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INTRODUCTION

A “master,” In the context of design, Is a person whose

work serves as a model or idea to the profession. If we refine
this 1dea In the making of logos, we look at individuals who
have contributed to the form, concept, and standards of
excellence In identity design. Many masters have enhanced
the practice of logo design or identity systems. Among

this varied group of designers and design firms, Paul Rand,
Saul Bass, Chermayeff and Geismar, William Golden,
Massimo Vignelli, and Pentagram have contributed to design
and soclety with the creation of some of the world’s most

recognizable logos. Over the past two decades, a new group

of designers has influenced the profession with a broad

focus across many media.



The impulse to identify with symbols or letters has been a common thread for more than 5,000 years.

The earliest marks determined ownership of an Egyptian brick. The Industrial Revolution saw an explosion

of logos as mass-produced products flooded the marketplace. Today, the logo is in the middle of another major
transition. The static logos and rigid visual systems no longer function in a multiplatform environment. This,
coupled with the audience’s enormous amount of daily visual input, has created a need for logos to evolve.
The masters of logo design today address this issue in many ways. While they share common values of clear

communication and excellence in craft, the approach to issues of multiplatform thinking are widely varied.

The client’s needs and communication are the foundation for any identity system. Once determined, the logo
may be applied to anything from a stationery system to a mobile phone screen. It may need to move, have
accompanying audio cues, or change proportion. Solving these issues requires not only the ability to make

a clear and memorable logo, but to also think four-dimensionally. Space and time are now criteria that are
considered. The visual system is flexible and able to evolve. A flat, one-color logo, and visual system of

a blue bar and one typeface may be inviting. This system, however, will fail in today’s complex environment.

A common theme appeared when compiling the work of the twenty masters in this book. The logos shared

a sense of effortlessness, and lightness. There were no overworked marks; no marks sinking under the weight
of their own importance. Most great works of art and design appear to be the only logical choice, simple to
create. When looking at a Picasso in a museum, many viewers think, “I could have done that.” But, of course,
they didn’t. The sense of ease and playfulness is one of the reasons for its success. Another theme was the
clear concept of the designer and the public good. All of the designers expressed their desire to make the world
a better place, to solve a client’s problem and help the larger culture. The optimism inherent in these ideas

is a defining aspect of these masters.

At the end of the day, it Is our job as designers to help someone. We make a logo that will help a product or
service succeed, or we design a visual system that will create inspiration. The logo is the distillation of the
client’s most basic communication, “This is who | am.” The visual system answers the question, “This is what

| believe.” The combination of the two, as offered in this book, by twenty seven of the world’s masters of design,

creates a message that is exciting, clear, and potent.

Introduction "*'
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NOMENCLATURE
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A logo is not a brand, unless it’s on a cow.

The verbiage used in the creation of logos is a modern Tower of Babel. Terms such as
identity, symbol, mark, word mark, and identity system have different meanings, depending

on whom you talk to. Here are the terms as defined and referred to in this book.

What Does a Logo Do?

A logo can answer these questions:
Ownership

Who owns this?

Origin

Where was it made?

Identity

Who made it?

It can:

Differentiate from competition

Create a focus internally

Provide clear identification

Enable the audience to form a personal relationship
Create merchandising opportunities

Create credibility

Bring order to chaos

Communicate the message



Logo:

A distinctive symbol representing a company,

object, publication, person, service, or idea.

Mark:

A recognizable symbol used to indicate
ownership or origin of goods.

Trademark:

A name or symbol used to show that a
product is made by a particular company
and legally registered.

Signature:

A distinctive mark, or combination of visual
forms. A graphics standards manual may
call for the “signature” to be applied to all

brochures. This is simply a synonym for “logo.”

Monogram:

A design of one or more letters, usually the

initials of a name, used to identify a company,
publication, person, object, or idea.

The monogram solves mnemonic and

legibility issues. However, monograms are
often masquerading as logos. Generic initials
treated in clever ways may look better on
towels or glasses than on a corporate business
card. Initials woven together have very little
meaning. Most monogram logos depend on
large-scale audience contact and repeated
viewing for recognition.

oh?!
Oxygen

Word mark:

A word mark uses the company name
with proprietary typography and letterforms.

The advantage of word marks is that the
enormous amount of logos in the current
environment has made recognition of symbols
difficult. Using the entire name spelled

out sidesteps the problem of recognition.

The disadvantage of word marks is that
if not handled skillfully, a word mark alone
may be generic and lack mnemonic value.

|dentity:

The combination of the logo, visual system

(typeface, colors, imagery), and editorial
tone form a unique and cohesive message
for a company, person, object, or idea.

