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The good news: Yahoo clearly has not spent a centdevising “Altaba”, the new name for the investmentcompany
that will be left after the operating business issold to Verizon. The bankers’ working title of‘RemainCo” is hardly
less exciting.

Further good news: the people who came up with whatseems to be a combination of “alternative” and“Alibaba”
(Yahoo's stake in which is its most valuable asset) did not decide to call the newcompany “Alibernative”.

The bad news: one underwhelming naming ceremony does not signal an end to wilder rebrandings.
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Fuelled by the neverending cycle of mergers and demergers, inventing new names is an annuitybusiness for brand
gurus and a dependable source of nonsensical justifications from the marketingdepartment.
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| thought this sector had reached a low point in 2014, when PwC rebranded Booz &amp; Company,the consultancy
it had bought, as Strategy&amp;. But the past year has seen the birth of Conduent,which sounds more like an
intimate skin balm than the business process services group that waspart of Xerox. Arconic, which makes multi-
material products for aerospace groups and carmakersand emerged from Alcoa, could be an old-fashioned cocktail
mixer. In fact, according to the group,the A stands for Alcoa, the “arc” for the “arc of progress”, and the “conic”
alludes to the iconicproducts the company produces.

Whatever. History suggests that if a company is successful, people do get used to its new handle,however
outlandish it seems at first (think of Accenture or Diageo, at first ribbed for theirportmanteau brands).
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The people | usually pity in rebranding exercises are the front-line employees. They suffer theindignity of having to
explain themselves — and their new name — long after the marketingdepartment has packed away the jargon and
the branded freebies. For instance, | can only imaginethe pain of staff at “Everything Everywhere” before that 2010
telecoms joint venture wasrenamed EE.

David Filo’s original name*Jerry’s Guide to the World Wide Web” was never going to last. Still, the brand was
enough toenergise its early hires. According to Karen Angel’s book Inside Yahoo!, published in 2002, thegroup’s
first head of marketing even replanted her garden to bloom in Yahoo's purple and yellowcolours.

Yahoo!)???2???7????7?2??2?2???7?2?2?2?722???7????7??? Those flowers have long since wilted. Now, my sympathies are



S S https://www.jiandongshicai.cn/

— jiandongshicai.cn

with the staff who will continue towork at the operating businesses, under the unchanged Yahoo banner, rather
than the few who willrun Altaba. As the once-mighty internet group’s reputation suffers slow death by a billion
databreaches, a rebrand, however dull or wacky, would probably come as a merciful relief to Yahoo’sjob-seeking
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