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Brand Strategy and Ideas for Parker Pens  

 

Background:  

In a digital world, surrounded as we are 24x7 by our electronic gadgets and 

email,  what place does the handwritten note or letter or text have? More 

importantly, how does a brand like Parker maintain its relevance and 

leadership in f ine writing instruments?  

There is no denying that even today, the handwritten word can have the power 

to touch people, move and spur them into action. It  is for Parker to revive the 

forgotten power of handwritten t ext and to take the f ine writing instrument 

from being a mere fashionable accessory to an instrument of influence.  

The objective:  

To make Parker pens the preferred writing instrument s, by demonstrating their 

superiority over electronic communication . 

Target Audience:  

The target audience for Parker pens would mostly comprise men and women 

around 35 years and above who occupy senior positions in the business world 

and who need to communicate with people at all  levels on a regular basis as 

part of their jobs.  

They are people who would be concerned with getting their message across 

clearly and effectively and making sure they achieve their desired result. They 

are comfortable with the world of digital and social media, electronic 

communication and modern gadgetry. Yet, they set store by old-fashioned 

methods of communication as well,  in order to get their point across  in a 

personalized way. They would be people who care about etiquette in 

communication, both at the workplace and outside, and sti l l  value the  

individual, handwritten touch.  

They would be well -travel led, urban and urbane sophisticates.  

A second, and important audience, would be students and faculty at 

universit ies, especial ly those in business schools. These are individuals who 

would be in regular touch with the business world and wil l  soon be entering it  

to pursue their careers. Parker would do well to communicate with them and 

get them on board as customers early on, as they embark on their professional 

careers.  



Competition:  

The competition for Parker comes from quite a few international brands of f ine 

and luxury writing instruments.  

Mont Blanc –  a luxury accessory and status symbol, long associated with f ine 

writing 

Shaeffer –  a close competitor that is today promising to preserve the past and 

invent the future 

Waterman –  a sister brand from Newell Brands Sanford LP that is about good 

and inspired writing  

Lamy –  a luxury writ ing instrument that is  both quirky and high on design.  

How communication will  build the Parker brand:  

Parker pens is actual ly a brand made famous by its advertising. Through the 

1970s and 1980s, Parker produced some of the f inest advertising campaigns 

that went on to build the brand and make their advertising creators famous.  

The brand stood for simplicity and  a certain directness in communication. It  

was about making your point effectively. And in tell ing the story of how Parker 

made that possible, was the story of its legendary craftsmanship.  

Today, as I  vis it  the Parker website, I  am sad to say that a lot  of the brand ’s 

sheen has worn off (to use a phrase from an old Parker advert). It  has lost its 

brand character of being a direct, unpretentious, good communicator and has 

become al l  about f lashy, showy pens and a symbol of success.   

With its great and storied history,  and its  craftsmanship, Parker can surely 

reinvent itself  for the 21 s t  century, without having to resort to showing off or 

f launting its luxury. Famous writers and public f igures have used Parkers and, 

l ike Waterman, they have also been used in the signing  of many an 

international treaty.  In Parker’s case, the luxury and exclusivity come from the 

simplicity and effect iveness of communication, not the other way around.  

The way forward would be for Parker to become the communicator’s most 

essential tool,  the one that makes the writer most l ike him or her.  The 

communication strategy would be to turn Parker pens into indispensable 

instruments without which the writer simply isn’t himself/herself  and isn’t 

therefore communicating well .  It  would also help to set Parker’s handwritten 

communication apart from the clutter of email and text messaging that we face 

at work every day.  



In the course of pursuing this communication strategy, we would also be 

leveraging the power of the Parker arrow symbol, to stand for dire ct, effective 

communication.  

Brand Promise:   

Only Parker pens are designed and crafted to help you make your point 

effectively and distinctively.  

Rationale:  

• 125-year history of innovations in pen -making 

• Legendary craftsmanship and design and the f inest materials  

• Used by well -known authors and public f igures  

• Lifetime warranty  

Tone and manner:  

Simple and direct, corporate professional , effective. The tone of a leader.  

