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Brand Strategy and Ideas for Waterman fountain pens 

 

Background:  

The world of written communication is getting increasingly cluttered, crowded 

and fast-paced. Documents, letters and reports are wanted in a j iffy. The 

written word now lives in the world of MS Word, email,  and computers and 

smartphones.  

Writing longhand is not only going out of fashion, it  is seen as quaint and old -

fashioned. Or is it? Thankfully, the fountain pen has not gone the way of the 

typewriter and there is hope yet.  

The reason: writing longhand is sti l l  seen as the personal touch in written 

communication and is sti l l  valued and cherished by many.  

The brand-building objective for Waterman pens:  

The objective for Waterman should be to preserve this tradition of writing 

longhand and to make it  a fashionable/desirable thing once again. The brand 

must continue to play a role in  people’s l ives as the accessory that is the key to 

their thoughts; the writing companion that allows them to express themselves 

freely in their own unique and personal way.  

Target audience:  

The core target group for Waterman pen s should ideally be men and women 

around 35 years of age and above, whose work involves written communication 

in a large way. They would also necessari ly be people who value the written 

word, appreciate good writing, and read a considerable amount.  

By temperament, they would be individuals who retain some amount of 

affection for the lost  past, who push back against the full  force of technology 

and people who cherish the personal touch in communications. People who 

would sti l l  pick up the phone often and tal k to someone, rather than just text 

or connect on social media  all  the time. 

They would be people who already do a lot of their writing longhand, because 

it  allows them to think better, or are open to writing some of their 

communication longhand because it  is more them and more personal.  

They would naturally be successful in their careers, wel l -travel led and well -

informed individuals.  

Competition:  



Within the world of f ine luxury writing instruments, there are several brands 

that would be competition to Waterman. Chief among them:  

Montblanc: The luxury writing instrument that is more a status symbol as 

accessory.  

Parker: The f ine writ ing instrument that embodies confidence and makes its 

point effectively  

Lamy: The luxury writing instrument  that stands for a certain quirkiness and is 

high on design 

Shaeffer: The f ine writing instrument that brought jewelry design aesthetics to 

penmaking and now stands for respecting the past and inventing the future .  

How Waterman can differentiate itself  as  a brand:  

As the world’s f irst fountain pen, invented by Lewis Edson Waterman, 

Waterman ought to highlight this fact in almost all  their brand communication, 

not just the website.  This important legacy also gives the brand the right 

credentials and the credibil ity to own the space of handwriting as an individual 

statement. The unique ink-flow system invented by Waterman 136 years ago 

should be interpreted as a consumer benefit  of allowing smooth translation of 

thoughts on to paper, inspir ing the writer to t hink and write more.  

It  is regular, and the right kind of communication that helps build a brand in 

consumers’ minds. Waterman pens are already known as a luxury brand of f ine 

writing instruments, but in the digital world of computers and smartphones, it  

is never too much to stress on the brand’s credentials and promise once again.  

On the company’s website, I  notice that Waterman talks of elegance and a 

Parisian style. While elegance is always a given for a luxury brand, this aspect 

should come through more in the designs of its product s and in the way the 

brand communicates with its customers. Parisian style is something I would 

urge the brand to avoid (except when it  refers to a specif ic period or movement 

in French art and l iterature or the city’s cultural l ife),  lest it  be mis construed as 

Parisian fashion, as is quite l ikely in a world where f ine fountain pens are seen 

increasingly as an accessory. Waterman’s origins are American and th e brand is 

today also owned by an American company. But more importantly, it  is a global 

brand of f ine writing instruments, that happens to be made in France , and that 

is what it  should signal to customers .  

The communication objective should therefore alw ays be to make Waterman be 

seen as the maker of  f ine writing instruments that inspire great writing. The 

brand should be seen as upholding the highest standards in writing, the written 



word and culture and should associate itself  with people and events tha t 

epitomize the same standards. It  is for this purpose, that I  have divided the 

target audience for Waterman into two types: the writer/creative 

writing/journal ist community and the business executive/researcher/scholar 

community. Waterman needs to address  both groups of people, but by standing 

for one and the same thing: great writing.  Only the contexts and the media 

used to reach the audiences would be dif ferent.  