Symbol:

The symbol is the iconic portion of a logo,

such as the Chase Manhattan Bank symboal,
the Cingular man, and the Time Warner Cable
eye/ear. At times the symbol may exist without
the word mark, for example, the Nike swoosh,
Apple’s apple, and the CBS eye.

The benefit of using a symbol alone follows
the idea that “a picture is worth a thousand
words.” However, if the symbol is separated
from the word mark and the mark does not
have equity, it may be difficult to recognize.

Brand:

The identity is not a brand. The brand is

the perception formed by the audience about
a company, person, or idea. This perception
Is the culmination of logo, visuals, identity
program, messages, products, and actions.
A designer cannot “make” a brand. Only

the audience can do this. The designer forms
the foundation of the message with the logo

and identity system.

Nomenclature -}I% 9
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GOTTSCHALK + ASH Fritz Gottschalk, Ziirich, Switzerland

INTERNATIONAL

Gottschalk + Ash International, Zirich, Switzerland

Certain logos are laughably dated. We look at them

and find them nostalgic, or quaint. From the cartoon

mascots of the 1960s to the psychedelic forms

of a 19/0s brand logo, they all share the attribute

of being locked In a specific time. Design Is not

Darwinian. That Is, It does

“better” with each generat

not evolve and become

lon. Design Is a product

of 1ts time and place. Longevity Is an attribute that

Gottschalk + Ash Infuse Into every identity project.

Partner Fritz Gottschalk ex

dlains, “A logo must

be timeless In thinking anc

appearance.”

The identity design

for the Department

of Architecture at ETH
Ziirich, a noted science
and technology university,
uses a specific visual
language in addition

to its logo.

Gottschalk + Ash '*‘ 11
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palette, simple typography,
and bold use of scale and
space define the visual
language of the Department
of Architecture at ETH
Zirich on the opposite
poster and for the series
of banners on this page.
The proprietary aspect

of the identity is reinforced
with consistent usage
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For more than forty years, Gottschalk + Ash

has created logos and identity systems that re-
main timeless. This timeless quality is a result
of two components: a strategic imperative to
create clear and powerful communications and
an adherence to the principles of modernism,
specifically, simplicity. When asked about

his primary philosophy on logos, Gottschalk
responds plainly, “Keep it simple.”

Process

The team at Gottschalk + Ash, partners,

Fritz Gottschalk, and Sascha Loetscher,

and executive designers, Michael Kahn and
Michel Schmid begin every identity project
with brand research. Strategic communication
is at the heart of the success of his work.

This research explores the target audience'’s
motivations and perceptions. While this is

not unusual in an identity process, Gottschalk
adds the layer of feelings. In some design
circles, where logic and rational thinking

drive all decisions, this would be heresy. But
Gottschalk believes that emotions are a strong
driver in decision making, and the success or
failure of a logo. The component of emotional
response is a minefield. The designer has left
the safe waters of rational and measurable
criteria and has entered a place where every
person will respond differently, and often
inexplicably. But this emotional connection is
the piece that makes the difference between
a flat and unremarkable logo, and a successful
and memorable logo.

14 ¥ MASTERS OF DESIGN 34 Logos & Identity

Gottschalk’s identity work incorporates not
just well crafted form, but the naming and
visual expression. As technology advances,
and the means of communication change,

the name becomes even more critical. There
are instances where a logo will not work, such
as an on-air cable guide, or mobile phone
message. Gottschalk states, “Effective names
help to express the essence of a company

or product and differentiate it in a crowded
marketplace.” His process to develop a
proprietary name encompasses the communi-
cation issues, formal components of a word,
and an approach that ensures a name that
resonates in many languages on a global scale.

Brand architecture is an integral ingredient

of Gottschalk’s process. As companies expand
and evolve, the logo is often the first element
to lose cohesion. One department adopts

the primary logo, but changes the color, while
another adds a secondary name in a random
typeface. A merger or acquisition creates even
more confusion. Seemingly innocuous changes
eventually erode all equity in a logo. Gottschalk
addresses both the visual structure internally,
and the logo usage, and a transition strategy
that helps a brand, in his words, “Keep current
and in-line with the corporate vision.”

Longevity

Gottschalk + Ash’s long success can be
ascribed to its revolutionary thinking, and also
to its commitment to craft. Every curve, let-
terform, color, and shape is refined repeatedly
until it is, “Harmonious, concise, containing

a cognitive element, and able to withstand
wear and tear,” says Gottschalk. The logo

for Ciba embodies this. The challenge was

to create a global brand and launch it in 117
countries simultaneously. A new name was
created as well as full brand implementation,
new brand management tools, and an internal
communication program. The final name and
butterfly symbol communicate the power of
transformation. The forms used, from a repeat
of a perfect circle to harmonious letterforms,
work together to create a logo that has mne-
monic value and visual impact. This, combined
with the emotive qualities of transformation,
create equity and power.

