell—and one
year after the acquisition of Bell
South and full ownership of
Cingular Wireless—AT&T has
entered into a new era, internally
dubbed “AT&T 2.0.” While the
first corporate makeover focused on
the company and individual prod-
ucts, AT&T 2.0 will center on the
customer and integrated product
offerings, Ms. Clark her audience at
the ANA conference.

ORANGE CRUSH
No makeover would be complete
without a fresh color. AT&T added
Cingular orange to its AT&T palate
but not the playful Cingular “jack”
that gave the brand a sense of “fun
and exuberance,” Ms. Clark said.

The new AT&T will have a more
lively voice. A buy-one-get-one-
free ad headline might read “How
about seeing double?”

AT&T also has switched its ad
agencies, bringing control of the
brand to Omnicom Group’s BBDO,
with former lead agency and sibling
GSD&M Idea City playing a bit part.
It’s also in the final stages of a review
for its $3.4 billion media account. The
three remaining contenders are
Omnicom’s OMD, which includes
incumbent GSD&M; WPP Group’s
Mediaedge:cia; and Publicis Groupe’s
Digitas.

Ms. Clark added that it’s far from
over for AT&T. “There may be a
3.0” version in AT&T’s future, she
said, but not necessarily through a
merger.

AT&T
From Page  1

A history of AT&T:
1876 Alexander Graham Bell invents the telephone.

1877 Bell Telephone Co. is formed.

1885 American Telephone & Telegraph Co. is formed.

1908 AT&T hires N.W. Ayer & Son as its principal ad agency. 

1926 AT&T partners with Westinghouse, General Electric and United
Fruit to form the NBC network.

1940 AT&T sponsors “The Telephone Hour.” It’s renamed the “Bell
Telephone Hour” after 1942 until its end in 1958.

1979 Ayer develops the “Reach out and touch someone” campaign.

1982 AT&T and the Justice Department agree on tentative terms for a
settlement of an antitrust suit that would have AT&T divest its local
telephone operations.

1983 In conjunction with the soon-to-be-divested Ameritech, AT&T
opens the first commercial cellphone system in the U.S. in Chicago.

1984 The  Bell System ceases to exist.

1989 AT&T, under pressure from long-distance carriers, uses the “Put it
in writing campaign” to challenge the ad claims of other carriers. 

1993 AT&T acquires McCaw Cellular Communications and renames it
AT&T Wireless. With an aggressive one-rate plan that includes a
Nokia phone, AT&T Wireless launches an educational  ad
campaign.

1994 Ad spending breaks the $1 billion mark.

1995 BBDO picks up Olympics assignment.

1996 McCann Erickson is named national agency for AT&T Wireless.

2003 Struggling AT&T Wireless drops Ogilvy & Mather’s mLife branding
campaign for Goodby, Silverstein & Partners’ “Reach out and
touch someone” work.

2004 Cingular acquires AT&T Wireless for $41 billion. The nation’s new
No. 1 carrier spends more than $300 million to rebrand AT&T
Wireless with the Cingular name. It uses the “Raising the bar” line.

2005 SBC Communications, which had been buying Baby Bells, acquires
AT&T for $16 billion and rebrands itself AT&T.

2006 The new AT&T begins the year with a $1 billion ad campaign
rebranding SBC as the new AT&T tagged “Your world. Delivered.”
SBC shop GSD&M leads the efforts, along with Rodgers Townsend.
Three months later, SBC buys Bell South for $67 billion, giving AT&T
100% ownership of the joint SBC-BellSouth venture Cingular
Wireless. Wall Street is promised that 20% of the savings from the
merger will come from marketing. The $4 billion spent to build
Cingular is jettisoned.

2007 AT&T names BBDO lead agency and puts media in review as it
spends some $2 billion in ads, most of which inform consumers
Cingular is now part of the new AT&T.                       

CLARK

HIT THE ROAD, JACK

Brand Keys customer-loyalty and -
engagement rating (based on a sur-
vey of 26,000 people ages 18-60):

Sources: AT&T/Advertising Age

2005

1. Verizon/Cingular (tie)

2. T-Mobile

3. Sprint

4. AT&T Wireless

SEPTEMBER 2006

1. Verizon

2. T-Mobile

3. Cingular

4. Sprint

SEPTEMBER 2007

1. Verizon

2. T-Mobile

3. Sprint

4. AT&T (including Cingular)

Source: Brand Keys