Over t ime, the Waterman brand should also be associated with a personal 

touch in communicat ions ( including in business communications) by 

highlighting the importance of sending people thank you notes, congratulatory 

messages and wishes written in longhand.  

Brand promise for Waterman:  

You can always rely on Waterman fine writing instruments for in spired writing.  

Rationale:  

• First fountain pen invented by Lewis Edson Waterman in 1883  

• Unique ink-f low system ensures smooth f low of ink and your thoughts 

while writing  

• Exquisitely designed and handcrafted, using the f inest materials  

• Lifetime guarantee behind each product  

• Famous people have used Waterman pens to pen their thoughts  

Tone and manner:  

Elegant, intell igent and inspiring. A writing companion that doesn’t let you 

down.  

Brand communication channels:  

Besides advertis ing on digital and tradit ional media using select international 

publications and channels, Waterman should also consider direct marketing and 

PR to promote the brand and build relationships with their customers.  

An international writ ing competition/award should b e instituted (perhaps along 

with an international publication l ike The Paris Review or The New Yorker) and 

this could be held each year.  

Gift ing, including corporate gift ing, should be pursued seriously and ought to 

be part of the brand’s direct marketing  programme.  

Social/Digital Campaign:  



With the brand Waterman positioned as the writing instrument designed for 

inspired writing, the brand campaign in the digital and print medium (in select 

international newspapers and l iterary magazines) wil l  attempt to  recreate the 

romance of writ ing in longhand. In our technological and digital age, many are 

giving up writing longhand altogether, and the challenge is for Waterman to 

make people want to write by hand once again.  

The campaign focuses on the importance o f writing as a means of 

communication and how Waterman expresses your thoughts in the most 

inspired way, as only you can express -  through your handwrit ing. Everyone 

loves a good story, even in the digital age. The creative idea in the campaign is 

to spark thoughts in the reader’s mind, using triggers for imagination  and 

urging them to write. This campaign can, at a later stage, be t ied up with an 

image promotion/ activation which revolves entirely  around getting people to 

send in their thoughts in their hand.  

Creative Idea: Inspiration from Waterman 

Digital Campaign:  

Digital Advert #1:  

Headline: Alone in the desolate landscape, the medieval castle stood, 

forgotten by time…   

Explore how the story writes itself .  

Explore (button)  

W (of Waterman logo)  

 

Digital Advert #2;  

Headline: It  wasn’t  the Bois de Boulogne, but the way the birds screeched  

that evening…  

Explore how the story unfolds.  

Explore (button)  

W (of Waterman logo)  

 

Digital Advert #3:  



Headline: She planned on slinking into the horizon before the break of dawn, 

but…  

Find out what happens next  

Explore (button)  

W (of Waterman logo)  

 

Print campaign (same idea):  

Advert #1:  

Headline: Alone in the desolate landscape, the medieval castle stood 

forgotten by time…  

Copy:  

The most fascinating stories are inspired by the power of imagination, the 

f luency of language and the f inest writing instruments.  

Since 1883, when Lewis Edson Waterman invented the ink -fi l led fountain pen 

that forms the l ifeline of today’s fountain pens, we at Waterman have 

understood the f ine art of making and innovating the most beautiful and 

reliable writing instruments.  

Their legendary ink-f low systems keep up with your thought f low, translating 

them on to paper, as fast and as f luently as you can write. They are designed to 

do precisely that: keep your focus on the train of thought, while allowing you 

to transcribe them with utmost ease and flair. So, your thoughts f low as easily 

as ink.  

It  is not uncommon to hear  writers speak of “the pen helping the story along” .  

Such are the joys of writing long -hand, even in the days of smartphones  and 

tablets.  

Finally, a Waterman fountain pen is not a luxury writing instrument for 

nothing. It  inspires great thinking and writing.  It  is designed never to fail .  And 

it  comes with a l ifetime guarantee, in the rare event you ever need it.  

Sadly, we can’t say the same about tha t castle forgotten by t ime. 

Box text:  

Did we mention that Waterman pens make perfect gifts?  



Visit  our website to pre-order your Christmas and New Year gifts, well  before 

the festive season rush.  

Waterman (logo)  

For inspired writing  

  

Advert #2:  

Headline:  It  wasn’t the Bois de Boulogne, but the way the birds screeched 

that evening…  

Copy:  

Imagine picking up the thread of a story you were writing, only to f ind that 

your pen has given up on you. What a pity, to have lost that train of thought.  

