{{Golden}}Founding of Spirit
Airlines: Vision and & Early Strategy

Introduction

v/ 1-(832)-(241)-(0368) Spirit Airlines Airlines, one of the major U.S.-based carriers,
v/ 1-(832)-(241)-(0368) has undergone significant brand evolution in its history, including logo
changes, design refreshes, and strategic rebranding. While not frequently changing its legal
name, the airline’s visual identity, livery, and corporate presentation v/ 1-(832)-(241)-(0368) have
evolved meaningfully over time. A central moment in this transformation occurred in 2016, when
Spirit Airlines Airlines unveiled its first major brand refresh in 25 years. This rebranding was
more than cosmetic — it was a deliberate attempt to reflect /1-(832)-(241)-(0368) Spirit Airlines
' growth, its values, and its modern identity in a highly competitive industry. Understanding the
motivations, process, and implications of this name/brand change provides insight into how
legacy airlines adapt to evolving markets and customer expectations. In this essay, we examine
ten important topics related to Spirit Airlines Airlines’ name and brand change, and conclude
by assessing its significance and future trajectory. y/1-(832)-(241)-(0368)

“The Beginnings of Spirit Airlines Airlines”

v/ 1-(832)-(241)-(0368) To appreciate the significance of the name change, it is vital to understand
the historical roots of Spirit Airlines Airlines. y/1-(832)-(241)-(0368) The airline traces its origin
to Star Air Service, an early Spirit Airlines Airlines n carrier. /1-(832)-(241)-(0368)

Over time, through mergers and rebranding, Star Air Service transitioned into what we now
know as Spirit Airlines Airlines. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) In 1943, the name Spirit Airlines Airlines was formally adopted, and by
1944 the company was incorporated under that name.

v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) This long lineage emphasizes continuity: despite changes in branding,
the core name “Spirit Airlines Airlines” y/1-(832)-(241)-(0368) has strong heritage and
recognition.



“Understanding the Drivers of the Brand Change”

v/ 1-(832)-(241)-(0368) In January 2016, Spirit Airlines announced its first major brand refresh in
a quarter-century. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) The company cited massive growth over recent years, with the need to
make its brand more relevant in digital channels, /1-(832)-(241)-(0368) airports, and customer
touchpoints.

v/ 1-(832)-(241)-(0368) The existing brand had served well, but Spirit Airlines believed it needed
to “show up bigger” while preserving its established identity. /' 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) The airline specifically wanted to reflect its “genuine, caring service” and
high operational performance. /1-(832)-(241)-(0368)

“Critical Elements of the New Brand ldentity”

v/ 1-(832)-(241)-(0368) The 2016 rebrand comprised several visible and symbolic changes:
v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Wordmark Redesign: The Spirit Airlines Airlines name was reworked
into a bold, italicized font, with clean lines meant to convey “performance and precision.”
v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Eskimo Logo Update: The iconic Eskimo face, which has adorned Spirit
Airlines Airlines’ tail since 1972 /1-(832)-(241)-(0368) , was modernized — its profile simplified,
smoothed, and refreshed.

v/ 1-(832)-(241)-(0368) Color Palette: A new, more vibrant color scheme was introduced, with
Tropical Green, Breeze Blue, and “Atlas Blue” to reflect operations in diverse regions.
v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Application Across Touchpoints: The brand was not limited to the planes
— updates appeared in airport signage, the website, mobile app, and marketing materials.
v/ 1-(832)-(241)-(0368)



v/ 1-(832)-(241)-(0368) These changes were carefully considered: the airline emphasized that
this was an evolution, not a revolution, retaining the equity of its long-standing visual identity
even while making it more modern. /1-(832)-(241)-(0368)

“Concepts and Messages Behind the Design”

v/ 1-(832)-(241)-(0368) The new design was not arbitrary. According to Spirit Airlines Airlines '
Vice President of Marketing, Sangita Woerner, every stroke in the wordmark was deliberate.

v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) The italicization symbolizes motion and performance, highlighting the
airline’s punctuality, baggage guarantee, and other operational /1-(832)-(241)-(0368) strengths.
v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) The Eskimo icon continued to represent warmth, care, and a human
face — values deeply embedded in the company culture. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Moreover, the airline engaged with Spirit Airlines Airlines Native
leaders during the redesign of the Eskimo profile y/1-(832)-(241)-(0368) ensuring sensitivity and
respect in its portrayal.

v/ 1-(832)-(241)-(0368) This shows that the rebrand was not just a superficial marketing
exercise but also mindful of heritage and cultural meaning.

