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Brand identity design. Who needs it? Every company in 
existence. Who provides the service? You.

But how do you win big-name clients? And how do you keep 
your work relevant in the ever-evolving design profession? 
If you’re like me, one of your goals as a graphic designer is 
to continuously improve your skills so that you can attract 
the clients you want to work with. So it’s vital that you keep 
learning and growing.

This book is about sharing with you everything that I know 
about creating brand identities so that you can stay motivated 
and inspired, and make smart and well-informed decisions 
when procuring and working with your clients.

But who am I, and what reason do you have for heeding 
my advice?

For almost 10 years I’ve been sharing design projects 
on my self-named blog at davidairey.com, then later at 
logodesignlove.com and identitydesigned.com. Readers have 
been walked through the individual stages of not only my own 
identity projects, but also those of talented designers and 
studios around the world. I put emphasis on how to seal the 
deal with clients, how to translate details of design briefs, and 
how to help reach consensus with clients before they sign off 
on an idea.

If my Google Analytics are to be believed, my websites 
currently generate one million monthly page views, with 
hundreds of thousands of designers visiting regularly. My 
readers tell me how much they appreciate seeing “behind the 
scenes” into the design process, and that it’s difficult finding 
such insights elsewhere. They tell me the content I publish is 
helpful and inspiring (and no money changed hands during 
our conversations).

Introduction
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If you search through the portfolios of the most successful 
design studios, you’ll find plenty of examples of final design 
work. Some portfolios might even show one or two alternative 
concepts. For the most part, however, there’s very little of 
what actually happens between designers and their clients: 
the questions the designers ask to get projects started on the 
right foot, how they generate ideas after creating and studying 
the design brief, and how they present their designs to win 
client approval. Those details are like gold dust to a designer.

And so, the idea for this book was born.

The first edition was published in 2009 and is available in 10 
languages, with the English version reprinted a number of 
times. Five years later, it became obvious to me where I could 
improve on the content. The result is this new edition that 
benefits from my additional experience, containing new case 
studies from new contributors, and new insights from a wealth 
of design talent.

When you finish reading this book, I hope you’ll be well-
prepared to go out and win your own clients and create your 
own iconic brand identities. Had I known about everything 
contained in these pages when I started my own design 
business in 2005, I would definitely have saved myself a lot 
of worrying and restless nights.
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At some point in the future, you might find yourself giving your 
client a lesson about design—perhaps about typography or 
print quality, for example. But first it’s important that you learn 
all you can about your client. Without knowing specific details 
of your client’s business, his reasons for seeking a brand 
identity, and his expectations of the process and final design, 
you can’t possibly be successful with the project.

Gathering this info needs a significant investment of time, and 
more than a little patience, especially when what you prefer 
to do is to get started on the design work. But if you cut back 
on the time and attention this early stage needs and jump 
straight onto the sketchpad, you risk completely missing your 
client’s mark.

Calming those nerves
At the onset of just about any design project, you or your 
client, or perhaps both of you, will likely be feeling some 
anxiety. That’s because, as any designer with a bit of 
experience can attest, the client-designer relationship 
doesn’t always run smoothly.

For your part, you need to be careful choosing clients, 
in the same way that clients often choose from a number 
of designers.

I get emails like this now and again:

“I need a logo. I know exactly what I want. I just need a 
designer to make it happen.”

On the contrary, that person doesn’t need a designer. She 
is the designer. She needs someone who knows how to use 
computer software. She can save herself money by finding that 
person instead.

Always remember that you’re being hired because you’re the 
expert. The client should not assume the role of telling you 

Chapter four

Laying the groundwork
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what to do. She should be comfortable simply letting you do 
what you do best—creating iconic brand identities.

If you feel uneasy in any way about the relationship, you 
should definitely find a way to discuss it with the client. 
There’s nothing like healthy dialogue to get a clear sense 
of what is expected, both on your part and on the part of 
your client.

Most clients will be anxious about the process of having a 
brand identity created for their business. Many will see ideas 
as a risk, and not as a way to secure their mortgage. So the 
more in-depth your initial discussions, the more at ease 
you will make your clients. It may be that it’s their first time 
working on an identity project, and it’s up to you to show 
them how smoothly the process can flow.

Brief, not abrupt
Understanding your client’s motivations involves a lot more 
than simply setting minds at ease, however. You’re not a mind 
reader, so a series of specific questions and answers about 
your client’s needs and desires is the first order of business. 
You then turn this information into a design brief that reflects 
the expectations of both you and your client for the project.

The design brief plays a pivotal role in guiding you and the 
client to an effective outcome. There might be stumbling 
blocks that crop up along the way—your client may disagree 
with a decision you’ve made, for instance. It’s at points like 
this when you can return to the details of the brief to back up 
your stance.

That’s not to say you won’t make design changes as a result of 
a disagreement—you want to please your client, after all. But 
the design brief exists to provide both of you with concrete 
reasons for making decisions throughout the process.

