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Abstract
Product redesign is almost ubiquitous across industries. However, for brands with a heritage,
this approach often encompasses revisiting past successes to rejuvenate them. It aims at
retaining the perceived value whilst addressing innovation. This paper introduces rejuvenation
as a specific approach in redesigning. This approach requires brands to analyse design classics,
develop a strategic approach to innovation and interpret form-related characteristics into a set
of new design principles. The research analyses existing case studies in the automotive and
portable electronics industries, to clarify the positioning regarding innovation and the methods
of interpreting form characteristics in light of new requirements, new technology and new
contexts of use. The paper argues that rejuvenation can support brands in continuing or
regaining their status quo in the industry when technical, aesthetic, social and economic
perspectives are consistently considered across the design process.

Keywords: product design; product development; redesign; rejuvenation; innovation;
creative business strategy.

Introduction
The prefix ‘re’ is stated as denoting once more, afresh, anew (Oxford Dictionary,
1999). Redesign processes share similar principles everywhere, designing again,
stemming from an existing, referential product to extend its life cycle whilst
optimising production costs and reducing design lead-time. A redesigned
product is a new version introduced in the market based on a previous one.
When compared to a new product, redesign enables companies to reduce the
uncertainty in the market, to optimise production processes, distribution
channels and to address quality improvement by matching unfulfilled user
needs.

In engineering design, researchers have focused at reducing the uncertainty of
the redesign process and the effects of change propagation (Clarkson et al.,
2001) and at optimising component reuse towards a more circular economy
(Cong et al., 2017; Kuik and Diong, 2019). Researchers have proposed structured
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methods to stimulate new idea generation and to overcome a potential
proneness for lack of innovation in redesign (Howard et al., 2011; Smith et al,
2012) including methods to improve the relationship between functional
analysis and the conceptual space for innovation (Dong at al., 2020). Methods
can stem from traditional engineering design methods or encompass direct
feedback from the consumers (Zhang, 2018).

This study introduces a new perspective in product redesign. We use the term
‘rejuvenate’ to characterise a strategy that exists in the scope of redesign
activities, but it is outside the taxonomy of redesign approaches defined by
Smith and co-authors (2012). Rejuvenation involves an additional, more
comprehensive revision of the company’s past heritage and the selection of an
iconic product that embodies the company’s values as the reference product for
redesign. Rejuvenation is a redesign approach that it uses a referential product
and updates it to new needs, but the degree of uncertainty of the market is
greater as well as the potential for innovation. Redesign has been related to lack
of innovation whereas rejuvenation offers room for companies to tackle
innovation in novel ways and disrupt the continuous cycle of short-term
redesigns. Rejuvenation definition (Oxford Dictionary, 1999) encompasses the
notion of young and a renewed sense of energy. The understanding of
rejuvenation defined in this paper shares common grounds with the concept of
retro-marketing (Brown, 1999), from a product design perspective.

In retro-marketing, businesses tap into nostalgic popular culture by recreating
the classics that people love and enjoy (Brown et al., 2003). It happens in fashion
regularly, where trends and styles from distant past are repackaged with a new
twist, for example the Converse canvas shoe. This was almost dormant in the
1990s, now it is held in cult status as ‘cool’ footwear; embraced by celebrities,
children, rockers, teenagers, and parents rekindling their youth. It has taken new
direction in various colours, styles, materials and yet it still cleverly evokes all
the ‘classic’ qualities that made it original. Whilst in fashion the visible outcome
can be almost a reproduction of the past archetype using new materials for
improved performance, on more complex products, such as automobiles or
consumer electronics, such condition cannot occur. Technology development
and future-oriented requirements of these industries require that design teams
develop strategies that weave past heritage, cutting-edge technology and new
user needs into new product development that does not look anachronic.

The main aim of this paper is to analyse how addressing corporate memory is an
important driver for rejuvenation in product design, one that taps into past
successes but still carries on the notion of product evolution and innovation.
This research firstly discusses the critical steps for implementing rejuvenation
strategies in traditional product development processes. Secondly, it reflects
upon the updated process in regard to two different approaches to innovation –
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meaning change or technology change – by analysing product and form
attributes in selected case studies in the automotive industry and in the portable
consumer electronics industry. The case studies show different scales of
products and distinctive approaches to innovation to be assessed and
compared.