“Too flashy, too fashionable, and too ephem-
eral,” are attributes that are common to logos
that fail. This echoes some of Gottschalk’s
sentiments on long-lived and timeless logos.
While a logo that uses the most current and
exciting typeface, or colors that represent

a current attitude or style, may have initial
appeal, it will quickly become tied to the era
of its creation. The logo is not the only element
that can become, in Gottschalk’s terms,

“Too flashy.” His approach also addresses



Top Five Logo Design Rules
Logos must:
1. Be harmonious

Be concise

Contain a cognitive element

Withstand wear and tear
Be timeless

s 21

—— Marketing Communication
Koeniginstr. 28

—— 80802 Munich
Germany

OPPOSITE
Supplemental icons
delineate functional

P +49 89 3800 19538

F +49 89 3800 18625 Musterfirma
Herrn Dr. Peter Mustermann

information such as
¢ te C icati :
EPAress COTIRLT Sarlong restrooms, and medical
Musterstrasse 112

80802 Miinchen specific fields such as
Cardiology. The complex
subject matter is simpli-
fied to be universally
understandable.

-WWwW.S21.com

SPONSORING MUNCHNER PHILHARMONIKER LEFT

The letterhead design
for S20, an organization
of 20+ major German

Erhéhung von Effektivitat und Effizienz im Sponsoring

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam

erat volutpat. Ut isi enim ad minim veniam, quis nos trud exerci-
tation ullamcorper suscipit lobortis nisl ut aliquip ex ea com-
modo consequat. Duis autem vel eum iriure dolor in hendrerit in
vulputate velit esse molestie consequat, vel illum dolore eu feu-
giat nulla facilisis at vero eros et ac cumsan et iusto odio
dignissim qui blandit praesent luptatum zzril delenit augue duis
dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed
diam nonummy nibh euismod tincidunt ut laoreet dolo re magna ali-
guam erat volutpat. Ut isi enim ad minim veniam, quis nostrud
exercli tation ullamcorper suscipit lobortis nisl ut aliquip ex

ea commodo consequat.

Mit freundlichen Griissen
Dr. M. Mustermann

sponsors, exemplifies

the clarity of Gottschalk +
Ash’s identity philosophy.
No extraneous elements
are used. The letterhead
is functional, even provid-
ing guides for folding.
The identity is given
dominance, allowing for
maximum recognition

and legibility.

Gottschalk + Ash -}]{- 15



16

* MASTERS OF DESIGN * Logos & Identity

THIS PAGE

Ciba is a global leader
dedicated to producing
high-value effects for

its customers’ products.
These add performance,
protection, color, and
strength to plastics, paper,
automobiles, buildings,
and home and personal
care products. The iden-
tity uses the recognizable
symbol of a butterfly which
symbolizes transformation,
beauty, and pollination.
The icon can also be used
as an abstract graphic of
multi-colored dots such as
these banners.



THIS PAGE

A one color word mark is
the logo for weissbooks.w,
a new German publisher.
The addition of “.w" after
“weissbooks” hints at

the contemporary nature
of the company, founded
in the time of the internet.
The letterforms retain a
friendly, but precise qual-
ity. The choice of a word
mark rather than an icon
is based on the client's
business. As publishers,
weissbooks.w lives in the
world of the printed word.

Jacqueline Moser
Lose Tage
Roman

ks.w

Gisela Getty

Jutta Winkelmann

Jamal Tuschick

Die Zwillinge

oder Vom Versuch

Geist und Geld zu kiissen

boc

>
v
=t
O
O
O
7

Andreas Hofele
Abweg
Eine Erzdhlung

S

Welss

Marlene Streeruwitz
Der Abend nach
dem Begribnis

der besten Freundin.

Ks.W we

E.M.Cioran
Aufzeichnungen
aus Talamanca

boc

WelssS

—
.
s
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“Have lunch with management.”

—Fritz Gottschalk, partner, Gottschalk + Ash International

OPPOSITE AND RIGHT
The identity system for

an event celebrating 100
years of international ice
hockey focuses on the joy
and enthusiasm of playing
the game. “Feathers”

in Olympic colors are

the key visual elements.

the visual components of an identity system.
The individual components can easily be
corrupted, and lose their equity, by lack of
control. Often, the responsibility of implemen-
tation of an identity system will be given

to Gottschalk + Ash. However, when other
creative partners are involved, Gottschalk
creates a manual for usage.

A manual can provide the rules and guidelines
for usage, but it is useless without compli-
ance. “Besides a manual, endorsement by
top management—someone who maintains
continuity—is important,” says Gottschalk.
This is easier said than done. Typically upper
management is populated by business, not
creative, individuals. Understanding the value
of the logo is one component. Believing that

it should not be violated and instead should
be used consistently is essential to Gottschalk’s
philosophy on logos and visual systems.