There are several ways you might obtain the information you 
need from your client: in person, by telephone, video chat, 
or by email. I find that with many of my clients, it’s useful to 
pose questions in the form of a digital questionnaire or email. 
With others, more face-to-face time might be necessary. What 
matters most is that you’re able to extract as much relevant 
information as possible, and at the beginning of the project.
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Gathering preliminary information
You’ll want to ask your potential client the following basic 
information before moving on to some in-depth questions:

Your name 
Company name 
Telephone number 
Mailing address 
Web address 
Years in operation 
Your role in the company

More detail
The crux of a healthy design brief lies in the questions you 
pose. Getting the answers isn’t difficult. You just need to ask.

Here are a few suggested questions to use as a starting point. 
Keep in mind, however, as you form your own list, that the 
needs of each industry and every company vary.

Summarize the business
What do you sell?

Who do you sell to?

How much does it cost?

Summarize the project
What are your goals for a new identity design?

What specific design deliverables do you want?

Who will be working on this project from your end? Will any 
additional outside partners or agencies be involved, and if 
so, how?

What is motivating you or enabling you to do this project now?

When does my work need to be finished, and what is 
driving that?

What are you worried about? What do you imagine going 
wrong?

Is there anything about your company that might make this 
project easier or harder in certain ways?
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What is your budget range?

How many designers are you talking to and when do you 
expect to make a decision?

A quick note on the decision-maker
One of those questions concerns who is working on the 
project from the client end. This is important because you 
want to know if you’re dealing directly with the decision-maker 
throughout the project. Dealing with the decision-maker—in 
other words, the person or committee who has the final say 
over the company’s brand identity—isn’t as critical during the 
information-gathering stage as it is when you present your 
ideas. We’ll talk more about this in Chapter 8.

When working with larger organizations, it’s more likely that 
your point of contact is an employee rather than the CEO. This 
person will help you to gather all the necessary information 
for the design brief. Later in the process, he’ll be likely to 
introduce you to the decision-maker or a committee. But for 
now, the focus is on information gathering.

Give your client time and space
These questions are enough to get you started. You’ll probably 
have more to add, given that every industry has its own 
specific requirements, quirks, and expectations.

As you pose your set of questions, don’t rush the client to 
answer them. We all appreciate some space to consider 
answers in our own time, and you’ll end up gaining more 
insight, too. Welcome the opportunity to answer seemingly 
off-topic questions, because at this stage every detail helps.

But maintain the focus
In addition, don’t allow your client to confuse this as a chance 
to dictate terms; instead it’s an opportunity to really focus on 
the project and on the benefits the outcome will achieve. It’s 
precisely this level of focus that will provide you with all of the 
information you need to do your job.

The client’s answers are likely to make you ask follow-up 
questions, as well as prompt some ongoing discussion about 
design ideas.
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Study time
Once you’ve gathered the necessary preliminary information, 
spend some time very carefully reviewing it.

What are your client’s concerns?

What does the company want to play up?

What is it truly selling?

And how does the company want to present itself in the 
market? Identities that are pretty and stylish may win awards, 
but they don’t always win marketshare.

The next step of the information-gathering stage involves 
conducting your own field research. Learn as much as you 
can about the company, its history, its current brand identity, 
and the effect it has had on market perception. And don’t 
forget to review any identities it has used in the past. These 
additional insights are critical. You also need to focus on how 
your client’s competitors have branded themselves, picking 
up on any weaknesses you perceive and using them to your 
advantage in your design. After all, if your client is to win, 
there needs to be a loser.

Assembling the design brief
Documenting the information can be a matter of taking notes 
during a meeting (having a minute-taker present can be a big 
help), recording telephone conversations, editing an email 
back-and-forth, and stripping the chat down to just the most 
important parts. Did I mention that designers need to be 
editors, too?

It’s wise to create a succinct, easily accessed, and easily shared 
document that you or your client can refer to at any time. 
You’ll want to send a copy to those involved in the project. 
And keep a copy at hand to use in follow-up meetings.

For your part, you want to use the brief to help keep your 
designs focused. I’m sure that I’m not the only designer to 
have entertained some pretty far-fetched ideas every now 
and then. Relevancy—one of the elements we’ve already 
discussed—is key, and your brief can help you stay on track.

Let’s look at a few instances in which designers extracted 
critical information from their clients and then used it to create 
effective results.
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A mission and some objectives hold the key
Clive’s is a specialist organic bakery set in the heart of Devon, 
England. Since 1986, the company has been making pies 
stuffed to bursting point with unique fillings inspired by 
culinary traditions from around the world.

In 2005, Clive’s asked English studio Believe in to rebrand the 
bakery (at the time the company was named Buckfast Organic 
Bakery) because its existing identity had become dated, 
inconsistent, and uninspiring. The brand was also failing to 
communicate the vibrancy behind the company and its unique 
range of vegetarian and gluten-free pies, cakes, and pastries.