The following sections present rejuvenation in product evolution as follows:
Section 2 provides an overview of the design process and different approaches
to innovation and introduces a new model of the product development process
where rejuvenation is the main driver. Section 3 describes branding and its
relation to heritage. Section 4 analyses the selected cases study in the
automotive industry focusing on rejuvenation and meaning change as
innovation strategy. Section 5 analyses case studies in the portable electronics
industry addressing rejuvenation and technology change as innovation strategy.
Section 6 discusses sustainability regarding the proposed process and section 7
presents the conclusions.

Rejuvenation and the design process
International companies that were inactive in the 1990s for some while like
Apple, Canon, Volkswagen was due to their own complacency and structural in-
house disagreements as to what direction they were going in the millennium.
Such problems of organizational development are part of the evolution and
revolution of companies characterised by Greiner (1998). The author affirms
that large organisations evolve after facing a period of cultural conformity where
innovation and flexibility decreases. The quality of the design input determines
which products offer added value and in turn allow companies to lead rather
than to follow the competition. In an ideal situation, a balance must be achieved
between new and old blood, a condition that is met by the approach to
innovation and product development.

Norman and Verganti (2014) systematised incremental and radical innovations
in their relation to technology and meaning. Incremental innovation, the
common approach used in traditional redesign, is a by-product of continuous
improvement, where change is introduced in products already accepted by the
market to improve their performance, lower costs, and extend their market life.
This is a common approach in automotive design, where manufacturers
introduce a new generation of a model by redesigning it (Blonigen et al., 2017).
The redesign retains overall key elements and introduce new technologies, such
as new engines and improved safety standards.

Radical innovation creates a discontinuity with previous products and is unique.
Radical innovation can be driven either by technology change or by a change in
meaning and requires a new type of adoption from users. In order to be
implemented successfully radical innovation requires an alignment of cultural,
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market and sociological forces, thus stressing that timing and context are
decisive factors. Accordingly, in order to innovate, companies need to
understand the social and cultural dynamics, have the right vision to develop a
valuable product that meet users’ needs – both functional and symbolical – and
launch it on the market at the right time. All this body of work cannot be
detached from brand reputation or connotation – branding. Examples of radical
innovation include Sony Walkman, enabling people to listen to music on the go;
Nintendo Wii which created a new type of gaming experience, creating a
discontinuity with predecessor consoles; or the Apple iPhone which used
existing technologies to create a new type of hand-held computing device, thus
establishing the smartphone industry as we know of today.

Figure 1. Proposed model for rejuvenation
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Considering that models for innovation and for design processes are proposed in
different disciplines, and that the concept of rejuvenation in product evolution
can be researched through complementary perspectives in the disciplines of
product development, economics, engineering and branding, we propose an
integrated overview of the design process for rejuvenation. The proposed model
shown in figure 1 introduces leadership as the advocate for such a design
process and four new steps onto the model of total design defined by Stuart
Pugh (1996).

In the model, leadership is the forerunner for the process. Senior management
must champion the design process (Barngrover, 2005) of rejuvenation by
acknowledging the need for revisiting an established icon of the brand. The
recognition of the challenge, the awareness that such strategy may change how
its clients perceive the brand must be closely aligned with supporting design as
an important activity in a higher level of the company and empowering the
design professionals in taking risks on a tactical level.

The second phase of the design process comprises market analysis, a traditional
activity of assessing the competition and positioning the product portfolio within
the overall landscape of the sector. Following this phase, we introduce three
new steps: brand heritage, historical icon analysis, and approach to innovation
(technology or meaning change). The brand heritage procedure, defined
comprehensively by Wiedmann and co-authors (2011) requires that the
company revisit its past to develop a strategic approach to the future, including
an assessment of its position in the historical lineage of the company and of its
current position in the market. As a result of this assessment, from which a
strategy is defined, two steps are followed. First, the definition of the design
input, that is, the iconic product that will be subjected to rejuvenation. The
analysis of the key characteristics of the iconic product will be crucial to define
the product design specifications. Before defining the product design
specifications, a strategic the approach to innovation must be made, in regard to
technology change or meaning change. Technology change requires a higher
investment in research and development, while meaning change entails new
forms of customer integration before the product is launched on the market.

Rejuvenation and branding
Never judge a book by its cover, so goes the saying as told countless times, but
this is the opposite in product design because the packaging is the presiding
factor at point of sale and at the moment when the product is being
experienced in use. Consumers are stubborn in clinging to beliefs about certain
brands, such as Skoda cars being autonomously linked to bad car jokes with a
hard to shake off perceived social stigma regarding driving such a car, up to the
last decades. Toyota had to create a new brand because the reputation they had
fought relentlessly for “good value design” would not be appropriate for new
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luxury model cars. Subsequently the introduction of the Lexus range was then
able to compete with the likes of Mercedes, Audi, BMW. A brand can only
stretch and re-invent itself as far as the consumer allows it.