Now, that would never happen with a Waterman fountain pen. For its legendary 

ink-flow system that was invented by Lewis Edson Waterman in 1883  continues 

to inspire the f ine art of pen -making. Litt le wonder, we sti l l  create the f inest  

and most reliable writing instruments.  

You can always trust Waterman’s legendary ink -f low systems to keep up with 

your thought f low, translating them on to paper, as fast and as f luently as you 

can write. They are designed to keep your focus on the train of thought, while 

allowing you to transcribe them with utmost ease and flair .  

It  is not uncommon to hear writers speak of “the pen helping the story along” .  

Such are the joys of writing long -hand, even in the days of smartphones and 

tablets.  

Finally, a Waterman fountain pen is not a luxury writ ing instrument for 

nothing. It  inspires great thinking and writing.  It  is designed never to fail .  And 

it  comes with a l ifetime guarantee, in the rare event you ever need it.  

No screeching -  to a halt ,  or otherwise. Just the quiet eff iciency you can expect  

from a 136-year old brand.  

Box text:  

Did we mention that Waterman pens make perfect gifts?  

Visit  our website to pre-order your Christmas and New Year gifts, well  before 

the festive season rush.  

Waterman (logo)  



For inspired writing  

 

Advert #3:  

Headline: She had planned on slinking into the horizon before the break of 

dawn, but…  

Copy:  

But a smooth plan had been sent awry, just as a great story might, if  you aren’t 

writing with a Waterman fountain pen .  

There simply isn’t a more trusted writing companion. For the Waterman 

fountain pen’s  legendary ink-flow system that was invented by Lewis Edson 

Waterman in 1883, continues to inspire the f ine art of pen -making. Litt le 

wonder, we sti l l  create the f inest, mo st durable and reliable writing 

instruments.  

You can always rely on Waterman’s legendary ink -f low systems to keep up with 

your thought f low, translating them on to paper, as fast and as f luently as you 

can write. They are designed to keep your focus on the  train of thought, while 

allowing you to transcribe them with utmost ease and flair .  

It  is not uncommon to hear writers speak of “the pen helping the story along” .  

Such are the joys of writing long -hand, even in the days of smartphones and 

tablets.  

Finally, a Waterman fountain pen is not a luxury writing instrument for 

nothing. It  inspires great thinking and writing.  It  is designed never to fail .  And 

it  comes with a l ifetime guarantee, in the rare event you ever need it.  

Now, here’s hoping everything goes  to plan and your writing is ,  well ,  smooth 

sail ing.  

Box text:  

Did we mention that Waterman pens make perfect gifts?  

Visit  our website to pre-order your Christmas and New Year gifts, well  before 

the festive season rush.  

Waterman (logo)  

For inspired writing  

 



Print campaign for business publications:  

Advert #1:  

Headline: Remember the ink in think.  

Copy:  

Writ ing always helps one crystall ise one’s thoughts and ideas. And the more 

one writes, the better one gets at it .   

We are just happy to say that for the better part of 136 years,  Waterman has 

been part of that thinking and writ ing tradition . Inspiring mil l ions of people, 

from writers and scholars, to executives and professionals express themselves 

in ink.  

Computers, smartphones and tablets are always at hand. But there is nothing 

quite l ike a Waterman fountain pen, when you want to write something truly 

inspired. Its legendary ink-flow system, invented by Lewis Edson Waterman in 

1883, keep up with your thought f low, translating them on to paper, as fast and 

as f luently as you can write. They are designed to keep your focus on the train 

of thought, while allowing you to transcribe them with utmost ease and flair .  

So, the next t ime you want to mark your comments on a document, or write a 

speech, or simply send a colleague or business associate an appreciative note, 

you might want to reach for your Waterman. Nothing could be more uniquely 

individual.  

The ink in think is there for a very good reason. We like to believe it  is 

Waterman inkspiration. 

Box Text:  

Did we mention that Waterman pens make perfect business gifts?  

Please vis it  our site, to know more about our customized corporate gift ing 

options and to place your orders.  

Waterman (logo)  

For inspired writing  

 

Advert #2:  

Headline: There is something to be said for inkspiration.  