Believe in got the creative process rolling by creating a design 
brief that included a description of Clive’s mission, as well as 
the project’s objectives.

The mission was to contemporize the bakery’s image and 
emphasize the uniqueness of the product. The new brand 
objectives aimed to communicate the dynamic personality 
of the company; highlight the organic nature of the products 
and their homemade quality; convey the healthy, yet fun and 
tasty recipes; and introduce Clive’s to a new generation of 
health-conscious, brand-aware consumers.

Believe in’s solution was to create a logo that combined a 
hand-drawn typeface with clean modern type, communicating 
the forward-thinking values of the company, together with the 
homemade qualities of the products.

The strapline “made with love” emphasizes the handmade, 
healthy, natural, and organic quality of Clive’s products.

Clive’s wanted the new identity applied to its packaging, 
marketing materials, website, and company vehicles. Believe 
in created a new design for the packaging that combined the 
logo with “Pot of” typography and colorful graphics.

Clive’s
By Believe in, 2005, 
with updated 
packaging in 2014

“We usually show up to 
three different design 
routes for projects like 
this, with each route 
supported by a clear 
rationale, and the 
process often includes 
a preferred solution, 
again with clear 
reasons to support 
the recommendation.” 
Blair Thomson, 
creative director, 
Believe in
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Large, distinctive typography, bright colors, and bold photog
raphy focusing on fresh organic ingredients make the brand 
easily identifiable, giving it a contemporary, confident appear-
ance that appeals to a much wider audience than before.

Clive’s had a 43 percent increase in product sales during the 
first 18 months after the new identity was launched.
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Field research making a difference
When Federal Express Corporation invented the overnight 
shipping business in 1973, the market was one-dimensional: 
one country (USA), one package type (letter), and one 
delivery time (10:30 a.m.). By 1992, the company had added 
new services (end of next business day and two-day economy) 
and was shipping packages and freight to 186 countries. 
But by then, a host of competitors had emerged and created 
the perception of a commodity industry driven by price. 
As the most expensive service, Federal Express was losing 
market share.

The company clearly needed to better communicate its broad 
service offering and reaffirm its position as the industry leader. 
It hired global design firm Landor in 1994 to create a new 
direction that would help reposition the delivery corporation.

For Landor, market research was key in producing an enduring 
and effective design. Landor and Federal Express assigned 
both of their internal research groups to collaborate for a 
nine-month global research study. The study revealed that 
businesses and consumers were unaware of the international 
scope and full-service capabilities offered by FedEx, believing 
that the company shipped only overnight and only within the 
United States.

Landor conducted additional research about the Federal 
Express name itself. It found that many people negatively 
associated the word “federal” with government and 
bureaucracy, and the word “express” was overused. In 
the United States alone, over 900 company names were 
employing this word.

On a more upbeat note for Federal Express, the research also 
revealed that businesses and consumers had been shortening 

Federal Express 
Corporation
An earlier, less 
distinctive design.
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the company’s name and turning it into a generic verb—as 
in “I need to FedEx a package,” regardless of which shipper 
was being used. In addition, research questions posed to the 
company’s target audience confirmed that the shortened form 
of the name, “FedEx,” conveyed a greater sense of speed, 
technology, and innovation than the formal name.

Landor advised Federal Express senior management to 
adopt “FedEx” as its communicative name—to better suggest 
the breadth of its services—while retaining “Federal Express 
Corporation” as the full legal name of the organization.

Over 300 designs were created in the exploratory phase, 
ranging from evolutionary (developed from the original) to 
revolutionary (altogether different ideas).

The new logo and abbreviated company name that Landor 
came up with allows for greater consistency and impact in 
different applications, ranging from packages and drop boxes 
to vehicles, aircraft, customer service centers, and uniforms.

Landor and FedEx spent a great deal of time and energy 
researching the marketplace, discovering how the Federal 
Express brand was perceived, where they needed to improve, 
and how to do it. This is a fine example of how in-depth 
preparation led to an iconic solution.

FedEx logo options

FedEx
By Lindon Leader 
(while at Landor), 1994



52



53



54

Bringing the details to life
Designer Maggie Macnab was asked to create a new logo for 
the Heart Hospital of New Mexico. A teacher who has taught 
brand identity at the University of New Mexico for more than 
10 years and a past president of the Communication Artists 
of New Mexico, Maggie felt it was vital to clarify her client’s 
expectations from the very outset.

During the information-gathering stage, Maggie had meetings 
with the hospital design committee (comprising doctors from 
merging small practices and the funding insurance company). 
She asked what was required from the brand project and was 
given these criteria:

•	 The identity must have a New Mexico “look and feel.”
•	 It must (obviously) be directly related to cardiology.
•	 The patients need to know that they’re in very good hands.