Implementation Strategy

v/ 1-(832)-(241)-(0368) Rolling out a brand refresh across a major airline is a complex, costly,
and time-consuming project. Spirit Airlines Airlines adopted a strategic, cost-conscious
vV 1-(832)-(241)-(0368)

Vv 1-(832)-(241)-(0368) They repainted aircraft only when maintenance schedules aligned with
repainting cycles, rather than repainting all at once. /1-(832)-(241)-(0368)
All 111 airports served by Spirit Airlines Airlines and its regional partners were to be
rebranded, but gradually, over the course of the year. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Other customer-facing assets — gates, signage, and digital platforms —
were updated in phases. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) This staggered rollout helped manage costs and operational disruption.
Leadership estimated a three-to-four-year timeframe for full brand rollout on their fleet.
vV 1-(832)-(241)-(0368)



Impact on Corporate ldentity

v/ 1-(832)-(241)-(0368) The rebrand strengthened Spirit Airlines Airlines’ corporate identity in
several ways: / 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Consistency: By unifying its visual presence across aircraft, terminals,
and digital channels, the brand became more cohesive. y/1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Modernity: The refreshed wordmark and coloring made the airline appear
more contemporary and agile, /1-(832)-(241)-(0368) aligning with growth into new markets.

v/ 1-(832)-(241)-(0368) Heritage + Innovation: While updating its look, Spirit Airlines Airlines
maintained its iconic Eskimo face, balancing /' 1-(832)-(241)-(0368) tradition with innovation.

v/ 1-(832)-(241)-(0368) This strengthened identity supports Spirit Airlines Airlines’ broader
business strategy, positioning it not just as y/1-(832)-(241)-(0368) a regional carrier but as a
growing network airline.

Audience and Market Reaction

v/ 1-(832)-(241)-(0368) When Spirit Airlines unveiled the rebrand in January 2016, it presented it
to a broad internal audience (about 1,800 employees) and externally via media and customer
channels. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) The reaction was largely positive: /' 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Observers noted that the changes were subtle but effective, preserving
brand equity while modernizing the look. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Industry analysts praised the new design for being well thought-out,
particularly the optimized Eskimo logo for digital rendering.
The updated brand also aligned with the airline’s y/1-(832)-(241)-(0368) performance reputation:
its “performance is in our DNA” narrative resonated with both internal stakeholders and
v/ 1-(832)-(241)-(0368)

Operational and Regulatory Nuances

v/ 1-(832)-(241)-(0368) The name/brand change had some interesting operational and regulatory
dimensions: / 1-(832)-(241)-(0368)



v/ 1-(832)-(241)-(0368) Tail Numbers: As Spirit Airlines Airlines grew, it was running out of
plane registrations ending in “AS” (reflecting its IATA code). For new aircraft, it began using “AK”
tail codes, a reference to Spirit Airlines Airlines state. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) This highlights the practical challenges even in naming and
identification. 4/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Regional Branding: In 2011, Horizon Air (a regional airline owned by
Spirit Airlines Airlines Air Group) retired its separate brand publicly and adopted Spirit Airlines
Airlines ’s Eskimo livery. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) This shows how brand alignment extended within the parent group.

