
 

LOGO DESIGN – DOING IT RIGHT 
 
We wrote, "Logo Design—A Critical Element in Making Your Marketing Matter More" 

a few weeks ago. We identified the many purposes the logo design serves and the reasons 

for changing a brand's or organization's logo. You can find the full article here: 

http://bdn-intl.com/logo-design-a-critical-element-in-making-your-marketing-matter-

more  

 

This week we're sharing a famous brand's makeover. We're referring to a brand that is 

changing not only its name but also its logo and packaging design. That’s a lot of change! 

So much change that most brands attempting it would confuse their customers. Not this 

brand. They’re doing it right! 

 

The brand is Kraft Macaroni and Cheese. The box dinner introduced in 1937 during the 

depression provided dinner for a family of four for just 19 cents. The brand was a 

smashing success from the start, selling more than 8 million packages in its introductory 

year. 

 

 
The Original 

 

Today "Macaroni and Cheese" is prepared and consumed primarily as a side dish, 

accompanying meals. You may even find it on casual restaurant menus as "Mac & 

Cheese." Regardless of how it is listed, patrons of these restaurants and in-home 

consumers will call for "Mac & Cheese." Kraft is making that identification for their 

brand. 
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The new name, Mac & Cheese, not only modernizes the brand but creates a strong brand 

linkage with Kraft. It's not Mac & Cheese if it's not Kraft; sort of like it's not champagne 

unless it comes from that wine region in France, approximately 90 miles northeast of 

Paris. Okay, so maybe this is a stretch. Perhaps, it might be more akin to Band-Aid, 

Coke, and Kleenex. 

 

 
Old versus New Design 

 

The new logo displays a noodle smile on a deep blue background. The smile, in our 

humble opinion, mirrors the smile consumers make when Mac & Cheese is offered to and 

prepared for them. They derive comfort from consuming Mac & Cheese, and the smile 

communicates that feeling of pleasure and comfort. According to Victoria Lee, a Kraft 

brand manager, the smiling noodle expresses the brand’s cheeky personality. 

 

 
Smile for the pleasure and comfort of creamy, cheesy goodness  

 

The noodle smile is dripping with creamy, cheesy goodness. Mmmm. It communicates 

appetite appeal. The simple dark blue background of the logo allows the new name and 

noodle to stand out.  

 



The new packaging design is clean and contemporary. It elevates the perception of 

quality and reassures customers that they’re making the right choice for themselves and 

their families in choosing Kraft Mac & Cheese. 

 

 
Old versus New Packaging Design 

 

While the look is new, it is an evolutionary change. It is unmistakably Kraft. Just a better 

version of its old self. 

 

Our earlier article suggested ways to check your logo redesign to make your marketing 

matter more. Here are our suggested criteria and our take on the Kraft Mac & Cheese 

redesign: 

 

1. Approach its development with clear intent in what you want it to communicate 

to target customers: The new Kraft Mac & Cheese reflects the intent to capture 

the way consumers refer to the product. Additionally, it conveys the creamy, 

cheesy goodness of this comfort food item. 

2. Ensure it reflects your BPS (i.e., make it stand for something!): It stands for 

familiar comfort food that will bring a smile from the pleasure and comfort one 

enjoys when consuming it. It even addresses the brand’s intended personality. 

3. Use it to link products under the umbrella brand, marketing mix elements, and 

tactics: While the new Kraft Mac & Cheese will not be on retail shelves until 

August, it does link the different pasta offerings. 

4. Make evolutionary versus revolutionary changes when updating or expanding 

it: As stated above, it is unmistakably Kraft. 

5. Take necessary legal action to protect it (copyrights, registration, and 

trademarks as appropriate): The smiling noodle design with the dripping cheese 

is trademarked. 

6. Add the brand name and consider adding key copy words (KCWs) to help 

establish its meaning: The Kraft name is strongly linked to "Mac & Cheese." 

7. Explore whether customers understand its meaning: We don't know if the Kraft 

brand team conducted marketing research with consumers. However, given that 



these are classically trained, disciplined marketers, we suspect they did. Without 

the facts, we need to ask ourselves, do we get the meaning? What do you think? 

 

Stress test your brand name, logo, and packaging design to the above criteria. Whether it 

is for an established brand, launch brand, or redesign, it doesn't matter. Use the criteria 

and do it right! 

 

Make your marketing matter (even) more! Common yet critical, marketing errors can 

lead to less than stellar or even disastrous results. Read Richard Czerniawski's most 

recent book, AVOIDING CRITICAL MARKETING ERRORS: How to Go from Dumb 

to Smart Marketing. You'll discover many errors that contribute to sabotaging marketing 

success. Importantly, you'll learn what it takes to avoid and fix them. Learn more here: 

http://bdn-intl.com/avoiding-critical-marketing-errors.  

 
Peace and best wishes, 
Richard Czerniawski and Mike Maloney 
________________________________________________________________________________________________ 
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