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Archies 2012 and beyond ….. - A New Look 
 

Ever since the beginning in 1979, Archies has been an integral part of its 

customers lives. Helping them emote, helping them express themselves, in being 

the “most special way to say they care” 

 

In the last decade and a half, as Archies has morphed from being a pure play 

greeting card player to a comprehensive “greeting & gifting “ company, the core 

target audience has vastly expanded, today covering early teens to mid 40s. 

 

People love the experience of an Archies store and have huge expectations from 

us and our products. They look for that “new” greeting or gifting concept and are 

rarely disappointed.  

 

In today’s world, in order to stay relevant in our customers minds, in order to 

show  that we are not the Archies their parents grew up with, we felt the need to 

change our logo and look and feel. Yet we strongly feel the need to retain 

ownership of our tag line of being “the most special way to say you care”, 

because that is who we were, who we are and who we will always be. 

 

We decided to play around the colour that people recall the most and associate 

most strongly with our brand. The colour that is most associated with our tag line 

and our ethos. The colour red and the eternal symbol of love – the heart. 

 

A new humble, friendly, young welcoming, exhilarating and exciting Archies.  

 



By incorporating both the colour red and the heart into our logo, we feel we would 

communicate better with our consumers, who today fall into various categories 

like the family focused group, the new traditionalist customer, the socialite 

customers, the young rebels and the trendsetters, encompassing the core target 

audience of early teens to mid 40s. 

 

For any change to be effective, one needs to walk the talk as well. The new look 

Archies will reflect in the stores, which will have a brighter, fresher look. Which, 

will sport the new logo and exude warmth, with the liberal use of the new house 

colours, in décor and internal signages. Communicating to the customers, that 

their favourite Archies store is the fresh, new, rejuvenated kid in town. 

 
 

  