“The most challenging aspect of any logo
project is the involvement of management.
Have lunch with them,” is his advice.

The strength and stability of Gottschalk's

logos would indicate a preference for repeat
and expected applications of the logo. The
truth is one of the attributes that sets him
apart as one of the world’s best logo designers.
“Once the identity system is designed and
approved, my favorite applications are the
ones we've never done before,” Gottschalk
says. “Anything to do with uncharted waters.”

This is exemplified by the system and applica-

tions for Labatt Breweries of Canada. Initially,
Gottschalk discovered that there were so

many variations of the Labatt brand identity

in use that legally it would be difficult to
protect the Labatt trademark. Gottschalk +
Ash unified and gave new depth and resonance
to the fragmented identity. They repositioned
the company as a global competitor. The varied
applications became the vehicles for the brand
message. Gottschalk + Ash worked with Labatt
to develop an online tool to guide internal staff
to more clearly understand the company’s
brand structure, key messages, and unified

communications program.

Gottschalk states, “Good communication has
the power to involve, inform, motivate, and
sell. It translates visual emotion into images
and creates lasting impressions. How an
organization is perceived by all of its audiences
depends greatly on the effectiveness of the
visual translation of the anticipated goals.”
His work has created many of the guiding
principles of logo design. As Gottschalk + Ash
enters its fourth decade, Gottschalk has no
appearance of decreasing his commitment

to excellence. He summarizes his advice

and driving conviction: “Never be satisfied.”

Gottschalk + Ash * 19
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Alexander Isley
Redding, Connecticut, U.S.A.

ABOVE

The logo for Equity Toys,
a manufacturer and
distributor of licensed
toys was developed to
work with multiple parts,
Equity Marketing and

its subsidiaries, Equity
Toys and Equity Promo-
tion, and on multiple
types of media from
print to merchandise.

Equity Toys

A DIVISION OF EQUITY MARKETING INC

OPPOSITE ABOVE

The logo for BlueBolt
Studio, a software tool
developed for architects
and interior designers
uses the product’s pur-
pose to create a visual
system. The software
helps architects and
interior designers review,
specify, and order surface
materials and fabrics.
This is expressed with
the logo’s dimensionality.
The trade show booth
included a tea bar and

a massage station.
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BlueBolt

Important Questions to Ask . What do people think of your organization or product?
2. What do you want them to believe about your organization or product? Is this realistic?
. Is your organization or product any good? (Hint: If it is, it will be much easier to design a good
identity. If it's a crappy company, the logo will be, too.) Or, as noted logo designer Paul Rand said,
“A logo is only as good as the company it represents.”
4. Who is providing input for the assignment? Who is making the final decision? (Hint: They should
be the same—and as few people as possible.) And, regarding the people making the final decision,
are they really the one(s) who have the final verdict? It's worth spending the time to make sure

about this before you get started.

Alexander Isley, Inc. '-*' 21




The Barn Doors Are

OPEN

OPEN TO THE PUBLIC =Vt

CELEBRATE

Sunday, May 2, 2004 10 am-5 pm
Rain or Shine

——— e
e p—————

e A

FREE ADMISSION: PLEASE BRING A FRIEND
AND ENJOY

AND

ALONG WITH
wool weaving,
fresh-from-the-farm treats,
and sheep shearing

630 Bedford Road, Pocantice Hills, NY
914 366 6200
www.stonebarnscenter.org

"It takes a lot of work to make
something seem effortless.”

—Alexander Isley, principal, Alexander Isley, Inc.
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OPPOSITE ABOVE ABOVE

Stone Barns Center The logo for Mesa Grill,
is a working farm a restaurant featuring
and educational facility Southwestern-inspired
promoting sustainable food uses the cropped
agriculture. The identity, tops of the letterforms
a changeable system to create a visual

of multiple farm-related representation of a
images was instrumental mesa, the Spanish

in the editorial develop- word for a flat-topped
ment of the program mountain or table.

and created an integrated
system through publica-
tions, exhibits, and signage.

Alexander Isley, Inc. -*' 23
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BELOW

The brand-visual equity
research for Tropicana
showed that the “straw
in orange” was the key
element in the orange
juice category’s sea of
ubiquitous visual cues.

PURE (

CALCium &VITAMIND

+ VITAMIN D

100%

WITH

The identity is designed
to reinforce and leverage
this equity to create

a unified brand icon.
This allows the product
to be instantly recogniz-
able and proprietary.
This also simplified the
graphic architecture
of multiple products.

)RANGE]U,CE




STERLING BRANDS Debbie Millman, New York, New York, U.S.A.

