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It’s called 3
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Now you’ve heard that our
name is ‘3’, we hope you
won’t forget it. When you
see it, you won’t believe it.”

Hutchison Group Managing Director
Canning Fok is talking to the assembled
press corps, and there’s no need for him
to repeat the word or spell it out.

The July 3 statement ends months 
of speculation about what Hong 
Kong-based conglomerate Hutchison
Whampoa Limited will call its global
third generation (3G) business.

When the moniker turns out to be
3, it all seems to add up.

“We now have a brand that will
allow us to go anywhere in the world,”
Mr Fok adds.

But the world has had to wait awhile
to actually see the new logo, which
remained a close-guarded secret for
another three months. Until now.

3
3 THINKING

First, Hutchison secured 3G licences. Then it moved quickly to roll out the technological 
building blocks. Now the new identity is revealed.

By Mark Caldwell

WHY 3?
The name was chosen for its brevity and
simplicity. There is no need to translate
it across different languages – something
even the mighty Coca-Cola has to do in
some places.

In a world where numbers are the
Globe’s Lingua Franca, 3 is easy to
remember, difficult to forget – regardless
of dialect. Wherever it travels, 3 is pro-
nounced in the local language. In English-
speaking countries it’s “three”, but in Italy
it’s ‘tre’, in Austria ‘drei’ and so on. In Hong
Kong it will be ‘saam’ – the same thing
everywhere, and everywhere different;
global and local at the same time.

During a detailed naming exercise
where many identities were considered,
3 was drawn out of the name “Hutchi-
son 3G”. However, the name 3 and the
ideas behind the customer experience
will transcend the technology driving it,
and won’t get hamstrung by it. So, if the
technology evolves to 4G or 5G or 10G,
it really won’t matter.

CORE CONCEPT
Recognising the importance of brand-
ing, Hutchison Whampoa brought in an
in-house team – the Global Brand
Group – to create and manage its
brands.The team is led by brand veter-
ans Doug Hamilton and Keith Kirby
who together worked on Orange (see
sidebar p.18) and other Hutchison
branding projects.

“The core idea behind the brand is
the coming together of things that are
useful with things that are enjoyable,”

3G

says Hamilton, who is Global Creative
Director. “So for example, if a business-
man accesses his corporate Intranet
through a handset, that’s useful, but with
3 it will be enjoyable too.”

Keith Kirby, Director of Global
Branding and Culture, adds:“For all the
people around the world working hard
to launch the service it’s a huge and dif-
ficult task, but for customers it will feel
like a natural next step. It’s a step on
from the past but, more importantly, the
first step of something new that has
never existed before. Revolution or
evolution, it doesn’t matter.

“The core idea is supported by a set
of values that take the brand deep into
the Group’s operating companies around
the world. So, while the underlying
technology may be complex, 3 will do
business in a way that is simple, human,
open, positive, creative and passionate.”

The Global Brand Group brought a
wealth of talent and experience to the
table. It was their job to carefully con-
sider each and every element of the new
entity. Brand strategist Simon Jameson
focused on positioning, typographer
Miles Newlyn developed the logo and
typefaces while senior designers Daren
Cook and Michael Wallis worked on the
overall style and feel across advertising,
literature, websites and other mediums.

Having created the 3 brand identity,
the Global Brand Group subsequently
works with companies in each operating
territory to introduce and manage the
brand so as to maximise synergy 
and sharing.
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it looks like this
“We focused on three key functions the
logo should perform,” says Hamilton.

“First, we should recognise it when
we see it or read it.

“Second, we should be able to
remember it. We can’t expect customers
to remember everything, so we’d like
them to remember 3 instead of some-
thing else.

“And, third, we should understand its
potential. We not only recognise and
remember something good, we come to
understand what we can expect from it.
That’s the most fugitive part to capture.”

“The 3 logo has been developed for
an ‘on-screen’ world,” explains Kirby.
“The ‘outside’ of the logo is a three
dimensional, cool titanium shell, repre-
senting all that’s useful. And the ‘inside’
of the logo, representing all that’s enjoy-
able, animates across a spectrum of
colour. Wherever it can be done – on
the handset, on the Internet, on some
signage and on TV – the colours are in
motion. Not static, but moving. Not one
flat colour but three dimensional and
full of colour. Or you could say, cool on
the outside, hot on the inside.”

now we see it

IN NUMEROLOGY, THE “LUCKY”
number 3 is associated with enter-
tainment, effervescence, optimism

and clarity.
In Chinese, 3 is considered very

lucky. It sounds similar to “liveliness”
or “life” and also alludes to ideas of
infinity, continuity and eternity.

In fairytales there are always 3 
wishes.

There were 3 wise men.
3 introduces the idea of another and

contains the essence of mathematics. It
enables multiplication, geometry, calcu-
lus and the triangle.

You can only truly know where you
are if you have 3 co-ordinates.

It’s a name, a number and a logo at
the same.

THE RIGHT NUMBER
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“By the time we’ve finished, the measure
of our success will simply be how many
people can’t imagine life without 3.”

— Canning Fok

The logo introduces a new dimen-
sion to a common symbol; it is recog-
nisable but also new. Everyone under-
stands the numeral, but the brand brings
fresh meaning.

“It doesn’t say what the technology
can do,” says Hamilton,“but gives some
indication of how it will be for the cus-
tomer, useful and enjoyable at the same
time. People see different things in it:
ferns, flowers, birds, jungles, waves,
Japanese graphics…mostly living grow-
ing things.”

Because the brand is being built
globally, it has to be simple and strong
and should transcend local language and
cultural barriers.

Across the cultural kaleidoscope,
colours are metaphors for our moods
and a reference to our world, yet colours
can mean different things in different
countries. In China, red is lucky.

Elsewhere it means fire, passion, or
Manchester United. In the UK, purple
is royal, spiritual and magical, but in Italy
it is associated with death. Green can
mean prosperity, or even a political phi-
losophy. In the emotional prism, blue
signifies peace or sorrow, orange is
warmth, yellow is joy, and so on.

In uses where the logo cannot be
animated, the brilliant, ever-changing
shades are captured at six points in the
cycle – red, orange, yellow, green, blue
and violet. Six colours, one logo.There’s
also a monochrome version for black
and white applications.

This is an unconventional approach
compared with many brands that rely
on a dominant single signal colour.

The design lexicon is extended with
the Tristar symbol, a dynamic represen-
tation of 3.

You’ll see it on a key on your hand-
set that takes you to content, on the
website and also in a repeating pattern
developed to be used subtly.

“The pattern is like the lining of a
suit,” says Kirby, “you wouldn’t wear it
on the outside, but come across it almost
unexpectedly. So, for example, you’ll
find it in packaging but not on the out-
side of the box – it’ll be inside. Cool on
the outside, hot on the inside, just like
the logo.”


