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AT&T, the standard bearer of communications excellence for more than a century, is getting 
younger on Monday, when the company folds the six year-old Cingular wireless name into the 
iconic AT&T brand.  Starting Monday, Jan. 15, AT&T is launching a new multi-media campaign to 
begin transitioning the Cingular brand to AT&T in advertising and customer communications, 
throughout Web sites and nationwide retail stores, and on company buildings and vehicles. 
 
Look and Feel 
Designed to resonate nationally, the new campaign: 

• Establishes a sense of innovation and integration by creatively intertwining well-known 
aspects of both brands into a single, unified image. 

• Features the AT&T logo in advertising and communications and initially includes a 
transitional graphic with both the AT&T and Cingular logos. 

• Integrates popular imagery, phrases, and icons from Cingular’s traditional advertising, 
including the “raising the bar” tagline, the “Jack” character, and the color orange. 

• Will conclude with the Cingular and AT&T logos coming together, while an announcer 
states “Cingular is now the new AT&T.” 

• Uses the upbeat and optimistic “All Around the World” song from the British band Oasis. 
This song has become synonymous with AT&T’s “Your World. Delivered.” campaign. 

 
Brand Change Components 
In order to communicate the brand-name change, and reflect the strategic transformation 
underway, AT&T’s campaign has the following elements: 

• The “Grain” creative ad features a combine harvesting wheat and appears to be drawing 
the Cingular five bars, but as the picture zooms out, the AT&T globe comes into focus.  
“Grain” started on Jan. 15; additional spots called “Jets” and “Cars” will start appearing in 
the coming weeks. 

• The conclusion of a broadcast spot will feature the “Jack” character “skywriting” the AT&T 
globe. Additionally, the “Cingular is now the new AT&T” tagline will be interpreted to reflect 
the integration and innovation the new AT&T offers. 

• Over the coming months, AT&T will add to the re-branding campaign with new creative 
executions. 

 
Scope and Timing 
The campaign utilizes a broad spectrum of electronic, print, and online media. Elements will roll out 
across mediums simultaneously, while additional executions will appear throughout the year, 
alongside AT&T’s traditional product and service “call to action” spots.   
 
The campaign will target major U.S. markets and global business publications, with some specific 
messages for those customers within AT&T’s 22-state region. 
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