 

Creative Idea:   

Demonstrate the power of Parker pens as effective communication tools  in a 

business context.  

 

Ideas for Digital/Social campaign  (Only on LinkedIn, Twitter, online editions 

of leading business publications):  

Advert #1:  

Headline: Beats the Monday morning missive, hands down.  

 

Make your business communication more effective  

Parker logo symbol  

 

Advert #2:  

Headline: The working lunch invitation, no one could possibly refuse.  

 

Advert #3:  



Headline: Surely, no PowerPoint can match this for individuality.  

 

Advert #4:  

Headline: A l ittle gratitude always goes a long way.  

 

Print Campaign (Leading international Business Magazines):  

Advert #1:  

Headline: Edward Bulwer-Lytton had no idea how right he was.  

Copy:  

When Edward Bulwer Lytton said that the pen is mightier than the sword, he 

had no idea that one pen, in particular, w ould be so mighty as to end World 

War I I .  That was when Douglas MacArthur signed the treaty to end it  with a 

Parker Duofold.  

For the past 125 years, Parker f ine writing instruments have been making their 

mark everywhere around the world . Crafted with an attention to detail  that is 

rare in today’s world, Parker pens are a business leader’s indispensable 

communication tool.  George Stafford Parker’s 1888 invention commands the 

respect of today’s business executive s, because it  sti l l  helps them communicate 

directly, smoothly and effectively.  

Whether you are looking to end a war, or start a new one, whe n you need to 

drive home your point , Parker is the writ ing tool  to rely upon.  

Parker (logo)  

You have a point there  

 

Advert #2:  

Headline:  The art of making a power point, in your own distinctive way.  

Copy:  

PowerPoint presentations are al l  the rage. But have you ever considered how 

you can make a power point in your own distinctive way?  

We invite you to write your PowerPoint presentation longhand with a Parker 

and then watch the effect it  has on your audience. Okay, maybe not the entire 



presentation, but just the main power poin ts. Delivered with  the f lourish of a 

Parker. Try it  and discover why businessmen the world over  trust George 

Stafford Parker’s writing instrument to communicate effectively  through their 

business days.  

When you don’t want your presentation to be just one o f  the many PowerPoint 

presentations out there, you can always rely on a Parker to make the crucial 

difference.  

Parker (logo)  

You have a point there  

 

Advert #3:  

Headline:  How to keep your message from drowning in the inbox clutter .  

You are as much a receiver of business emails though the day, as the sender. 

And you probably know that if  you wanted to catch the attention of a colleague 

on something really urgent, sometimes a handw ritten note does it  better than 

anything else.  

See, a handwritten note gets delivered to the person wherever he or she is,  

including at a meeting. Because it  instantly tells the receiver that this message 

is different, it  usually gets an immediate response .  

It ’s just one of the many l itt le ways that a Parker helps business executives  

communicate effect ively, day in, day out .  George Stafford Parker’s f ine writing 

instrument is sti l l  the tool business relies on.  

Before you send out that next email or text message, consider if  a Parker 

wouldn’t say it  better.  

Parker (logo)  

You have a point there 

 

Advert #4:  

Headline:  Beats the Monday morning missive, any day.  

Copy:  

Go ahead, surprise your team members with a more pleasant message this 

Monday morning, instead of your usual missive with a l ist  of to -dos for the 



week. After all ,  a feather in the cap deserves a pat on the back.  And while 

you’re at it ,  why not send a hand -written congratulatory message that will  tel l  

your colleagues that what they have achieved is something truly special?  

It ’s occasions l ike these that cal l  for a Parker pen. Th e fine writing instrument 

created by George Stafford Parker 130 years ago, that discerning business 

executives and professionals the world over prefer to write with even today. 

It ’s their one indispensable communication tool, along with their smartphones 

and computers.  

They know, as should you, that when you have a point to make, it ’s got to be a 

Parker.  

Parker (logo)  

You have a point there 

  

Advert #5:  

Headline: Because sometimes comments can also invite further discussion.  