Broader research on New Mexico told Maggie that the Zia 
symbol was being used as the state logo, as it had been for 
more than 100 years. The Zia are an indigenous tribe centered 
at Zia Pueblo, an Indian reservation in New Mexico. They 
are known for their pottery and the use of the Zia emblem. 
Zia Pueblo claims this design; it’s a prevalent indigenous 
pictograph found in the New Mexico area.

“I knew there was something about all three project criteria 
in the Zia symbol, so I encouraged the doctors to ask for an 
audience with the elders at Zia Pueblo to request the use of 
their identifying mark,” said Maggie. “The Zia is an ancient and 
sacred design, and I was well aware of Zia Pueblo’s issue with 
people randomly slapping it on the side of any old work truck 
as an identity, which happens often in New Mexico.”

The Zia sun 
symbol
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After receiving permission from the elders, and after dozens 
of experimental iterations and sketches, Maggie integrated the 
palm of a hand with a heart shape, and the Zia became the 
mark symbolizing both New Mexico and the ministering of 
hands-on care.

Maggie’s thoroughness during the initial project stages not 
only convinced Zia Pueblo to grant the use of the Zia symbol, 
but they also blessed the hospital grounds and danced at 
the groundbreaking ceremony—excellent PR for the fledgling 
heart hospital.

Heart Hospital of 
New Mexico
By Maggie Macnab, 
1998

“I’ve always been 
a symbolist and 
nature-lover, and 
both are essential 
in an effective logo. 
Symbols are derived 
of nature, and this 
knowledge is common 
to every human on 
earth, although it is 
not discussed much, 
let alone taught in 
most design classes.” 
Maggie Macnab
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“It’s always a good idea to be sensitive to things like this,” 
added Maggie. “Not only are you doing the right thing 
by showing common courtesy, but respecting traditions 
and differences can bring great and unexpected things 
together—very important for collective acceptance.”

Culling the adjectives supplied by the client
Something you might want to ask your clients is what words 
they want people to associate with their brand identities. 
This can be fruitful information for a designer.

Executives at Harned, Bachert & Denton (HBD), a law 
firm in Kentucky, felt that HBD’s identity didn’t effectively 
portray the experience, history, and integrity that the firm 
had built over nearly 20 years. They wanted a design that 
distinguished them as a professional and unified group 
of ethical attorneys.

The old HBD monogram lacked any sense of design 
style and was very easy to forget, so designer Stephen 
Lee Ogden was given the task of creating an effective 
redesign. Meetings, chats, and email between client and 
design team helped Stephen learn what was needed for 
the new identity.

The following words were specified as the ideal fit: 
professional, ethical, strong, competent, unified, relevant, 
experienced, detail-oriented, and approachable. Stephen 
relied heavily on these adjectives to help him shape the 
new icon.

Harned, Bachert, 
& Denton
Old logo
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The rationale behind the icon was that the simple, bold shape 
would come to symbolize a unified firm. All of the firm’s 
partners bought into the idea.

Harned, Bachert, 
& Denton
By Stephen Lee 
Ogden, during 
employment at 
Earnhart+Friends 
of Bowling Green, 
Kentucky, 2007
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When you take the time up front to really get to know your 
client and the related industry, you not only stand a much 
greater chance of delivering a design you respect and they 
love, but you also put yourself in a strong position for 
advising them about designs at some point down the road. 
Once clients see what you’re made of, they’ll happily send 
more work your way.
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Brand New Conference brand identity, 192–199
branding, 6, 153–154. See also brand identity; 

rebranding
Brass Developments sub-brands, 169
Bravo Company design studio, 184–191
Bunch branding/design studio, 11–12, 204–215
business cards, 22, 76, 154
business-to-business brands, 31

8-pointed-star logo, 11–12
160over90 branding agency, 101, 102, 174–183
300million design studio, 5, 138

A
Ace Jet 170 design blog, 131
Airey, David

ADB symbol/mind map, 82, 83, 113–116
Berthier Associates identity project,  

109–112, 157
Circle sketches, 100
design blog Q&A, 152–161
“HE” monogram, 26
Kairos logo, 171, 172–173
Rupp cheese factory redesign, 63–65
TalkTo wordmark, 126–127
Virtulos typeface customizations, 121–125
website, 161
Yellow Pages “walking fingers” redesign, 

126–127
AisleOne design blog, 150
All About Tea brand identity, 200–203
anxiety, 42–43, 108
Apple logo, 164
Arnell, Peter, 61
art of conversation, 108–127

avoiding intermediation, 116–117
conspiring with point of contact, 113–116
dealing with decision-maker, 109–113
keeping committee involved, 120–121
role of, in design process, 108
swallowing your pride, 126–127
taking control, 118–120
under-promising/over-delivering, 121–126

