AARP

+

siegel
gale

simple is smart

case studies AARP

Just like the 50-and-older membership it represents, AARP (formerly the American Associa-
tion of Retired People) approached its own Big Five-Oh in a mood of questioning introspec-
tion. Perhaps the most pressing question: How to expand AARP’s relevance to its members
in light of the Baby Boomers’ arrival at retirement age?

Siegel+Gale joined with Omnicom partner companies, public relations heavyweight Fleish-
man-Hillard and advertising powerhouse GSD&M, to take on this exciting challenge: a
brand revitalization program whose goal was nothing less than securing AARP’s relevance
for the next fifty years.

To best understand AARP and its role, Siegel+Gale embarked on an intensive inside-out
discovery process. We conducted top-to-bottom research into the organization with inter-
views among internal constituents and with its many partners and suppliers. Ever mindful
of AARP’s origins and continuing role as a mission-driven organization, Siegel+Gale focused
on uncovering and articulating the core strengths of the organization, across all of its oper-
ating entities, as well as the prevailing attitudes of AARP leaders and employees.

Rejuvenating the AARP brand relied heavily on member research, which was in ample
supply. Indeed, research of the habits, beliefs, motivations, likes, dislikes, and needs of
its 37-million-strong membership ranks near the top of AARP’s organizational skill-set. So
Siegel+Gale delved into a massive audit—a sifting—of five years of wide-ranging data that
stacked six feet high to understand the shared motivations and needs of AARP members.

What we uncovered was that while AARP’s real strengths lay in its understanding of its
members, and in the related breadth of capabilities and offerings, most members (indeed
most observers) saw the organization as limited to either advocacy or product endorsement.
Siegel+Gale established the promise of AARP as the champion for social change that helps
people navigate ageless realities. Those ageless realities are the need for financial well-
being, for health, to contribute, for community and to play. This idea refocused AARP on
what makes them unique, and serves as a platform for increasing familiarity about AARP’s
capabilities across all of its audiences.

On a parallel track, the Siegel+Gale Design Team undertook an audit of AARP’s commu-
nication, focusing on the use of the logo, informational architecture and overall graphic
design. This exercise illustrated the extent to which the organization represented itself in
disparate ways across its offerings and communications efforts in all media.

The resulting redesign of the logo and visual system brought the idea of AARP as a cham-
pion to life, introducing a more substantial and dynamic visual approach. We also created
an entirely new architecture structure and naming conventions — all aimed at illustrating the
connections between the historically disparate elements of the organization.

In the end, revitalizing the AARP was about helping them focus on a strategy that cut
across the organization horizontally — pin pointing and illustrating shared strengths — in
order to build a stronger, more relevant whole.
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+ ABOVE: brand architecture, before. The silo structure of the many AARP offerings.
+ BELOW: brand architecture, after. The task was to bring these disparate, often autonomous
entities back within the AARP fold.
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+ CLOCKWISE FROM TOP RIGHT: trade show banners, cards,
collateral materials, stationary, print ads, signage, direct mail

4 The business case
for workers age 50+
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AARP

The Power o Make it Better,