Copy:  



We should know. We’ve been in the business of inspiring mill ions of people to 

write in ink, for over 136 years. From writers and scholars to executives and 

professionals, the more discerning among them have always chosen a 

Waterman as their preferred writing instrument.  

Because there is nothing quite l ike a Waterman fountain pen, when you want to 

write something truly inspired. Its legendary ink -flow systems, invented by 

Lewis Edson Waterman in 1883, keep up with your thought f low, translating 

them on to paper, as fast and as f luently as yo u can write. They are designed to 

keep your focus on the train of thought, while allowing you to transcribe them 

with utmost ease and flair.  

So, the next t ime you want to write a speech, congratulate a colleague or 

business associate, or simply just send them a Thank You note for the lovely 

dinner last evening, you might want to reach for your Waterman. Nothing could 

be more uniquely individual.  

Waterman inkspiration  has been around a long time. Use some to make your 

communication, more you. 

Box Text: 

Did we mention that Waterman pens make  perfect business gifts?  

Please vis it  our site, to know more about our customized corporate gift ing 

options and to place your orders.  

Waterman (logo)  

For inspired writing  

 

Advert #3:  

Headline: It  isn’t quite said, until  it  is written.  

Copy:  

And we might as well  add that it  isn’t quite you, until  it  is in your handwriting.  

Since 1883, when Lewis Edson Waterman invented the ink -fi l led fountain pen, 

mill ions of discerning people –  writers, scholars, business executives and 

professionals –  have discovered the pleasure of written communication that is 

individual  and unique to them. With one of the many fine writing instruments 

created by the craftsmen at  Waterman.  



Computers, smartphones and tablets can’t quite compare with the experience 

of writing using a Waterman fountain pen. Its legendary ink -f low systems, 

invented by Lewis Edson Waterman in 1883, keep up with your thought f low, 

translating them on to paper, as fast and as f luently as you can write. They are 

designed to keep your focus on the train of thought, while allowing you to 

transcribe them with utmost ease and flair.  

So, the next t ime you want to write a n op-ed article, a  speech, or your next 

book, you might want to reach for your Waterman. Nothing could be more 

uniquely individual  or inspiring.  

And if  your big ideas came to fruition someday, it  would be good to know that 

Waterman had something to do with  it.   

Box Text:  

Did we mention that Waterman pens make perfect business gifts?  

Please vis it  our site, to know more about our customized corporate gift ing 

options and to place your orders.  

Waterman (logo)  

For inspired writing  

 

Landing Page for Digital/Social media Campaign:  

While the two types of digital/social media campaign will  run simultaneously, 

the landing page on Waterman’s website will  be common to both.  

Therefore, it  should be a sensible combination of storytel l ing and inspired 

writing, as well  as elegant, business -oriented content. The content should 

cover the fol lowing:  

• A brief history of Waterman, its founder and his invention  

• Important milestones of major produc t innovations  

• The brand, and what it  stands for  

• Famous writers and other  people who used/use a Waterman fountain pen  

• A special section for running a writing competition  (for the storytell ing 

idea) 

• Waterman pens as gifts  

 

Landing page content:  



Headline: Just as every story must inspire, so does ours.  

Subhead: Discover the world of Waterman  

 

It  all  began at 136, Fulton Street, New York City  

The year was 1883. Lewis Edson Waterman, then a salesman at a pen company 

in New York City, invents an ink-fi l l ing system and a new kind of pen that he 

patents. He begins the Waterman Company with this great invention that would 

go on to change the way people wrote and expressed themselves. Overnight, 

freed from the shackles of an inkpot or inkwell ,  people were  free to write from 

wherever they went.  

The Waterman fountain pen is not only an ingenious invention, it  is testimony 

to the fact that people love to write and tell  stories. For over 136 years, 

Waterman has helped inspire people to express themselves in a uniquely 

individual way and is  today a coveted brand of f ine writing instrume nts.  

More innovations at  173, Broadway, New York  

Over the years, more product innovations followed at Waterman, from their 

new address now at 173, Broadway. The Ideal fountain pen, as it  was then 

called, kept adding new product improvements and, of course, Waterman 

hasn’t stopped innovating since.  