Asian Development Bank (ADB)
Annual Meeting symbol, 113–116
mind map, 82, 83

Aston Martin logo, 6, 163
Awards for National Newspaper Advertising 

(ANNAs) logo, 31–33

B
B2B (business-to-business) brands, 31
bakery brand identity, 47–49
Bass, Saul, 130
BBC logo, 170
Believe in design studio, 13–14, 47–49, 143–148
Berthier, Dominique, 109
Berthier Associates identity project, 109–112, 157
Bierut, Michael, 136–137, 192

Index

Looking for something?
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conversation. See art of conversation
copyright infringement, 152
Corn Flakes, Kellogg’s, 7
creative experiences, 136
creative flow, 80, 84
creative thinking, 149
criticism, 130, 150. See also client feedback
“crowdsourcing” websites, 78
cultural awareness, 170
curiosity, 142
currency exchange, 77–78
customers. See also clients

building trust with, 7, 21
making logos relevant for, 24–27, 165

cycling-apparel logo, 36
Cystic Fibrosis Trust identity, 18–20

D
Dalaco visual identity, 143–148
dates, file, 106
davidairey.com, 161
Davidson, Mike, 152
de Bono, Edward, 149
deadlines, 121, 143. See also schedules
decision-makers, 45, 109–113
decision-making committee, 109–121

basic rules for dealing with, 113–121
Berthier Associates example, 109–112
controlling review process of, 109, 118–120
ensuring involvement of, 120–121
explaining ground rules to, 118–119
invoking “studio policy” with, 117
language/translation issues, 117
“office politics” within, 116
presenting ideas to, 112
working directly with, 109

dentist logos, 163
deposits, 77
design

blogs, 131, 152
books about, 218
brief, 43, 44, 46
by committee, 109, 112
contests, 78
courses, 84
ideas (See design ideas)
inspiration, 130
jargon, 118
learning, 130–131
measuring return on investment for, 153–154
partnerships, 74
practicing, 142
pricing formula, 72–75
process (See design process)
progression from early to later work, 137
revisions, 43, 149, 158–159
role of computers in, 84, 121, 136
tips (See logo design tips)

C
CampusIT sketches, 84–87
card stock, 168, 184
Carusone, Antonio, 150
Cerovski brand identity, 204–215
Chain Reaction Project brand identity, 184–191
cheese factory redesign, 63–65
Chermayeff, Ivan, 70–71, 131
Chermayeff & Geismar & Haviv (CGH), 70–71, 174
Circle web-hosting company sketches, 100
Citi logo, 8–9
Citigroup-Travelers merger, 8
clichés, 165
client feedback, 119, 121, 126, 142–143, 150
client presentations. See presentations
client testimonials, 155
clients. See also decision-making committee

art of conversation with, 108
bad experiences with, 160
breakdown in communication with, 154–155
calming initial anxiety of, 42–43
choosing, 42, 161
collaborating with, 136
deciding what to charge, 72
finding common ground with, 142–143
gathering information from, 43, 44–45, 162
getting feedback from, 119, 121, 126, 150
getting to know, 43, 59
handling workload for multiple, 161
learning about business of, 42
overseas, 156
presenting ideas to, 100–101, 108, 149
sealing the deal with, 155

client-studio relationship, 119, 120
Clive’s brand identity, 47–49
clothing labels, 35, 37
club logo, 11–12
color

and cultural awareness, 170
form before, 101–103
using single, 64, 166
vs. black and white, 29, 165
vs. shape, 64

committee, design by, 109, 112
communication

breakdowns, 154–155
with overseas clients, 156
skills, 108, 149

competition, 159, 170
computers

and creative flow, 84
and project schedules, 121
vs. sketchpad work, 84, 136, 164

conference materials, 192–199
confidentiality agreements, 160
contests, design, 78
context, 103–106, 171, 174
contrast, 29, 166
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flat-fee projects, 75–76, 77
flexibility, 169, 170, 204
focus

maintaining, when gathering information, 45
retaining client, when presenting designs, 106
single vs. multi-feature, 37–38, 39, 127

focus groups, 62–63
Food Writers logo, Guild of, 5
form vs. color, 101–103
French Property Exhibition logo, 37–38
friends and family, working for, 158
Function Engineering brand identity, 138–141
furniture-store logos, 163

G
Garamond Italic typeface, 201
Geismar, Tom, 130
gestures, 170
Glad Creative design studio, 15–17, 169
golf-aid logo, 24–26
Gomez-Palacio, Bryony, 192
goodie bags, 196
graphic designers, 109
Gray, Brian Alexander, 61
Grear, Malcolm, 28. See also Malcolm Grear 

Designers
“greater than” symbol, 27
Guild of Food Writers logo, 5

H
Haldemann, Alex, 91, 92, 132, 153
hand-drawn typeface, 47, 64
Hanft, Adrian, 149
Harned, Bachert, & Denton (HBD) logo, 56–59
Harper & Row trademark, 70
HarperCollins brand identity, 70–71
Harry Potter book series, 9
Hawaiian Airlines logo, 24
HE (Henri Ehrhart) monogram, 26
health-care logo, 23
Heart Hospital of New Mexico logo, 54–56
Helvetica Neue typeface, 66
High Tide design studio, 171
hourly rates, 75–76, 77
Huerta, Gerard, 136
humor, 171
Hyde, David, 132