The energy drink Lucozade successfully redefined its brand using only packaging.
In the past, it reserved itself to the aid in recovery from sickness, which was a
niche market. The manufacturer SmithKlineBeecham then pragmatically choose
to rejuvenate the brand with the core value of ‘energising’ which would have a
broader mass consumer appeal than before. The brand began to have a more
dynamic, sporting identity; graphics and colours were actively used to effectively
summarise and communicate revitalising. The whole pack became the identity
and is now regarded as the distinctive Lucozade Sport, encapsulating youthful
and active lifestyle.

The concept of authenticity (Gilmore and Pine II, 2007) argues that consumers
buy products based on the level of conformance to their present or potential
perception of self-image. This provides brands the ability to navigate on more
intangible concepts such as symbolic aspirations. These are defined into
strategy, vision and values and crafted into tangible product features and in the
communication of brand attributes in close association to those attributes.

Another approach to increase the perception of authenticity is pursued by
brands that have a legacy in the market such as a longevity in the business or
have launched an iconic product in the past. For such brands, there is the option
for commemorating brand anniversaries, or product anniversaries in a way to
recall for “the glory of past times” whilst reinforcing their instituted expertise
and confidence. This retro-marketing (Brown, 1999) is a strategy that enables
brands to establish a podium of originality and history, thus setting up a unique
position space above the competition. It has been studied through several
perspectives, such as by linking product design with consumer perception of
innovation (Fort-Rioche and Ackermann, 2013), by exploring the differences
between tradition in industry and corporate-based heritage (Castellano et al,
2016), and by recovering brands which are no longer in the market (Dion and
Mazzalovo, 2016).

After a major success, large worldwide companies will try to repeat the product,
range, thus capitalising on the consumer perception of quality and
innovativeness. The design of the product external appearance, in these projects
will frequently copy or recreate the simple pattern of characteristics from the
original, reducing it to a formula. However simply duplicating the imagery in the
‘style’ of the original can sometimes mean a poor substitute or impossible in
more complex product categories. Modern society is always changing, and this
affects our expectations, things we liked and loved yesterday is perhaps what we
loathe today. Proof of this can be seen notably in automobiles and portable
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consumer electronics.

Therefore, when the design task is to embrace a nostalgic aesthetic, which the
client has identified as being commercially successful, the ‘style’ of the original
must be considered because this is what made it triumphant in the first place. In
rejuvenating a past commercial success, the design team must acknowledge the
status of the “design classic” whilst responding to the newly economic and
cultural circumstances, that, are different from the ones that the original design
responded to. In addition, new technologies and contemporary trends must be
accommodated in a solution that must pay homage to the past, be innovative
enough to be regarded as an evolution, thus being historical and contemporary
at the same time. The design challenge is threefold: the reinterpretation of
aspects of the design classic into a contemporary language; include new features
into a consistent design language that might be regarded as a classic in the
future; and convey a sense of newness in the contemporary design landscape. In
the end, the product must communicate both design newness and technical
newness (Talke et al., 2009).

Rejuvenation and meaning change in automotive evolution
Volkswagen was a leading company in the United States for many years,
however, from 1985 until 1993 sales fell continuously and dramatically
(Flammang, 1996). The resurgence of Volkswagen in the USA has been
enormously helped by the New Beetle. Kiley (2002) compared results from 1995
and from 2000, demonstrating that sales increased by more than 200% and
brand loyalty by 63%.

The concept has changed massively from the original. The New Beetle is a front-
wheel drive car with its engine mounted up front instead of the rear-mounted
engine and rear-wheel drive of the original. The engine is liquid cooled instead
of air cooled and it is a three-door hatchback unlike the two-door original.
Modern technology also allows for computers and sensors, which do not
encroach upon what made the original Volkswagen Beetle loveable.