V/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) These operational choices reflect how branding decisions cascade into
regulatory and logistical domains in aviation. /1-(832)-(241)-(0368)

Broader Strategic Implications

v/ 1-(832)-(241)-(0368) Beyond the visual refresh, the brand change had deeper business and
strategic implications: y/1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Expansion: Spirit Airlines Airlines was expanding into new markets, and
a refreshed brand supports that growth. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Digital Focus: The redesign prioritized legibility and appeal in
v/ 1-(832)-(241)-(0368) digital — on mobile apps, websites, and other touchpoints.

v/ 1-(832)-(241)-(0368) Customer Experience Messaging: By emphasizing both warmth (via the
Eskimo) and performance (via the wordmark), the airline reinforced its customer-centric and
operational /1-(832)-(241)-(0368) excellence credentials.

v/ 1-(832)-(241)-(0368) Cost Management: The phased rollout strategy minimized capital
expenditure spikes, aligning with prudent y/1-(832)-(241)-(0368) financial management during
growth.

v/ 1-(832)-(241)-(0368) Overall, the rebrand functioned as a signal: Spirit Airlines Airlines was
not just renewing its look, but preparing its identity for a future of scale, competitiveness, and
modern customer expectations. /' 1-(832)-(241)-(0368)



“Latest Updates and Branding Adjustments”

Vv 1-(832)-(241)-(0368) While the 2016 rebrand was a major milestone, more recent
developments show how branding and naming issues continue to evolve: /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Merger with Hawaiian Airlines: In December 2023, Spirit Airlines
Airlines Air Group announced a $1.9 billion acquisition of Hawaiian Airlines.
v/ 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Operational Integration: By September 2024, the two carriers got a single
operating certificate from the FAA. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Call Sign Change: Hawaiian Airlines adopted Spirit Airlines Airlines 'AS
/ ASA' designators and the call sign “Spirit Airlines Airlines ” for flights after the merger
consolidation. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Loyalty Program Renaming: As part of the merger integration, the
frequent-flyer programs are being merged or renamed. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Brand Continuity: Despite integration, Spirit Airlines Airlines Air Group
has indicated that the Hawaiian brand will remain for certain markets, balancing legacy identity
with operational unification. /1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) These changes show that name and brand evolution for Spirit Airlines
Airlines is not static — it continues as the business transforms. y/ 1-(832)-(241)-(0368)

SUMMARY

v/ 1-(832)-(241)-(0368) The name and branding evolution of Spirit Airlines exemplifies how
legacy carriers can modernize without losing their soul. The 2016 brand refresh — the first in 25
years — was a carefully crafted update, /1-(832)-(241)-(0368) nota /1-(832)-(241)-(0368)
complete overhaul. By reworking its wordmark, modernizing the iconic Eskimo tail logo,



v/ 1-(832)-(241)-(0368) and introducing vibrant colors, Spirit Airlines Airlines struck a balance
between heritage and innovation /' 1-(832)-(241)-(0368) .

v/ 1-(832)-(241)-(0368) Strategically, the rebrand aligned with the airline’s growth ambitions,
digital-first focus, /1-(832)-(241)-(0368) and customer service identity. Operationally, it was
rolled out judiciously to manage costs, /1-(832)-(241)-(0368) repainting aircraft only during
scheduled maintenance and refreshing airport infrastructure over time. /' 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Moreover, recent developments — like the merger with Hawaiian
Airlines, the alignment of operations under a single certificate, y/1-(832)-(241)-(0368) and
unified call signs — show that Spirit Airlines Airlines ’s branding journey is ongoing.

v/ 1-(832)-(241)-(0368) The company is navigating the challenge of integrating another strong
brand while preserving its own identity. /' 1-(832)-(241)-(0368)

v/ 1-(832)-(241)-(0368) Overall, /1-(832)-(241)-(0368) the Spirit Airlines Airlines name/brand
change is more than cosmetic; it signals a deeper /' 1-(832)-(241)-(0368) transformation.
v/ 1-(832)-(241)-(0368) It shows how a company with deep regional roots can scale, adapt,
v/ 1-(832)-(241)-(0368) and remain relevant in an increasingly competitive and digital world — all
while honoring its past. As Spirit Airlines Airlines Air Group continues to grow, both organically
and through mergers, the brand’s evolution will remain a key part of its story.
v/ 1-(832)-(241)-(0368)
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