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Summary

At Microsoft, I directed the Xbox brand program 
over three-and-a-half years and ran global brand 
marketing for the 2005 launch of Xbox 360. 

The program objective was to make Xbox an iconic 
digital entertainment brand driven by a powerfully 
motivating idea—a brand that was both aspirational 
and accessible, that cultivated an influential core 
and engaged the broad audience of recreational 
gamers around the world. My brand responsibilities 
included naming and visual identity, advertising, 
interactive, retail packaging, advertising and market 
research. I managed a team of 20 and guided the 
efforts leading creative firms such as JDK Design, 
72andSunny, T.A.G. and AKQA. 

Xbox has become another profitable multi-billion 
dollar business for Microsoft, demonstrating that 
Microsoft can succeed in a highly competitive 
consumer electronics category. The Xbox 360 brand 
work won numerous industry awards and, in 2005, 
I was named to Creativity Magazine’s Top 10 most 
creative marketers of the year.       
    



The Challenge

After launching in 2001, the first Xbox had sold 
over 20 million units worldwide in its first four years. 
In 2005, as Xbox developed a new hardware platform, 
it held a credible but secondary position in the video 
game market behind Sony’s PlayStation. 

In order to make its multi-billion dollar investment 
in Xbox pay off, Microsoft needed to dramatically 
increase sales and market share of its second-
generation system. With more consumers buying 
high-def TVs, the new console needed to offer 
visually stunning gameplay. At the same time, Xbox 
needed to widen its lead in online and deliver new 
capabilities via Xbox Live. 

In short, the new Xbox needed to be both a 
kick-ass game console and an innovative digital 
entertainment system. 



Brand Evolution,
from Xbox to Xbox 360

With its 2001 launch, the original Xbox was designed 
to get a foothold in the video game business controlled 
by Sony and Nintendo. The all-black hardware signified 
brute-force power. The brand was sci-fi laced with 
testosterone, geared towards the critical early adopters, 
male gamers, ages 15-24. 

Looking ahead, it was clear that to achieve success 
in the next generation, Xbox needed to expand its 
appeal to a broader, more diverse audience. 

The majority of casual gamers viewed 
Xbox as too dark, too hardcore and 
ultimately “just not for me”.



The Xbox team undertook a comprehensive overhaul 
of the Xbox brand strategy culminating in the launch 
of Xbox 360. In 2003, the strategic foundation was 
laid with the long-term brand vision, a project I 
directed globally. Working with Landor, I proactively 
enlisted hands-on participation from key stakehold-
ers in each geography and function via a series of 
moderated work sessions. I also engaged product 
development leaders and the Xbox executive team 
throughout the process to ensure that the final strategy 
was deeply internalized by the entire organization. 

Our fundamental strategic conclusion was to 
differentiate Xbox based on the connected/social 
gaming experience in which friends and family 
can play together, whether they’re in the same 
room or across the country. 

The social gaming positioning was rooted in a key 
product advantage (Xbox Live) and tapped into a 
powerful consumer desire. It represented a clear 
opportunity for Xbox to elevate its unique product 
capability to a brand-level idea. 



The long-term brand vision we crafted was Ultimate 
Social Magnet: For the most exhilarating game experi-
ences, nothing brings people together like Xbox. 

This statement encapsulated the Xbox positioning 
strategy for the next decade and served as an internal 
rallying cry that expressed our shared aspiration for 
the Xbox brand.

The positioning framework for Xbox 360 built 
upon the Ultimate Social Magnet vision.



With the long-term brand vision in place, my next step 
was to apply the brand strategy to ‘Xenon,’ the code 
name for the second-generation system under devel-
opment. I was the internal voice of the brand on the 
Xenon team, representing the brand point-of-view in 
debates about business trade-offs, consumer needs, 
and product design. I worked hand-in-hand with the 
user experience team responsible for industrial and 
UI design. The close-knit collaboration and design 
dialogue between the brand and product design 
teams sparked a conceptually rich visual language. 

Our shared mantra for the new Xbox was: 
“Less Hulk, More Bruce Lee”. 

In other words, less brawn, more finesse.



To raise the bar creatively, I brought in JDK Design. We 
started with the critical building blocks—the Xbox 360 
name and logo featuring the new ‘sphere’ icon and 
streamlined typography, plus an expanded visual identity 
system we called ‘FLAV’ (for feel/look/attitude/voice). 

The ‘360’ name signaled revolutionary change 
and re-positioned ‘PS3’ as incremental; the visual 
identity re-interprets key elements from the original 
Xbox with a modern, inviting aesthetic.



One of our design strategies was to re-invent the 
gamer geek stereotype and depict a more progressive, 
inclusive Future Gamer.



The brand as badge—this 
poster portrays Xbox 360 as 
a platform for self-expression.

Two is better than one and a chorus is louder 
than a solo—conceptual imagery elevates the 
tangible product to an iconic idea.