The New Beetle, designed by James Mays and Freeman Thomas, comprises of
three cylinders, the front end, the rear end, and the passenger compartment.
The styling and geometry of the New Beetle was crucial and imperative to
achieve the iconic qualities such as the side view; the roundness, the egg-like
form of the roofline. In Figure 2, we compare the front and side views of the
original Beetle (Type 1) and the New Beetle to further clarify how the analysis of
the iconic product was reinterpreted into the rejuvenated design of the New
Beetle, which acknowledges both the past heritage and proposes a new design
language that was then followed by the competition.
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Figure 2. Beetle Type 1 and New Beetle comparison

In the front view, the widening and lowering of the car body followed synchronic
trends of car design languages at the end of the 1990s. Wider angles of the hood
and bodyside, higher bumper and shorter hood/fender ratio contribute to a
more modern front silhouette. In the side view, the roofline is now an arch with
more headroom to the occupants, both front and back seats are more practical
and spacious. The unified side glass simplifies the shape and reinforces the
geometric look of the wide three main arches that constitute the car body.
These arches are a direct simplification of the bulkier shapes of the original
Beetle, influenced by streamlining studies and the teardrop shape that was
popularised back in the 1930s.

On the interior, the dash design calls for a single, large round bezel behind the
steering wheel in homage to the original. The new interiors have large fasciae
and panels coloured to match the exterior, with the familiar passenger grab
handle from the original Beetle.

Considering the design process presented in section 2, from concept design
phase to detail design phase, there are crucial decisions in car design
development. The New Beetle, presented as a concept car in 1994 Detroit Auto
Show (Rieger, 2010), took four more years to reach the market as a production
vehicle. These delays related to internal decisions on pursuing the concept car
developed in secrecy by the American design team (Rieger, 2013) and the need
for selecting a car platform for affordability and production optimisation. The
New Beetle used the PQ34 platform, that is shared with other thirteen models
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from the VW Group (Weber, 2009), such as the VW Golf, VW Bora, Skoda
Oktavia, Seat Leon, Seat Toledo, Audi A3 and Audi TT.

Why is the New Beetle such a triumph? It is the clever unison of aesthetics and
modern German automotive engineering. It builds and adds to the classic
Ferdinand Porsche design taking our fond memories of the Volkswagen with the
contemporary technology of the Golf. Redhead (2000) opines that the
curvaceous new Volkswagen Beetle conjures up just enough of ‘Herbie the Love
Bug’ to keep us happy but, as a modified Volkswagen Golf, it has none of the
disadvantages of a car that was sixty years old. In fact, it is everything that
Ferdinand Porsche’s original Beetle was not, that is, sophisticated and
expensive. This change of meaning, from practical to a status symbol,
constitutes the definitive strategy to innovation pursued by Volkswagen, which
took the American market as the cultural referential context (Rieger, 2010).

The New Beetle development marked the beginning of the historical
rejuvenation approach in the automotive industry, which is different from the
updated generations of a model that is the prevalent approach. Looking further
back in the past, here defined as historical rejuvenation has been followed with
different levels of success.

The other comeback car with huge global success is the BMW Mini Cooper
launched in 2000. They too have managed to convey the future by means
updating the past into contemporary lines. When comparing the original Austin
Rovers’ Mini with the redesigned BMW Mini Cooper, we must say the key
concepts of its ancestor such as compactness and a clever way of maximising
space were reinterpreted very differently. The original (with all models below
three and a half meters long) was the epitome of the A-segment, while the
redesign aimed at being the smallest in the B-segment. The original aimed at
being affordable while the redesign positioned itself as a premium product to a
younger target (Simms and Trots, 2007). According to the same authors, in a
survey assessing the appeal of the original and the Mini Cooper, two-thirds of
respondents agreed that both versions have a similar appeal.

The principle of retaining the symbolic aura of a model enables brands to
reposition themselves, to address new targets, but maintaining similar
connotations of the original design into a different era. The key is in a close
relationship between branding and product design to communicate the
reposition through product features and vice-versa.

A similar approach was applied into the redesign of the Fiat 500, initially
developed as a concept car in 2004, with the production model being launched
in the market in 2007. The strategy encompassed a careful market assessment,
followed by a strategy of customer involvement during the development of the
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car, while still at prototype stage; between the phase of concept design and
detail design (see Figure 1). By using an online configurator Fiat crowdsourced
designs from its users, together with a prior assessment of their tastes, thus
gathering valuable information that was fed into the design development
(Salvador et al., 2009). This approach enabled Fiat to understand consumer
tastes and develop a variety of customisation options, some of which came from
the online tool, in a close alignment between product attributes and customers’
needs. The market launching was a coordinated branding application, with
events in 30 Italian cities (more than 100,000 people in Turin) demonstrating the
cohesive approach between product design and branding.