In physics, the idea of a grand unification
theory Is a type of field theory that allows all
of the fundamental forces between elementary
particles to be written in terms of a single field.
It proven, this theory would create a simple
and elegant solution that provides one answet.
Sterling Brands partner Debbie Millman would
not agree with a grand unification theory.
“There 1sn’t a ‘'mass market’ to target a product
or a company anymore; there 1S no one
demographic picture of the planet,” she says.




The evolution of a singular audience to one
based on variation is at the center of Millman’s
concepts on logo design. “l have come to
believe that the term ‘designing logos’ ultimately
undermines the job we do as consultants,
marketers, designers, and strategists,”

she explains. Her solution is to redefine the
creation of logos and identity.

Related Disciplines

Millman’s identities holistically balance

four distinct, but related, disciplines:
cultural anthropology, behavioral psychology,
commerce, and creativity. These disciplines
are then expressed visually. Cultural
anthropology, whether it is an obsession
with social networks, or politics, or the cult
of celebrity, has an impact on the audience’s
interpretation of the world and its place

in it. Psychology of the audience—what
they are thinking, and why they are thinking
it, provides the tools needed to solicit the
audience’s imagination. Commerce gives

an understanding of the marketplace, impact
of messages, and perception. Finally, she
maintains the impact of creativity. “We
include creativity because if we don't create
an engaging identity, then consumers won't
even see it,” she says.

26 * MASTERS OF DESIGN * Logos & Identity

The understanding of the audience’s driving
forces has contributed to Millman’s formal
thinking. “Symbols tell a better story and
solicit an audience’s projective imagination,”
she explains. “Words suffer from mis-
interpretation and a literal, or illiterate
audience, but they are better at conveying

a specific message.” Millman’s logos are
clear and single-minded. She uses the term,
“telegraphic” when discussing the look

of a logo. Nevertheless, many logos have
become iconic despite a complicated and/or
multidimensional expression. The Starbucks
logo is a good example. Millman uses the
Starbucks logo to communicate the value

of consistent marketing and good product.
This alludes to one of the maxims of father
of modern logo design, Paul Rand, that

a good logo can never make a bad product
better, but a good logo can make a good
product spectacular.

Recognition
Millman expands on the value of consistent

marketing with the Nike swoosh as an example.

“l can't tell you how many clients have asked
Sterling to design the next swoosh. But what
are they asking for really?” she asks. The Nike
swoosh was designed twenty years ago, in
twenty-four hours, by a young art student.

She charged $60, and when Nike cofounder
Phil Knight saw it, he didn't like it. He wanted
the logo to incorporate more action in it,
similar to the Adidas logo, which was a popular

competitor at the time. Now, after millions

100%

PURE ORANGE JUICE
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ABOVE

The Tropicana identity
system is built on a
lockup of all elements.
The overlap of the straw
in the last a of the word
mark highlights the
importance of the “straw
in orange" in all com-
munications. Simplicity
is achieved by making
the “straw in orange” the
hero of the package.

OPPOSITE ABOVE

A series of identities
designed for Cablevision’s
Optimum branded services:
digital cable TV, broadband
Internet, and digital home
voice services. The logo
and identity system focus
on the communication

of core attributes: speed,
technology, and ease of
use. The identity system
leverages contemporary
iconic letterforms to
appeal to the broad audi-
ence of Cablevision's
digital services.



Optimum

online

RIGHT
The style guide for
Cablevision’s Optimum
branded services functions
as a clear set of parameters
and instructions for the
usage of the multiple iden-
tities created. The guide

is designed to reflect the
attitude of the brand, and
includes a CD of elements.

Optimum

®

interactive

Optimum
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of advertising dollars behind it, the swoosh
is the world’s most popular logo. Millman
explains, “But guess what? It happens

to be Newport cigarette’s logo upside down.
It is not necessarily having a type of mark
that is critical, it is the marketing and the
positioning of the brand with the logo that
gives it its power of recognition, and
ultimately, its success.”

Millman’s personal manner is straightforward
and clear, with a dose of charm. She conveys
a sense of organization and structure. Her
conversation about successful logos follows
the same focused theme. Millman maintains
two rules for success. “You must be
courageous and have a strategic focus.”

Her work creates identity solutions that are

intrinsically tied to a clear marketing strategy.

“Talk directly, passionately, and as uniquely
as possible to your audience,” she says.

It is the relentless persistence and constant
assessment of the logo’s relevance to the key

constituency that is an ingredient for success.