• In addition to the three-fissure ink feed system invented in 1883, 

Waterman adds the spoon-feed system in 1899 to prevent ink overflow  

• In 1904, Waterman adds a cl ip to the cap, further enhancing the pen’s 

portabil ity  

• In 1913, they add an ink supply lever system, the standard  for the next 

30 years  

• In 1926, Waterman opens a joint venture in France with Jules Fagard and 

the company goes on to launch the f irst ink cartridge , made of glass, the 

next year  

• In 1939, the year World War II  began, Waterman introduces a 100 -year 

warranty for the f irst t ime 

• In 1953, the Company launches the CF, a pen with a futuristic design 

inspired by a missile, and also introduces a plastic ink cartrid ge for the 

f irst t ime 

Waterman –  synonymous with inspired writing  



You can see how, with each innovation, Waterman was improving the ease of 

use of a fountain pen and its ink f low, in  order to keep step with your thought 

f low as you write. Over 136 years, the Company has bui lt  a reputation for itself  

as the maker of f ine writing instruments that define great writing. Through its 

product design and innovations, Waterman has been able to inspire mill ions of 

writers, scholars, business executives and professionals to express themselves 

in a uniquely individual way, even as computers and smartphones have entered 

the writing arena.  

Famous authors who penned with Waterman  

If  you think about it ,  “penning one’s  thoughts” became widespread, thanks to 

Waterman. And there are several i l lustrious people who have used a Waterman 

pen in their l ifetime.  Albert Einstein, used a Waterman to write his Theory of 

Relativity and that pen is housed in a museum in L ieden, Germany. World War I 

might not have ended if  it  weren’t for Marshal l  Foch signing the Armistice 

Treaty on November 11, 1918, wi th a Waterman and you can f ind that pen at 

the Museé de Armee Inval ides in Paris.  

In many ways then, Waterman helped usher in the post -modern world. 

Speaking of which there are many famous writers who use a Waterman fountain 

pen even today, including Neil  Gaiman and Stephen King.  

“Help the Story A long” and win Grand Prizes!  

In keeping with its 136-year tradition of inspiring writing, Waterman in proud 

to announce a writing competition, to be judged by a panel of acclaimed 

writers: Leila Slimani, Jonathan Franzen and Margaret Atwood.  

It ’s called “Help the Story Along” and al l  you have to do is use any of the three 

opening l ines that we have provided in our campaign and write a short story of 

not more than 3,000 words.  

Please submit your entries using the l ink provided below, on or before March 

31 s t ,  2020.  

Three winners, chosen by our jury, will  win prizes of €  10,000 each, 

accompanied by a citation and a Waterman writing instrument, at an award 

ceremony to be held on June 30, 2020 in Paris.  

Good luck! We are sure it  wil l  be an inspiring one.  

Writing is a gift,  and so deserves  another 

When it  comes to writing, one great gift  deserves another, and Waterman pens 

make perfect presents for any occasion.  



Please browse through our gifts section of f ine writing instruments to f ind that 

gift  that is just r ight for the person you have in mind. They will  thank you for  

your inkspiration!  

For business gifts, please request for our corporate gift ing plans here.  

 

Gifting advert for Waterman (generic):  

Headline: Writing is a gift,  and so deserves another.  

Copy:  

There is a very good reason (make that several) why Waterman fountain pens 

make perfect gifts on any occasion. For starters, they feature that unique ink -

flow system invented by Lewis Edson Waterman 136 years ago that allow the 

ink to f low as smoothly as the writer’s thoughts. So smoothly in fact, that many 

believe they inspire and help the story along.  

And famous people have used Waterman pens; Albert Einstein, FD Roosevelt 

and Marshall  Foch, who signed the 1918 Armistice with one, to name a few. 

They are so beautifully crafted from the f inest materials, that they even come 

with a l ifetime guarantee. Not that the owner ever needs one.  

Finally, they help spread the inspiration that Waterman h as come to be known 

for. Gift  a Waterman pen and you’ll  be inspiring and tell ing the receiver that 

their gift  of writing simply deserves another.  

Waterman (logo)  

For inspired writing  

 

Gifting advert (Christmas/New Year’s):  

Headline: Who can tell  when inkspiration strikes  

Copy:  

‘Tis Christmas, after all .  The season to be jolly and all  that. Just the perfect 

t ime of year to share your affection and inspiration with those near and dear.  