Now that you have f inally found the time to take a look at that document that 

had been sitt ing in your in -tray for weeks, why not respond in a manner that 

befits the hard work? 

Carefully mark your comments and queries in longhand, and then return the 

document with a note tell ing the person that you appreciate the effort that has 

gone into writing it  and would l ike further discussion. It ’s for effective 

communication on days l ike these, that a Parker pen is really useful. It  tel ls the 

receiver you’ve taken the trouble to think and write.  

Mill ions of discerning businessmen and women around the world rely on Parker 

for communicating their thoughts and ideas.  130 years after George Stafford 

Parker created this f ine writing instrument, it ’s sti l l  the one that mak es the 

point impactfully.  

Parker (logo)  

You have a point there    

    

Advert #6:  

Headline: Communicates well  even at 35,000 feet above sea level.  



Copy:  

Business travel is part of l ife in today’s globalized world, and few business 

executives travel without their Parker pens. Here’s why.  

Unlike other fountain pens, a Parker is 100% leak -proof. Even at high alt itudes. 

No leaks, no ink stains or inky f ingers.  It ’s just the way George Stafford Parker 

designed it  to be over a 100 years ago. Made from the f inest materials, 

handcrafted with minute attention to detail  and created for just the most 

impactful writing ,  a Parker is an indispensable part of every business traveller’s 

kit.  

No matter where in the world you are tra vell ing to, you ought to rest assured 

that a Parker is quite at home in the skies.  

Parker (logo)  

You have a point there 

 

Advert #7:  

Headline: What did Graham Greene and Queen Elizabeth II  have in common?  

Copy:  

Besides both being Brit ish, that is. And Mr Greene having served in Her 

Majesty’s Secret Service for a while. What else?  

Well,  they both had great attachment to their Parker pens. While the Queen 

sti l l  treasures her Parker 51s, Graham Greene used the lege ndary Parker 

Duofold to write his great books and screenplays. Including The Third Man ,  

which went on to become a great f i lm starring Orson Welles as Harry Lime . 

Some of you might recal l  Lime’s  fateful encounter with Holly Martins aboard 

the Wiener Riesenrad, Vienna’s famous ferris wheel pictured below.  

Several famous writers and public f igures have used a Parker pen to pen their 

thoughts and communicate effect ively. It  appears that people who have a point 

of view also have the good taste to express it  with  a Parker.   

Parker (logo)  

You have a point there 

 

Advert #8:  



Headline: Why an auto-reply just won’t do for your colleagues.  

Copy:  

There’s no reason why office memos have to be so officious and, well,  

impersonal. For example, if  you are going away on hol iday, setting up an 

automatic reply for incoming mails is good. But why should your colleagues 

either hear it  from someone else, or r eceive the usual memo? 

Why not leave a personal, handwritten note saying that you will  be away , on 

the notice board? Add a doodle or smiley if  you l ike, it  just l ivens up the 

message. Just one of  the many ways business executives put their Parker pens 

to good use around the world . They not only make a point well  in  presentations 

and reports with a Parker, they also use it  to write important notes to 

colleagues and associates at work.  

Since 1888, George Stafford Parker’s f ine writing instrument has been working 

hard to help businesses communicate effectively. Sometimes,  you see it  on the 

notice board.   

Parker (logo)  

You have a point there  

 

Film ideas for Parker:  

Creative Idea:  

Convey the same idea of Parker pens being indispensable communication tools 

in business, through an analogy with music.  The idea can later be extended to 

include artists, and certain sportspeople l ike golfers and tennis players.   

 

Film #1:  

Film opens in a large concert hall  where an orchestra is performing. The 

auditorium is mostly dark, except for the stage which is dramatically l it .  

Camera catches the concert midway by approaching it  through the orchestra 

conductor. We see him gest iculating with his baton  in one hand and the other 

hand freely moving in the air. Eyes shut, he seems immersed in the music, as he 

waves his baton in the air.  



Every now and then, he looks intently at the orchestra, especially at the f irst 

and second violinists, and waits for the ir response. He smiles,  when he sees 

their response and they smile back at him.  