Millman then discusses the idea of
single-minded clarity. “The logo must be

a telegraphic expression of the company’s
positioning, personality, and cultural values,
as well as be a symbolic link between

your target consumer and the company,”
she says. This contrasts with her last

rule to understand the need for change.
Millman asks the client pointed questions
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to determine this: What is the dynamic

for changing the logo? What is evolutionary
or revolutionary change? What is visionary?
How far is too far? What are the constructs
that are on the brand and how can the vision
be redefined? Millman uses the responses
to determine the identity’s telegraphic
expression of the positioning, personality,
and cultural values. She concludes, “The
identity should fit the client’s vision and
business strategies, help characterize

the organization, and ultimately be a
beacon for the viewer in any environment.”

A visual system—colors, typography, and

imagery—is a vital component of every identity

system. Millman’s approach creates these
items with a strong emphasis on the final
form of the logo’s applications. She strives
to keep clarity at the center of every touch
point the identity has with the public. This
audience includes internal and external

constituents, shareholders, and stakeholders.

Visual anomalies in the system are not
tolerated. This hard-line on maintenance is
not extreme. As Millman states, “If there is
not one voice, one message, and one clear,
understandable system, you're doomed.”
Maintaining consistency is the most difficult
aspect of an identity project. Logos in
isolation, on a plain white piece of paper,
look great. A great vision in isolation is easy.
A great strategy in isolation is easy. Meeting
the extraordinary and daunting challenge,
Millman’s work links all three—logo, vision,
and strategy—seamlessly together.

THIS SPREAD

The Kleenex identity
redesign works consis-
tently on all products
on a global scale. The
mark typographically
illustrates the “uplifting
your spirits” positioning
while maintaining an
BRAND evolutionary look.

The updated logo

takes cues from the
strong existing equity
of previous versions,
but is more contemp-
orary, approachable,
and friendly.

The Launch
There are great logos sitting in a flat file

unused, and there are incredible solutions that
existed for a moment before being abandoned.
The internal launch within an organization will
ensure that everyone involved understands

the reason for change, the mechanics of the
system, and the plan for the details that others
will try to ignore or circumvent. Essentially

you want to give no one the opportunity to

say “Oh! | didn't realize that.”

Millman’s ultimate goal for an identity is to
reflect the overall culture of the brand, the
product, or the company. She uses identity

to evoke a unigue combination of sensory
perceptions communicated through various
media and applications. “The extension

of any one of our sensory perceptions impacts
the way we think and act,” she says, “and
this affects the way we perceive the brand,

or the product, or the company.” The strength
of Millman's work lies in the understanding
that when perceptions change, people change,
and the brand is affected. Her logos create
value and success for products due to her
belief that the discipline of designing logos
and identity has more impact on our culture
than any other creative medium.
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THIS SPREAD

The key challenge for
Celestial Seasonings

led to the creation of a
new identity system that
creates a brand block

at shelf, without taking
away the personality so
intimately associated
with the nostalg brand.

The logo is modern,
but still reminiscent
of the previous Celestial
Seasonings word mark.
It now creates a holding

device that is proprietary,

and enhances the
typography and product
line architecture.

SEASONINGS

“Talk directly, passionately, and as
uniquely as possible to your audience.”

—Debbie Millman, Partner, Sterling Brands

Top Seven Rules for Logo Failure
1. Alogo that’s the front face

wildberry

for an organization that
is badly marketed

2. Global logos that do not consider
global interpretations

4. Overly “trendy” logos

E L ES-I_ll A I - 3. Logos that need an explanation

5. Logos that require complicated
production techniques
6. Logos that require in-depth
training in which to educate users
7. Logos with multiple taglines
or messages that are not
always in sync

,&,chamomile

CAFFEINE FREE HERBAL TEA

GELEST JAL )

SEASONINGS
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ESTUDIO MARISCAL Javier Mariscal, Barcelona, Catalonia, Spain
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Estudio Mariscal, Barcelona, Catalonia, Spain

Javier Mariscal’s approach comes from the point

of view of creating images. His firm, Estudio
Mariscal, works in a broad range of media from
print to Interiors to support the messages of the
identities they create. Mariscal expresses himself
through a personal language that is complex n

Its intention and simple In Its declaration. The work
IS often contradictory, innocent, and provocative
at the same time. He maintains a commitment

to innovation and taking risks with logos and
identity systems. o

The visual identity for

the brand Camper for Kids,
creates a brand image that
positions the product as
playful, fun, spontaneous,
and irreverent. Applications
include posters, packaging,
and bags.
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Within the work Mariscal produces is an

inherent sense of delight, which may seem
to be a light touch in a serious corporate
setting. This presence of delight, however,
is the experience that makes Mariscal’s
identities fresh, surprising, and memorable.

