
 

 

AIR MATTERS:  
FABER'S NEW BRAND IMAGE 

 

Faber has launched a new communications strategy redesigning its logo, tagline 
and website, to strengthen the company's market leadership 

  
Milan, Eurocucina, FTK – Milan Furniture Fair (Salone del Mobile) 2016. Air matters: which is 
to say, the whole issue of air and its treatment. Faber has redesigned its brand image, once again 
putting the focus on air, a concept that has kept the company at the apex of the range hoods 
industry in Italy and abroad since 1955. The redesign begins with a light touch to the logo, a 
tuning-up of the tone of voice and a wholly new tagline with a double meaning: "Air Matters", which 
stresses the issue of air and its importance. As mentioned above, along with the tagline, the logo 
has also been redesigned, reshaped on cleaner and more incisive lines, and featuring a slightly 
darker green. 
 
Faber, the company that 60 years ago established Italy's leadership in the range hood industry, 
has now chosen Eurocucina 2016 as the ideal stage to present its new corporate communication 
strategy. So what are its aims? To consolidate the pioneering spirit of the company and strengthen 
its leading position in the range hood market, reaffirming the values that distinguish its products: 
extreme attention to quality, state-of-the-art technological solutions, continuous innovation, and 
design at the service of maximum hood functionality. 
 
"For over 60 years, we have travelled day-by-day along the road of constant research in terms of 
innovation and technology,” says Riccardo Remedi, Managing Director of Faber. “Now we 
would like to re-emphasise that in this industry no one in the world has the know-how, expertise, 
technologies, and vision of Faber in domestic air treatment. This new image will help us 
communicate our identity and our mission around the world.  
 
Indeed, the new brand identity emphasises Faber's long-term mission to create appliances that 
transform and improve the air in the kitchen, bringing new life to the most used room in house 
with increasingly advanced and user friendly products. In developing the new brand identity, Faber 
decided to focus on key concepts such as reliability, tradition and safety, values that the 
company wishes to share with consumers whenever they encounter a Faber branded product.  
 
The website has also had a makeover, to make it much simpler and more practical. The web 
page, with its more exciting look and feel, provides users with an intuitive approach to new 
company products and the technological research that has gone into them. It is easier to search 
through the new well-structured presentation of models. Indeed, with a single click you can open 
the product sheet and discover all the details of the chosen model: from suction capacity, to noise 
level, to the design with the measurements of the individual hood. All the information to help the 
user make an informed and sensible choice is easily to hand.  
 
Universal McCann has planned the advertising campaign, which will run throughout the year in 
trade, interior decor and consumer publications and will feature the new Talìka vertical range hood, 
due to make its appearance at Eurocucina 2016. The hood uses Faber’s exclusive Nautilus 
technology, a new fan assembly that qualifies the hoods for energy class A. The advertising 
campaign's visuals use an urban style environment, to emphasise the innovative design and 
technology.  
 
Studio Volpi took creative responsibility for the visual communication, the re-branding and the 
website's new image. This creative agency specialising in design, engineering and branding, has 
been in business since 1993. 