We capture these movements of the conductor mostly over his shoulder, and in 

front of him.  

At some point in the f i lm, the movements of the baton start to create patterns 

of colour and l ight in  the air,  as if  he is writing something. Something in a 

language the musicians understand perfectly and together they are making 

great music. These waves and swirls of l ight in the air grow larger, through a 

l ightpainting kind of effect.  

Fade to black. Supers fade in and out, while the music continues, albeit softer 

now. 

Super 1: As a maestro and his baton  

Super2:  So too, an executive and his writing instrument.  

Dissolve to a close up of an executive writing something on a document in 

longhand. Camera pans across his desk to reveal a set of Parker pens next to 

his computer and smartphone. 

Camera zooms out from the executive at his desk, until  he is in soft focus and a 

l itt le blurred.  

The music ends and we hear applause in the background.  

A similar l ightpainting effect appears on the screen which then forms the 

Parker symbol of the arrow and the planetary ring.  

Parker branding and the tagline fade in.  

Parker  

You have a point there     

  

Film #2:  

Film opens in another concert auditorium, this t ime on a chamber orchestra. 

We again catch the concert while it ’s in progress and camera zooms in on one 

person in particular.  A lady violinist,  who is playing her instrument with intense 

concentrat ion. 



Camera again catches her hand movements up close from over her shoulder 

and in front of her. We see her violin bow slide across the strings, making large 

sweeping movements at t imes and short sharp sl ides at others. She plays with 

her eyes closed, intensely in the moment of the piece and looks at her fellow 

musicians now and then.  

With the sweeping movements of her violin bow, she creates magical swir ls and 

patterns in the air of  colour and l ight. These patterns grow through a 

l ightpainting effect and then fade to black.  

Supers fade in and out of screen, while the music continues to play, albeit a 

l itt le softly.  

Super 1: As a violinist and her bow  

Super 2: So too, a businesswoman and her writing instrument  

Dissolve to a lady executive writing longhand at her  desk. Camera pans to 

reveal a Parker pen set next to the sheaf of papers and her laptop computer  

and smartphone.  

We zoom out from her at her desk until  she is seen in soft focus and a l itt le 

blurred.  

The music comes to a close and we hear applause.  

A similar l ightpainting effect appears on the screen, which then forms the 

Parker symbol of the arrow and planetary ring.  

Parker branding and the tagline fade in.  

Parker  

You have a point there  

 

Landing page for Parker pens campaign  

Headline:  When famous people have something to say, they say it  with a 

Parker.  

You are about to discover how one of the most storied brands in writing 

instruments has helped businessmen, statesmen and women as well  as writers 

make their point effectively  through the ages. Since 1888, Parker pens, the 

brainchi ld of George Stafford Parker, has been the indisputable choice of 

writing instrument for discerning decision makers the world over.  



Writers who penned their works with a Parker  

You’ll  be delighted, and equally s urprised perhaps, to know that several famous 

writers chose to write their works with a Parker pen. Hardly surprising, we’d 

say, since a Parker had come to be known as the most rel iable and trusty 

writing companion of many people who wielded words.  

There’s Arthur Conan Doyle, creator of the most enigmatic of sleuths, Sherlock 

Holmes, who wrote his later stories with a Parker Duofold.  The Welsh poet and 

writer, Dylan Thomas, wrote with a Parker 51 as did the American Beat poet, 

Allen Ginsburg. And Graham Greene preferred to write with a Parker Duofold.  

Statesmen and leaders making a statement with a Parker  

Among world leaders, it  is not unusual to f ind a certain preference for Parker 

pens. From Queen El izabeth II  who treasures her Parker 51s, and uses  them 

regularly, and Prince Charles, to former Brit ish Prime Minister, Theresa May, 

and former US Presidents Harry Truman, Eisenhower, John F Kennedy and 

George Bush Sr, they have all  written with a Parker pen in their l ifetime.  