Well-Tailored Logos

When discussing his philosophy about logos,
Mariscal jokes, “Logos are like people. Some
you like and become friends with. Others you
don’t even want to see. The worst part of logos
is that they can be very strange guys. They
always have the same look, and you can't tell
if things are going well or going badly.” This
humor and touch of wit pervades much of
Mariscal’s logo work. His process starts with
the intent to solve the client’s problem and
give them an identity that will fit, in his words,
like “a tailored suit.” Mariscal has a strong
visual style that he incorporates into the form
of the logos. Typically, his clients come to him
because they believe that style will work well
with their businesses. A common question
among designers is “How did they let you

do that?” In the instance of Mariscal's logos,
he is clear at the onset that he will solve the
problem, create work that will succeed, but

he will do what he does. This understanding of
his own vision and ability to impart that vision
to the client produces a wide range of logos.

Mariscal has a clear preference for symbols as
a successful form rather than word marks.

He uses the cross as the most potent example.

Whether it's the Catholic cross or the cruz
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THIS SPREAD

The logo for the Camper
brand is applied to
multiple pieces and uses
animation as the primary
focus. To create the
brand image, the collage
technique is applied to
the illustrations. The
strong color palette and
limited typography also
create a strong and
cohesive identity system.

Camper for Hands is
aimed at the Japanese
market. The design is
applied to the packaging,
the advertising and the
interior design of the
camper shops in Japan.
The graphics use the
language of ideograms.
The color range of the
identity system consists
of the three primitive
colors of the brand:
black, white, and red.

NEXT SPREAD

The identity system
includes irreverent bears
that are, according

to Mariscal, “rascals,
strange, not in the least
bit sweet, who have fun,
are up to no good, who
have their own world,
close to the fantasy world
of children, are the star
of the graphics.”












LOUIS
VUITTON
CUP

THIS SPREAD

The identity for America’s
Cup is applied to corporate
applications, merchandis-
ing elements, exterior
image, as well as applica-
tions for advertising, and
for the organization itself.

A series of posters use
the hand-drawn logo

for America's Cup with
silhouetted images.
These are accompanied
with the identity system'’s
bold color palette to
communicate strength,
power, and energy.

To transmit the character-
istics of America’s Cup,
an avant-garde event,

the applications, logo and
posters use a free-form
artistic treatment, for

the typography as well

as for the composition

of the images and shapes.

Environmental graphics
for the regattas in
Valencia, Malmo-Shake,
and Trapani, Spain,
utilize all elements

of the identity system.
The clear and simple
color choices maintain
the presence of the
visuals in a cluttered
environment. The logo
is never treated as a
signature in a corner;

it is always the primary
communication.
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Top Five Logo Design Rules
. Choose your client wisely.

. Listen attentively to your client.

. If you don't like the client or don’t think the job is ethical,

leave them, because in this case you will not be able

to give them an identity that works.

. Do something that the client will like but that you like, too,

otherwise you will regret it for the rest of your life.

. Always create a book of normal applications, a manual,

so that your work won't go to the shits or to hell.

gamada is irrelevant, the primary symbol
communicates so directly that any variation
works. In the modern corporate world, Mariscal
references the Nike swoosh. Even though
Nike went through periods where it despised
the swoosh, they continuously saw its value.
An example of Mariscal’s own work is the
logo for Bancaja, a financial institution

based in Spain. Since its launch, the asterisk
symbol has displaced the word mark. The
logo designed for Madrid’s bid for the 2012
Olympics is another instance that the flame
has become the memorable element.

For much of the twentieth century, logos

were one or two color, simple, flat forms.

In certain instances this resulted in some of
history's most beautiful and successful marks.
The CBS eye design by William Golden in
1951, the ABC logo designed by Paul Rand in
1962, and the Bell Company’s logo designed
by Saul Bass in 1969 each exemplify the grace
and clarity in this approach. Although Mariscal
agrees with the direction of creating simple
rather than complex logos, he also believes

a logo should fundamentally be expressive.

He states, “Logos should be communicative,
transmit a series of messages about the
product, the activity, or the person it is
representing. In order to get there, everything
should be allowed.” His approach lends to
identity systems that function as well in one
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color as multiple colors. This type of system
provides the client with choices based on
the final application.

Mariscal doesn’t blame form as a common
reason for a logo’s failure. The final issue

with failed logos is the inability to express

the characteristics of the product or service
they are intended to represent. Nevertheless,
recognizing that certain logos may be beautiful
and should be successful, examining the

issue sometimes leads to unclear answers.

“At times, it is a mystery why they don't work,”
says Mariscal.