The leverage between the iconic characteristics and modern design features is
not straightforward. The success of these examples of historical rejuvenation
were based on a careful assessment of product semantics that was able to
interpret the iconic features in contemporary symbolic design language, thus
appealing to a new target audience that aspires to be connotated with the retro
look. These qualities enable the visceral and reflective dimensions of emotional
design (Norman, 2004). The visceral dimension relates to the appearance of the
product and the reflective dimension relates to the ability for a projected,
rationalised self-expression achieved by using the product. The third dimension
of emotional design is the behavioural, which has to do with the effectiveness
and usability of the product. For this dimension, the built quality of the product
and customisation options play an important part. Within the same model, the
choice between the default version and a sports version with emphasis on
handling and performance appeals to different target audiences. Likewise, the
ability to use online configurators to customise options on a personal level,
enhances the desirability before buying the car. Together, these dimensions of
emotional design enable brands to build on their previous achievements,
capitalise their reputation and create a new narrative of their perceived
memory.

Rejuvenation technology change in portable electronic devices
We are a digital world and new technologies not only bring one innovation to
supersede another, either in product design or in manufacturing processes but
also have an indirect influence which has affected product choice (Piller and
Walcher, 2017). The digital existence is forever changing, and design functions
and forms evolve. Beyond the functionality of consumer electronics, their
impact can be assessed by the transformation they bring to everyday life,
creating new habits, revolutionising others and imprinting behavioural changes,
such as the construction of the self.

A turning point for Sony was the first Walkman model TPS-L2 launched in 1979.
The product was fresh, different, new, and unrivalled. By the time the
competing products had reached the market the Sony Walkman had firmly
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established itself. The next step in the Walkman product progression was the
Sony Discman, which had breath-taking audio digital fidelity. Naturally, what
followed was the MD Walkman, which combined the best features of the
magnetic cassette (portability, reliability, and shock resistance) with the
compact disc (durability, random access and full-spectrum digital sound). The
Hard Drive Network Walkman or MP3 players, which compress window media
files into easily accessible audio formats for listening, graced our shelves during
the first decade of the 21st century after being introduced in 1999. No matter
how the products have evolved the features that make a Walkman a Walkman
have essentially remained the same. To celebrate the 40th anniversary of the
Walkman, Sony launched a commemorative edition of the portable music player
in 2019. The player does not feature a cassette player, instead, a digital media
player with 16GB storage, featuring a touchscreen interface running on Android.
The concept of the redesign does not build on the previous, by using a different
technology. The iconic blue and grey metal elements case with a transparent
window of the TPS-L2 were reinterpreted into the new design. On the
anniversary edition these elements are a decorative pattern on the protective
soft case of the digital media player. The original cassette that was seen-through
is now a visualisation, a screensaver.

As stated in section 2, companies need to capitalise their brand and product
with a deep understanding of users, cultural dynamics, and timing to launch. By
creating a digital media player to commemorate the Walkman, Sony missed the
opportunity to re-establish themselves as the revolutionisers of portable music.
The comeback of cassettes has not grown aside with the vinyl in the last decade,
however, it has been doubling since 2016 in the UK, reaching more than 80,000
units sold in 2019 (Sweney, 2020) and 219,000 in 2018 in the US. In addition,
several contemporary music artists are releasing new albums in cassette, as well
as reissuing past ones (Ikbal, 2019). Together with the successful crowdfunding
campaign of the IT’S OK Bluetooth 5.0 portable cassette player in 2019, we may
suggest that there were opportunities for innovation and niche markets that
Sony could have better explored to regain its mystique. It can be argued that the
cassette does not offer the same sound quality of the other formats;
nonetheless, the cultural trends indicate that there was a niche market ready to
be explored.
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Figure 3. Motorola Razr V3 and Razr 2020 comparison

Apple’s radical design revamp at the hand of Jonathan Ive was truly remarkable.
They saw a niche in the computer market, in shapely coloured plastics,
transparent casings and organic forms, which then heralded the end of the off-
white square box aesthetics. The iMac was launched in 1998, the same year that
the New Beetle was introduced in the market. The design uses translucent
polycarbonate as the eMate designed for Apple by Thomas Meyerhoffer two
years before (Skov and Skov 2005). As the New Beetle, the iMac uses a design
language based on blobby and colourful shapes crafted into a coherent
arrangement that suggests optimism, flow, and playfulness, thus appealing more
to a higher level of emotional connection. This design changed the meaning of
the personal computer, from mere utilitarian object to an optimistic, exuberant
object that renders its form and colour to both office and home environments.