I
ico design studio, 27
iconic design

breaking rules to create, 39
elements of, 22–39

adaptability, 35–36, 39
distinctiveness, 29–34, 39
memorability, 34–35, 39
relevance, 24–27, 39
simplicity, 22–23, 35, 39

design ideas
generating, 80
helping clients visualize, 103–106
presenting to clients, 108
presenting too many, 100–101, 156–158
rendering as PDFs, 101
rights of use for, 154, 160
showing in context, 103–106
sketching (See sketching)

design process
and art of conversation, 108
client involvement in, 106, 120
as investment, 155
listening to feedback during, 126
major steps in, 80
originality trouble, 152–153
for redesign vs. new identity, 60
and rights of use, 154
role of mind maps in, 80
scheduling issues, 121, 126, 161

design-services websites, 155
differentiation, from competition, 170
diplomacy, 71
discounts, 158
distinctive logos, 29–34, 39
Dolphin Square logo, 27
donating design services, 79
down payments, 77, 160
drawing skills, 84, 106, 136. See also sketching
Dubai Events Holding rebranding, 103–104

E
economic situation, 74–75
Ed’s Electric logo, 26
Egg-n-Spoon logo, 163
Ehrhart, Henri, 26
email, communicating with clients via, 43, 46, 

56, 156
empathy, 113
employment contracts, 160
Enns, Blair, 112, 113, 117
exchange rates, 77–78
expectations, managing, 121, 126, 150
expertise, 73

F
Fashion Center logo, 137
fashion-house mind map, 83
Federal Express Corporation (FedEx)

field research, 50–51
logo, 22–23, 51–53, 170

feedback, client, 119, 121, 126, 142–143, 150
Feru mind map, 83
field research, 46, 50–51
filenames, 106
financial security, 151
financial-company logo, 27
finder’s fee, 74
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Large, Jon, 6
Last Bummer Records logo, 171
law firm logo, 56–59
Lawless, Martin, 138
letterheads, 76, 154. See also stationery
Lindon Leader, 22–23, 24
logo design tips, 162–171

aiding recognition, 170–171
avoiding trends, 164
being flexible, 169
considering the substrate, 168
differentiating from competition, 170
exercising cultural awareness, 170
expecting unexpected, 162–163
giving context, 171
including taglines, 166
interviewing client, 162
keeping it relevant, 165
learning from mistakes, 169
logos vs. brands, 170
making it a two-way process, 170
making people smile, 171
matching type to symbol, 166
offering one thing to remember, 164
offering single-color version, 166
offering white-on-black version, 168
paying attention to contrast, 166
preserving brand equity, 166
registering trademark, 169
showing something different, 163
testing variety of sizes, 168
thinking clearly, 162
treasuring sketchpad, 164
turn it upside down, 168
understanding print costs, 165–166
using clichés, 165
wordmarks vs. symbols, 163
working in black and white, 165

logos. See also brand identity
adapting to different media, 12
avoiding trends in, 28, 164
as component of visual identity, 154, 174, 192
constant presence of, 2–5
designing successful, 22–39 (See also logo 

design tips)
aim for distinction, 29–34
focus on one thing, 37–38, 164
incorporate tradition, 28
keep it simple, 22–23
make it memorable, 34–35
make it relevant, 24–27, 163, 165
think small, 35–36

differentiating, 5
merging two, 8–9, 70–71
originality issues, 152–153
printing, 168
purpose of, 21, 174
single-color, 64, 166

single focus, 37–38, 39
size considerations, 35–36, 39
tradition, 28, 39

laying groundwork for, 42–59
originality issues, 152–153
role of computers in, 136

iconic designers, 130
iconography, 188–189
id29 design studio, 9
ideas. See design ideas
Identify (Chermayeff et al.), 174, 218
identity design. See also brand identity

deciding what to charge for, 72 (See also 
pricing design)

as part of our language, 13–20
rights of use for, 154

Illustrator, 103
information gathering, 43–59

documenting/sharing information, 46
examples

Clive’s bakery, 47–49
FedEx, 50–53
Harned, Bachert, & Denton, 56–59
Heart Hospital of New Mexico, 54–56

maintaining focus during, 45
preliminary questions, 44–45
reviewing information, 46
role of decision-maker during, 45
ways of approaching, 43

insecurity, 138
inspiration, 130
instant messaging, 156
intermediation, avoiding, 116–117
Internet, 121, 136
interviewing clients, 162

J
jargon, 118
JCJ Architecture wordmarks, 66–69
Jerry Kuyper Partners, 136
Johnson, Michael, 204
johnson banks design studio, 18–20, 204
Jost, Josiah, 26