Nothing expresses your thoughtfulness and appreciatio n better than a 

Waterman fountain pen. It ’s all  those words wrapped inside you see. All  those 

wonderful and inspir ing ideas, just wait ing to be put down on paper.  



Words that will  stay with us forever. Words that f low effortlessly. Gift  a 

Waterman and inkspire your loved ones this Christmas.  

Waterman (logo)  

For inspired writing  

 

Fi lm ideas for Waterman pens:  

In f i lm we explore the same idea of inspiration and storytell ing, with a 

difference. While we cannot share much information about Waterman in f i lm, 

we use the medium to create an aura of luxury and mystique around the brand 

by exploiting its audio-visual nature.  

The idea in the f i lms, therefore, is to bring the writer’s thoughts to l ife in an 

unusual and inspired way. Through an interesting juxtaposition of words being 

handwritten on the screen and the f inal accomplishment of those thoughts or 

words simultaneously playing out  in audio, we leave the viewer with the 

impression that Waterman pens inspire words and magically bring them to l ife.  

Film #1 (The script)  

The fi lm begins with a rapid series of shots  showing a writer preparing her desk 

for work, as wel l  as blue-black ink dissolving in water.  Curtains are parted, 

letting the morning l ight stream in. Ink swirl.  A desk drawer is opened and a 

writing notebook is taken out.  Ink swirl .  A desk lamp is turned on. More ink 

swirl .  A close up of a fountain pen being opened and the ink f i l ler checked 

against the l ight to see the level of ink. Ink swir l.  Both activit ies appear to be 

happening at the same time, with camera going between the two.  

The swirl  of ink in water twists and turns into beautiful shapes, as camera 

closes in and then appears to go through the inky swirl  to reveal a pristine 

white sheet of paper in front of us, at a s l ight angle. A lady’s hand holding an 

elegant fountain pen begins to write.  

Elena is about to open the door, when she hears a man’s voice behind her. She 

jumps out of her skin and turns to camera.  

Elena!  

Elena: Mario! You nearly kil led me… what on earth are you doing here in the 

middle of the night?  

Mario: Sorry, but this couldn’t have waited ti l l  morning.  



Elena: Meaning? 

Mario: Meaning, that I  have found a boatman to take us out early morning. 

Please have your things ready and meet me at the lake’s shoreline. 4am sharp.  

Elena: Are you out of  your mind? You can’t just spring this on me at this 

unearthly hour!  

Mario: Please… please just do as I  say and all  wil l  be f ine.  

Elena opens the door to the room and asks Mario to follow her.  

Elena: Oh, alr ight. But you’d better hurry in here just now.  

We enter dark room and hear the loud and ominous t icking of an old 

grandfather clock.  

While our eyes go over these  words on the screen, what we hear is the actual 

conversation between the characters, as i f  in a f i lm, background music, et al.  In 

fact, we even have intercuts of the characters enacting the scene that is st i l l  

being written.  

The ticking of the clock acts as a cue for hand to turn page and continue to 

write. As soon as a capital W i s written, we return to the ink swirl  in water, 

making beautiful shapes once again.  

Only this t ime, the ink swirl  forms Waterman’s W, with its beautiful central 

loop.  

Super: For 136 years, we’ve known how words can inspire  

The inks swirl  W transforms into  the Waterman W and the complete logo 

reveals itself.   

Waterman (logo) against the backdrop of ink swirl  

Tagline: For inspired writing  

 

Film #2: (The speech)  

Film opens on a similar ink swir l  and preparing -for-writing ritual playing out 

l ike a duet. This t ime, it ’s a man preparing to write (or we could always switch 

roles, to break stereotypes!). The slight difference here is that the person also 

scans bookshelves in a study and takes down a book or two. Books are placed 

on the desk, next to writing notebook.  



From the ink swirl ,  we reveal a white page on which the person begins to write. 

Slight tapping of the pen cap on the table, as if  wait ing for the appropri ate 

thought to strike.  

As I was saying, there is no better t ime, than now for our Company to take this 

all- important step.  

We have waited far too long and if  we wait any longer, we would have missed 

the boat. You are all  familiar with Moore’s law.  (A wave of yes goes through 

the crowd).  

