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Reenergizing a Mature Business Brand
[bookmark: _GoBack]Herding cats has two obvious criteria; it requires an epic spot and special effects. It Information technology is associated with many complexities that are challenging to defeat. It requires the management of many different aspects for success to be achieved. Information technology brings forth a series of battles and great risks. Information technology is fragile; it requires getting an epic spot and special effects. It requires flawless execution and taking calculated risks; nothing over the top, nothing too polarizing. The tone must be just right and the right voice must be found in the execution.  Effective creative leverage must be achieved at every step of the execution. Information technology basically requires a great strategy and great creativity which are both challenging tasks to achieve. 
Don Uzzi wanted to advertise a business to business company on Super Bowl because he wanted to re-energize the sales force and give the company the clout it deserved by giving EDS a public presence. Don Uzzi knew employees were tired of being part of a brand that looked like a nobody in the market; a laughable brand. He had a great deal of experience in consumer marketing and a Super Bowl spot was a strategic move. It was a chance to reach a captive audience; a chance when millions of people sit down to watch the same program at the same time. Super Bowl meant that EDS would get attention from more than eighty million people. Don Uzzi knew that going on to Super Bowl would compound the success of the EDS brand by making it a part of a business and consumer culture just like Federal Express.
The Holiday Inn commercial was finished just in time to ship to the network. As such, there was no time to run it past franchisees before getting it aired. The CEO approved it, without taking into consideration what the franchises thought of the ad. The whole team was not in on the bus; the franchisees were left out. The Holiday Inn commercial turned out to be offensive to some important franchisees. The executives had to pull the offending commercial immediately never to run it again. The ad did not buy-in throughout the organization and thus the dismal results. 
An internal campaign was rolled out well before the super bowl. ‘Herding Cats’ was used to re-launch the EDS brand to reenergize its employees and take its rightful place in the marketplace. EDS PR team courted the press from all regions and got the Wall Street Journal to run an exclusive story about how EDS making the spot and re-launching its brand. A documentary on ‘The making of Cat Herders’ was also run well before the Super Bowl. This was all a pregame plan.  Basically, the press picked up on ‘Herding Cats’ creating momentum. By the time ‘Herding Cats’ aired on its Super Bowl spot, it was an instant classic with more than two hundred broadcast outlets and more than two hundred fifty print sources writing about it. There were more than a million hits a day and traffic to EDS Web shuttered all records. 