In fact, we might as well  mention that Parker is the proud recipient of two 

Royal Warrants –  one from Queen El izabeth II  and the other from the Prince of 

Wales and we are privileged to serve the Royal household s.  

Next, you will  discover, how Parker helped end wars and sign important  

treaties.  

Parker –  the pen for  war and peace  

It  wouldn’t be wrong to say that our greatest contribution to the world has 

perhaps been in wartime and in bringing about peace. Parker pens have been 

used on innumerable occasions, to sign peace treaties and trade agreements 

around the world. General Doug las MacArthur used a Parker Duofold to sign 

the 1945 Armistice that ended World War II,  and Eisenhower and Truman took 

to using one as well.  The Korean War armistice, and the treaty that ended the 

Vietnam War were also signed using a Parker Pen.  

Most signif icantly, agreements such as the INF and START between the US and 

Soviet Union, to bring about a reduction in nuclear weapons , were signed with 

a Parker pen. L itt le wonder, Parker ran an advertisement many years ago that 

read “The pen most often used to record history, has also been known to make 

it”.  That honour mostly went to the Parker 51.  

Parker didn’t just help end wars, it  also helped soldiers write to their families 

during wars. Parker, with all  its innovations , developed a self - f i l l ing trench pen, 

for which soldiers could make their own ink by dissolving ink pellets in water. 



This way mill ions of warring soldiers could communicate and be in touch with 

their families back home, while f ighting overseas .  

Parker –  the indispensable communication too l even today 

With all  the huge str ides in technology and the number of electronic gadgets 

that we surround our l ives with , writing with a Parker is even today 

communication on-the-go. It  is communication that gets immediately noticed 

and responded to. Writing longhand is very much in style, and writing with a 

Parker not only says you are a person of good taste, but that you make your 

point effectively and well.  

Parker values the etiquette of modern-day communication  

Auto-replies are alr ight for business emails,  but colleagues love to see a 

handwritten note informing them that the boss is away on holiday. Memos 

needn’t always sound officious, and Monday morning missives can be often be 

balanced with an occasional  handwritten congratulatory message or a Thank 

You note.  

These are just some of the l itt le ways, Parker enhance s the communication of 

successful business people .  

Always rely on Parker to get the job done 

And when you have to write an important speech for an industry event or a 

business school commencement, you know you can rest assured with a Parker 

writing instrument. Or that next book you’ve been planning to write  for a 

while. Parker is surely up to  the task. It  is  not only known to be the most 

reliable writing instrument it  is also beautifully crafted to ensure writing of the 

smoothest kind.  

Gifting a Parker and what it  says  

The designs are exquisite and contemporary, the writing is sharp and 

dependable, and the receiver wil l  know that you too believe in these time -

tested values. It  is the best way of tell ing others that you think they have 

something important to say as well .   

Please browse the pen range and the gift  sections and make what we know will  

be a well-considered choice.  

Parker (logo)  

You have a point there  

 



Use of Media:  

Parker, being a writing instrument, ought to let print lead its  advertis ing and 

brand communications campaign, along with digital .  TV adverts would do the 

job of creating an aura around the brand, while print and digital adverts do the 

job of imparting information and persuasion.  

In digital media too, l ike I have said earlier in this document, for Parker the 

focus ought to be on business executives and professionals. The refore, 

LinkedIn, Twitter and online editions of leading business publications ought to 

be adequate to reach our target audience.  

Parker and the future  

Since Parker is all  about making a point effectively in the world of business and 

professional communication, the brand will  have to innovate to keep pace with 

changes in technology.  

Parker ought to develop a separate range of stylus pens that can write on 

digital screens and surfaces, from mobiles to tablets and PCs. These should 

work across operating systems, devices and platforms.  

 

This brand strategy and ideas document has been written by Geeta Sundaram, 

advertising and brand communications professional, and blogger at 

www.peripateticperch.com who can be reached at 

geetasundaram08@gmail.com and via https://www.l inkedin.com/in/geeta -

sundaram-aka-wise-owl  

http://www.peripateticperch.com/
mailto:geetasundaram08@gmail.com