K
Kairos logo, 171, 172–173
Karjaluoto, Eric, 25–26, 142
Kellogg’s trademark signature, 7
Khalsa, Dharma Singh, 2
King, Stephen, 138
Kovac, Denis, 11–12
Kunstadt, Kevin, 171
Kuoni brand identity, 132–135
Kuyper, Jerry, 136

L
Landor Associates, 9, 50–51
language barriers, 11
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News Corporation, 70
Newspaper Marketing Agency (NMA) logo, 29–33
nido design studio, 34
Nike “swoosh” logo, 60
nonprofit organizations, 79, 113, 184

O
office politics, 116
Ogden, Stephen Lee, 56, 58
Orator typeface, 201
originality, 152–153
overseas clients, 156
overtime, 74

P
packaging, product, 47–49, 61
paper/card stock, 168, 184
park-system logo, 10
partnerships, design, 74
PDF files, 101, 103, 106
Pentagram design firm, 8, 137, 192
PepsiCo, 61–62
Perez, Lesley, 104
Photoshop, 103
Picasso, Pablo, 75
pitch-based business strategies, 112
plumbing logos, 163
point of contact, 45, 109, 112, 113, 117
portfolio

building, 78–79
using finished design work in, 154, 160

presentation PDFs, rendering design ideas as, 101, 
103

presentations
anxiety about, 108
as conversation with client, 108
as negotiations, 108
selling design idea vs. details during, 127

pricing design, 72–79
design pricing formula, 72–75
discounts for friends/family, 158
down payments and, 77, 160
exchange rates and, 77–78
handling print costs, 76
by hour vs. by project, 75–76
mistakes, 79
spec work and, 78–79

pride, 126–127
print costs, 76, 165–166
print design, 76
printers, 76
printing logos, 168
print-production-studio brand identity, 204–215
pro bono work, 79
product packaging, 47–49, 61
project specification, 73
property-event logo, 37–38
pub logo, 11–12

logos (continued)
and social identification, 8
use of negative space in, 5, 26–27

“Logos, Flags, and Escutcheons” article, 174
luxury-car logos, 6, 164

M
Macnab, Maggie, 54–56, 150
Macnab Design, 150
Malcolm Grear Designers, 28, 34–35
Manchipp, Simon, 31, 151
market research, 50. See also field research
markups, 76
Marsden, Amanda, 13
McDonald’s logo, 8, 23
meetings, 43, 46, 56, 73, 112, 120, 155
memorability, 23, 34–35, 38, 39
Mercedes logo, 164
MetaDesign, 91–93, 132–135
metrics, return on investment, 153–154
Mies van der Rohe, Ludwig, 153
mind mapping, 80–84, 106
minimalist approach, 22. See also simplicity
mistakes, 79, 169
Mitsubishi logo, 22, 170
M&Ms, 197–198
mobile-phone logo, 34
mockups, 103–104
Mona Lisa, 23
monochrome color palette, 201. See also 

single-color logos
monograms, 29–31, 56–59, 102
Moon, Richard, 10, 23
Moon Brand consultancy, 10, 23, 27
Morgan, Katie, 5
motivation

and client communications, 149
and client feedback, 142–143
and creative thinking, 149
and deadlines, 143
and financial security, 151
and insecurity, 138
killers, 142, 149
maintaining, on long projects, 130
peers as sources of, 131
understand client, 43
and work/life balance, 138

Moving Brands creative company, 200–203
Murdoch, Rupert, 70
Murphy’s Law, 100
museum logo, 34–35, 101–103

N
namecards, 184
National Health Service (NHS) logo, 23
negative space, 5, 26–27, 35
Neumeier, Marty, 170
New Bedford Whaling Museum logo, 34–35
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schedules, 121, 126, 159, 162–163
Scher, Paula, 8, 76
security, 138, 151
self-employed designers, 77, 79, 120, 127, 158, 160
self-promotion, 154, 160
Selikoff, Jonathan, 77
Selikoff+Company, 77
shape vs. color, 64
shipping-business logo, 50–53
Showtime logo, 131
Siah Design, 26
Siegel+Gale, 103, 104
signature, trademark, 7, 101
simplicity, 22–23, 35, 39, 170–171
single-color logos, 64, 166
Sinkit logo, 24–26
SINTEF, 5
sizing considerations, logo, 35–36, 39, 168,  