When launched in 2007, the iPhone was regarded as a radical innovation. The
hand-held device with a multi-touch interactive interface and high computing
power disrupted the competition and remains an archetype of such type of
devices. When the competition caught up with the iPhone features, it seemed
that the design of smartphones would no longer look at past archetypes.
Nevertheless, after more than a decade and proving that the historical
rejuvenation is an approach that brands will continue to apply, the classic
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Motorola Razr has a comeback. Initially introduced in 2004, the Motorola Razr
(V3) was the thinnest clamshell phone at the time, featuring a laser-etched,
electroluminescent keypad, internal and external displays, all cased in an
aluminium body. The redesign launched in 2020 is based on the clamshell design
and features a folding OLED screen, thus continuing the engineering-focused
endeavour of its predecessor. In a saturated smartphone market with annual
updates, the new Razr aimed at innovating through a technology change
approach, by bridging features of the current “glass slab” smartphones with the
clamshell design of the recent past. While doing this it creates an unseen
usability and overall user experience, with the external and internal screens
physically separating kinds of interactions.

Figure 3 shows a side-by-side representations of both Motorola Razr. It is
observable that in the folded position, the profile maintains the same primary
elements and principles that were reinterpreted to fit new technological
requirements: the horizontal line on the top and a gentle arch on the bottom; a
screen with curved corners; a circle below the screen that encapsulated the
logotype is now a camera. Overall, the Razr 2020 is 19 millimetres wider and 4
shorter. In the side view, in the open position, the 2020 Razr unfolds completely,
while the 2004 design was angled for a comfortable reading position of the
screen in the upper section.

Discussion
Design is a discipline that defines the functional and semantic characteristics of
an object. It also coordinates the knowledge that encapsulates the relation
between producers and users within a specific context mediated by the market.
While redesign emphasises design style over process, rejuvenation encapsulates
product, process, and history into a single strategy. Accordingly, the act of
understanding the past may shed new light into process and ethics.
Rejuvenation requires assessing characteristics from the past and interpreting
them in a new perspective considering aspects of the present and looking
towards the future. This is an opportunity to reassess scrapped ideas of the past
against new technology developments, new cultural contexts, new habits, and
tackle opportunities through innovation. Rejuvenation leads to a revised version
of the past and with it, can come an understanding of the promising role of
design in corporations in adopting higher standards in terms of quality and as an
active player in mediating production and consumption in more sustainable
ways.

With any product, the life span is an estimation, with nobody having a certain
definite time of demise. Trends, fads and revival can somewhat heighten a
product’s shelf life and its longevity as the ideas and styles are recycled but as
these fade, what happens to the product? In the same way re-invention
promotes durability it also serves to discourage it as product shelf life can peak
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too early. Today’s big trends are often tomorrow’s old news and the basis of the
‘throwaway’ culture we seem to be a part of. Successful transformation can be
equated not to rising sales but also to lowering attributed costs. Greener
manufacture and working towards a sustainable future are where business
should be steering design towards. If rejuvenation is the premise, then we draw
from the past, where products were built to last. This coupled with the
technological advances we have at our disposal; sustainable designs and
manufacturing can now be forethought in the design world. The designer is
ultimately left with the job of endorsing design for durability, if the functionality
of many products have remain unchanged and unchallenged then designers can
use this to their benefit, designing with intent for a product to attract the
consumer but simultaneously infiltrating current trends avoiding an untimely
demise and taking a stance towards a more circular economy.

Conclusions
Evolution is the natural progression. In a world ever changing, the only way to
respond to evolution is to change with it. In design, evolution is systematic with
innovation and results in second and third generation products stemming from
the original. The designer has taken the stylistic features that perhaps made it
successful in the first place and developed with a mindset of progression, closely
aligned with new branding strategies. For the large well-known companies who
have built up a large customer base, brand loyalty plays a prominent role as the
business must avoid complacency, as no customer is truly faithful to the end.
Competition has a way to undermine this loyalty as the consumer is constantly
being shown similar cheaper product. The consumer has fewer ties to the brand
they once were devoted to. However there has been a revolt, where the
standard items that have stood the test of time have been totally challenged on
the technology that it used for years without any dispute, they do not hark back
to the past but embrace new ideas. They build on the symbolic dimension of the
brand together with high-level quality of construction to maintain their appeal.
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