Now, we don’t want our competition to double every few years, right? (Chuckles 

in the audience) 

Well,  here’s my  law. That with every year of wait,  the goal recedes a decade 

into the distance, until  it  ceases to matter. (Slight applause)  

By then, we would have become obsolete. We wil l  become like the compact disc 

that Phil l ips invented but missed out on, or the digital camera that Kodak 

invented, but couldn’t  bring to market .  

Now we don’t want to become obsolete,  do we? A company of 60,000 people 

cannot become obsolete.  

Are you with me? (Another wave of yes in the crowd, with one person loudly 

going Yay!)  

Good. So, here’s the plan. I  am sharing this with you, so you know the roadmap 

and we all  tread this  path toge ther. (Somebody’s cellphone rings )  

While we read these words being written on the page, we can actually hear the 

speech being delivered, along with the audience’s reactions and other ambient 

sounds. We also have intercuts of the gent delivering the speech to a corporate 

audience. The ringing of the cellphone is cue for the writer to open one of the 

books on the desk and start leafing through it.  

The turning of a page dissolves into the ink swir l,  and through some beautiful 

shapes being formed by the ink in water, we see it  turn into the dist inctive and 

elegant Waterman W, with the central loop.  

Super: For over 136 years, we’ve known how words can inspire.  

The ink swirl  W transforms into the actual W of Waterman, revealing the 

complete logo.  

Waterman (logo)  



Tagline: For inspired writing  

 

Film #3: (The appreciative notes)  

This f i lm is about the pleasure of receiving and reading handwritten notes, 

rather than writing. It  is a montage of several people opening and reading small 

appreciat ive or congratulatory handwritten messages  and their happy, even 

overwhelmed, reactions.  

Film opens with small white envelopes landing on people’s desks, along with 

the ink swir l  in water.  Hands start opening the envelopes while the ink swirl  

continues.  

One of the notes emerges from an envelope and is opened. It  reads:  

Just to say thank you for the most wonderful dinner last evening. You brought 

so many of us old fr iends together.        (Recipient smiles to herself  and reacts 

with “Oh that’s sweet!”)  

Another note opens.   

Congratulations on your new appointment in Italy! That is good news.  

Bad news: You’re going away? (Recipient smiles, rolls his eyes and reacts with 

“Not going away, awaaaaay”)  

Yet another:  

This is because I missed your birthday for the f irst  t ime in the 20 years that I  

have known you. Feeling awful… hope you had a great day.  (Recipient looks at 

the note, then at the bottle of wine, smiles and goes, “How thoughtful!)  

He receives a notif ication on his mobile, sees it  but leaves it  for later, and 

starts writing his own note instead.  

I  did have a great day. And thank you for the bottle of Cabernet Sauvignon. It  

sti l l  happens to be my favourite wine.  

As he puts the note into its envelope, the ink swirl  returns. Turning into 

beautiful shapes and then into the elegant W of Waterman with its central 

loop.  

Super: For over 136 years, we’ve known how words can inspire  

The inky W turns into the actual W of Waterman, reveal ing the logo.  

Waterman (logo)  



Tagline: For inspired writing  

Treatment:  

The casting for the f i lms should ideally concentrate on showing people, 

wherever they are seen, who are at least 35 years of age and above. The core 

target audience would also probably be in that age group, s ince Waterman is a 

luxury brand.  

The setting (although mostly seen in close-up or t ight close-up) suggests a 

person of good and refined tastes. For example, the desk would be teak or 

mahogany, the notebook paper of the highest quality.  

The f i lms are shot as a play between light and shadow , so as to heighten the 

mystique around the brand and the act of writing. For example, even when 

curtains are parted to let sunlight stream in, part of the desk and paper have 

shadows fall ing over them. When we see people, or the characters, they too 

are partly in l ight and  partly in shade.  

The music is l ight western classical rendered in a contemporary manner , with 

violins accentuating the ink swir l  in water.  

 

Follow-up Campaign (both mainstream and business publications as well  as 

digital)  

 

Advert #1:  

Headline: Is it  any coincidence that words and writing begin with a W?  

The iconic and elegant W with the central loop is an unmistakable sign of good 

and inspired writing.  Most discerning writers and business executives instantly 

recognize it  as Waterman, the makers of f ine writing instruments for over 136 

years.  