170–171
sketching, 80, 84, 164
sketchpad work

examples
Circle web-hosting company, 100
Elemental8, 95–96
La International, 94–95
LeFLOW, 97–99
Swiss Life, 91–93
Tenth Church, 87–91

limiting time spent on, 34
and mind maps, 84
necessity of, 84–87
presenting too many ideas, 100–101
studying/sharing, 149
vs. computers, 84, 136

slideshows, 101
smashLAB, 24–26, 142
Smith, Roy, 38
social identification, logos and, 8
SomeOne design firm, 29–31, 31–33
spec work, 78–79
Star, Rob, 11, 12
Star of Bethnal Green logo, 11–12
stationery, 12, 74, 90, 103, 154, 201
Studio Hyde, 132
studio policy, 117
style guides, 166
sub-brands, 169
subcontracting, 160
substrates, 168
Sugoi logo, 36–37
sun symbol, 54–55
Swan Songs logo, 150
Swiss Life rebranding, 91–93
symbols

for All About Tea, 200
in Heart Hospital of New Mexico logo,  

54–55
matching typeface to, 166

Q
Queen of England Royal Parks logo, 10
questionnaires, 43, 156
questions

and answers, from author’s design blog,  
152–161

importance of asking, 142
for information-gathering stage, 44–45

quote marks, 34

R
Rand, Paul, 130, 153, 174
rates. See also pricing design

hourly vs. project, 75–76
lowering, 74–75
mistakes in setting, 79
raising, 74, 79

rebranding. See also redesign
examples

Clive’s bakery, 47–49
Dubai Events Holding, 103–104
Rupp cheese factory, 63–65
Swiss Life, 91–93
Tropicana Pure Premium, 62
Woodmere Art Museum, 101–103

reasons for, 60–61
recognizable logos, 29, 39
Red Cross logo, 164
Red Rocket Media Group, 149
redesign. See also rebranding

overview, 60
role of focus groups in, 62–63
showing diplomacy during, 71
Tropicana’s unsuccessful, 61–62
unifying the elements, 70–71
for Yellow Pages, 126–127

registration, trademark, 169
relevance of design, 24–27, 46, 163, 165
research

into client’s competitors, 159
for FedEx, 50–51
and information-gathering process, 46

Rethink Communications, 36
return on investment, 153–154
revisions, design, 149, 158–159
rights of use, 154, 160
Rolls n’ Bowls brand identity, 174
Rowling, J.K., 9
Royal Parks logo, 10
Rupp cheese factory redesign, 63–65

S
Sabatier, Andrew, 103–105, 153–154, 174
sabbaticals, 138
Sagmeister, Stefan, 138
Sameday Couriers logo, 163
Samsung logo, 22, 170
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V
Vanderbilt University logo, 28
vehicle graphics, 74, 154
video chat, 43, 156
Virgin Atlantic logo, 163
Virtulos typeface customization, 121–125
Vision Capital logo, 27
visual identity. See also identity design

building trust with, 21
components of, 154
creating multiple sketches for, 97
for design studio, 14
logo as one component of, 154, 174, 192
modernizing, 66
for new vs. established company, 60

visually branded information, 5
Vit, Armin, 66, 142, 192

W
“walking fingers” symbol, 126–127
websites

“crowdsourcing,” 78
design-services, 155
removing logo from, 183

Weston, Richard, 131
Whaling Museum logo, 34–35
William Collins trademark, 70
Win Without Pitching consulting firm, 112
wine-producer logo, 26
wit, 171, 180
Wolff, Michael, 8
Woodmere Art Museum rebranding, 101–103
word association, 56, 80
wordmarks

for Brand New Conference 2013, 192
for Cerovski print production studio, 204
for JCJ Architecture, 66–69
for lifestyle salon and spa, 13
for TalkTo texting app, 126–127
using handwriting for, 162
vs. symbols, 163

work/life balance, 138
workload, 161
Wu, Nancy, 36

Y
Yellow Pages redesign, 126–127
Yume Umē brand identity, 174–183

Z
Zia sun symbol, 54
zipper pulls, 35, 37

symbols (continued)
from nature, 55
testing variety of sizes, 168
transcending international boundaries  

with, 11–12
in Vanderbilt University logo, 28
viewing upside down, 168
in Vision Capital logo, 27
vs. wordmarks, 163
for Yellow Pages “walking fingers,”  

126–127

T
Talkmore logo, 34
TalkTo wordmark, 126–127
tea-distributor brand identity, 200–203
telephone, communicating with clients via,  

43, 156
Tenth Church sketchpad work, 87–91
testimonials, client, 155
texting-app wordmark, 126–127
Thomson, Blair, 47, 143
thought clouds, 80
Thoughtful Studios, 163
Tiger Woods logo, 163
time estimates, 121, 126, 159, 162–163
Times Square billboards, 9
trademark

lawyers, 152, 169
registration, 169
signatures, 7, 101

tradition, incorporating in logos, 28
Travelers-Citigroup merger, 8
trends, 28, 164
Tropicana Pure Premium redesign, 61–62
trust, building, 7, 21
turnaround time, 73–74
typeface

books about, 218
hand-drawn, 47, 64
for JCJ Architecture, 66
for lifestyle salon and spa, 13
matching symbol to, 166
for Virtulos, 122–125
for wholesale tea distributor, 201

U
Uline, 196
UnderConsideration design firm, 66, 142,  

192–199
under-promising and over-delivering, 121, 126
usage rights, 154, 160
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