The new hardware design, with its sleek tapered 
look, evoked ‘contained power’. Industrial design, 
color, imagery, typography, animation, sound design 
and UI were all designed in concert with the brand 
identity to achieve a new personality for Xbox. We 
consciously built upon the first-generation strengths 
but moved the brand into a more optimistic direction.



The user interface ‘blades’ mirror the iconic double 
concavity of the console; the start-up animation 
depicts the transformation of Xbox, from old to new.





72andSunny joined the brand team and helped 
shape the Xbox 360 positioning. Building upon 
Ultimate Social Magnet, we articulated the brand idea 
that Xbox 360 is a living entertainment experience 
powered by human energy. We reframed the catego-
ry as ‘living entertainment’ and we put ‘power’ into 
a new context by shifting the focus to human energy 
instead of graphics processing. 

Instead of using PowerPoint, we shared our strategy 
internally with a poster gallery and a series of videos 
communicating the Xbox 360 brand idea. By creating 
these concepts, we showed the creative possibilities 
to hundreds of Xbox sales and marketing managers 
and external agencies around the world.

We also produced a short documentary about 
the Xbox team to help the rapidly expanding world-
wide organization coalesce around a shared culture 
and mission.



Bringing Xbox 360 to Life

Now that we had the core brand strategy and creative 
assets in place, we had a clear blueprint to build from. 
Starting with the E3 tradeshow in the spring of 2005, 
we unveiled Xbox 360 to the world.

The E3 booth was a living, breathing expression of 
the Xbox 360 brand idea. At the E3 press briefing, 
the C’Mon Everybody video introduced Xbox 360 and 
invited everyone to join a new era of interactive enter-
tainment. The Xbox360.com microsite enabled users 
to explore the new capabilities and discover hidden 
‘easter eggs’ in an immersive branded environment.



The outer wall of the E3 booth featured dozens of circular portals 
showcasing different Xbox 360 products; The Pipe, a stylish circular 
take on the classic photo booth, gave attendees a fun place to escape 
the show floor to express themselves on video (played back on large 
screens throughout the booth).

“C’Mon Everybody”

This video introduced 
Xbox 360 to global media, 
major retailers and partners.

WATCH: http://vimeo.com/20352586

http://vimeo.com/20352586


As Xbox 360 marketing went mass, it was critical to 
maintain an authentic dialogue with core gamers and 
stoke their enthusiasm. 

In the months leading up to launch, we created an 
underground movement, with the Colony Ant as its 
mascot and a secret codified language to transmit 
clues to a special launch event at an airplane hangar 
in the Mojave Desert dubbed Zero Hour.  



In Fall 2005, the broad-reach consumer campaign 
launched to coincide with Xbox 360 hitting store 
shelves in North America, Europe and Japan. With over 
$30 million in U.S. advertising during the holidays, Xbox 
360 was a ubiquitous presence on network and cable 
TV, online and outdoor. 

The launch campaign introduced the new global 
tagline “Jump in”. Created by a unique cross-agency 
partnership of T.A.G. (now Agency215) and 72andSun-
ny, the campaign featured 3 aspirational brand films 
that celebrate the human energy powering Xbox 360’s 
living entertainment experience. These ads worked in 
tandem with a series of humorous :15 product proof 
spots showcasing exciting new platform capabilities. 

The TV spots center around familiar 
childhood games—jumping rope, 
water balloon fights and finger-gun 
battles—taken to an entirely new level. 
Intensely fun and communal, each film is 
a metaphor for the Xbox 360 experience. 

WATCH: http://vimeo.com/20351272

WATCH: http://vimeo.com/20351074 WATCH: http://vimeo.com/20351341

http://vimeo.com/20351272
http://vimeo.com/20351074
http://vimeo.com/20351341


In New York, Xbox 360 did a take-over of the Union Square 
subway station. In major cities in the U.S. and around the world, 
Xbox 360 billboards showcased the iconic new product design.



The Results

The Xbox 360 dominated the media landscape 
and generating a frenzy of retail traffic and selling 
2.5 million units in the first 90 days. Despite some 
early hardware glitches, Xbox 360 went on to sell 
12 million units in the first year and over 42 million 
as of 2010. 

After trailing PlayStation for years, Xbox 360 vaulted 
Microsoft into the leadership role in console gam-
ing for the first time. By broadening the Xbox brand, 
the Xbox 360 launch also set the stage for the main-
stream success of Kinect in 2010.

Xbox 360 brand communications won a long list of 
global accolades in advertising, interactive, design 
and retail, including Silver and Bronze Lions at the 
Cannes International Advertising Festival, the 2006 
ADDY Best in Show, and Marketing Team of the Year 
at the Marketing Interactive Awards.

Most important of all, the Xbox brand made a 
deep and lasting connection with a growing legion 
of consumers who have embraced the spirit of the 
brand and made it their own.