From 1883, when Lewis Edson Waterman invented the unique ink -flow system 

and the f irst fountain pen, it  has continued to inspire mill ions of writers and 

business professionals. All  those who work with the written word, who 

communicate on a daily basis, and who need to  convey their thoughts and ideas 

to the outside world, know the importance of smooth and inspired writing . 

They also know how Waterman pens, with their exquisite craftsmanship, make 

that possible .  



So, if  it  is indeed a coincidence that words and writing s hould begin with the 

same letter, we’ll  say it ’s a happy one.  

Waterman (logo)  

For inspired writing  

 

Advert #2:  

Headline: When words flow like water ink, it  must be a Waterman.  

At Waterman, we cal l  it  inkspiration. We like to believe that every time you put 

pen to paper, your thoughts must continue to f low, as if  the f loodgates have 

opened. 

That was just the idea behind Lewis Edson Waterman’s invention of the ink -

f low system and the f irst fountain pen. And it  has worked wonders for mil l ions 

of writers and business professionals for 136 years. All  those who work with 

the written word, who communicate on a daily basis, and who need to convey 

their thoughts and ideas to the outside world, know the importance of clear 

and inspired writing.  They also know how W aterman pens, with their exquisite 

craftsmanship, make that possible.  

So, if  your thoughts f low like water, you can be sure your words will  f low like 

ink with a Waterman. We even offer a l ifetime guarantee, though we doubt 

you’ll  ever need it .    

 

Waterman (logo) 

For inspired writing  

 

Advert #3:  

Headline: Where there are words, there is a way.  

It ’s the way we invented over 136 years ago, when Lewis Edson Waterman 

invented and patented his unique ink -flow system in 1883. That led to the 

creation of the world’s f irst fountain pen, a Waterman, quite naturally.  

Since then, mill ions of people, from writers to business professionals , have 

found a way to express themselves in a uniquely individual manner. With one 

of the many elegant,  beautifully crafted Waterman writing instruments that 



have now become a hallmark of inspired writing. They work with the written 

word on a daily basis, and need to convey their thoughts and ideas to the 

outside world, through smooth and inspired writing. And they trust their 

Waterman pens to translate their thoughts into words.  

If  you have a way with words, we have a way to put them on to paper. In a way 

that is uniquely you.  

Waterman (logo)  

For inspired writing  

 

Advert #4:  

There is a difference between writing and writing well.  

For 136 years, that difference has been Waterman. Makers of f ine writing 

instruments with the iconic slanted and looping W sign.  

Since 1883, when Lewis Edson Waterman invented and patented his unique ink -

flow system and created the f irst fountain pen, Waterman has been the 

preferred writing instrument of discerning writers and business professionals, 

the world over. Those who work w ith the written word, who communicate on a 

daily basis, and who need to convey their  thoughts and ideas to the outside 

world, know the importance of clear and inspired writing. They also know how 

Waterman pens, with their exquisite craftsmanship, make that  possible.  

You’re never at a loss for words. But if  you need any inkspiration  to take your 

writing to the next level ,  Waterman is happy to be of assistance.  

 

Waterman (logo)  

For inspired writing  

 

Use of media:  

Waterman being a writing instrument, ought to communicate most through the 

print medium, with TV/video and digital media being used to enhance the 

image of Waterman as a brand that stands for inspired writing.  

The writing competition ought to become an annual feature and should be  

conducted in association with a l iterary publication.  



Gifting too ought to be seriously pursued, including corporate gift ing.  

Waterman and the future:  

To keep pace with technological changes,  it  is not enough to merely  create a 

preference for longhand wr itten communication. Waterman ought to also 

innovate with tech companies to create a separate range of stylus pens for 

writing on electronic surfaces, such as smartphones, tablets and touchscreen 

PCs.  

These writing instruments ought to be pens that can wo rk across operating 

systems, devices and platforms. That way, Waterman will  be truly keeping pace 

with changing times,  and sti l l  retaining the personal, handwritten touch in 

communication.  

 

 

This brand strategy and ideas document has been created by Geet a Sundaram, 

advertising and brand communications professional and blogger at 

www.peripateticperch.com who can be reached at 

geetasundaram08@gmail.com or via https://www.linkedin.com/in/geeta -

sundaram-aka-wise-owl  
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