Technology

In the past decade, multiple technologies

and media have changed the ways we talk with
the audience. Mariscal's attitude toward this
ever-shifting aspect of the profession follows
his usual pragmatic, yet optimistic philosophy,
“Technology has changed our lives, our daily
habits, our way of working, our tools,” he
explains. “New technology exists, and you
can't turn your back on it. Of course, this

has affected the final logo work.” Before

the digital revolution changed the design
profession, Mariscal’s work was done by

hand. Today, the computer is the tool most
often used to create the logos and systems.
Response to the computer and its affect

on design, and specifically logos, is almost
entirely divided by generations. Designers
who worked in a predigital period often

describe the issue as a change, perhaps not
for the best, from a handmade craft and a
more fluid way of thinking to a process that
is more restrictive on the computer. Mariscal
discusses the issue from the next generation,
“Before the advent of the computer in design
work, it was a complicated process. Now it

is much simpler, faster, and more efficient.”
Whether this change in tools has affected

his work is unclear. He acknowledges

that everything is an influence, including
new technology.

While Mariscal’s logos have a sense of
animation and fluidity, they succeed in

the ability to maintain a clear and consistent
communication across many applications.
This is not accidental. He maintains a strong
resolve to design logos that will be coherent
in all applications. This demands many
versions of a logo, from black and white

to color, and in multiple configurations.

He suggests, “Make chromatic variations,
different sizes, versions that serve distinct
functions, plan for any application.” His
logos are a tool kit with many pieces. They
are taken apart, recombined, set in very
different environments, and on many diverse
applications. This modularity allows the
logos to maintain a proprietary and consistent
voice. Mariscal talks about the challenges

of certain applications with his typical
candidness. “All of the applications are
important to me,” he says. “When working



with logos and a visual identity, you don’t
leave things to chance.” When presenting
the logo for Madrid's 2012 Olympics bid,
Mariscal applied the logo throughout Madrid

onto transportation vehicles and signage. This
allowed for a presentation depicting the reality

of the logo's usage, and allowed the client
to better understand the entire system.

The New
Mariscal’s commitment to mentoring and

educating younger designers is apparent

in the atmosphere of Estudio Mariscal.
When discussing logos and advice for other

designers, Mariscal’s enthusiasm for sharing

information that helps others shines through.

“Designers should do what they desire,”
he says. “They can be innovators and offer
something new and unexpected, and make
this world less boring. But they should be
sincere. And most importantly, designers
should not work just to become rich or
famous. If that happens, let those things
come on their own.”

B
N

Socialdemokraterna

m4armno oar

RANSH;P

Shizuoka Convention & Arts Center

BenicAgsim

FROM TOP

Metropol Le Café

The logo for Metropol

Cafe in Gran Hotel Domine
Bilbao, Spain, refers to
constructivist and art
deco letterforms.

Zoo de Barcelona
Barcelona Zoo’s logo

uses amorphous shapes

to suggest a paw print,
animal shapes, and a face.

Swedish Socialist Party
The Swedish Socialist
Party required a word
mark and icon that
reinforce the ideas of
the handmade, and built.

Marmo Bar

The logo for the Marc
Newson designed bar
coordinates with the
forms and design of
the bar’s environment.

Granship

Shizuoka Convention
& Arts Center’s logo
ignored the expected
approach of cold and
dull forms to create

a sense of excitement.

Benicassim

Echoed shapes, the

white crescents, curves

of the letterforms, and
circle are the elements

that provide the Benicassim
logo with a cohesive quality.
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THIS SPREAD

Typically, financial
institutions rely on a con-
servative color approach.
Navy blue is a favorite,
while red is sometimes not
chosen for its association
of being “in the red.”

The identity system for
Bancaja relies on a vibrant
multi hued palette to
reinforce the ideas of

the main components of
communication: closeness
to the client, and trust.
The logo, symbol, and
colors position the

bank with an attitude

of modernity.

The Bancaja symbol

is derived from an
asterisk, a symbol in

the banking world that
represents transparent
communication. The
symbol also refers to

the meeting of two people
with common interests.

Bancaja

Zero
comissions,
sense
excepcio.

Bancaja

Fpancaja **

habitat

Queremos
prestarle
la mejor
atencion

Bancaja

Queremos
prestarle
la mejor
atencion

SERVICIO DE ATENCION AL CLIENTE

Bancaja®

@ oy buena pars ti, no «s huann pars Ansstres

Bancaja ®Bancaja

viajes

Bancaja

GUIA INMOBILIARIA VERANO 2005

Bancaja
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THIS SPREAD

The logo, packaging,

and support materials

for Chinese Laundry speak
directly to the emotional,
rather than strictly logical,
aspirations of the core
audience. The use of
evocative illustrations

and a strong color paletie
create a consistently
sensual presentation for

a brand that delivers a
product that is stylish

and sexy.

The creation of a logo is part of a process
that includes brand strategy, identity develop-
ment, packaging design, retail environments,

advertising, and licensed product development.

While emotional connection plays a primary
role in the design process, Chase is pragmati-
cally concerned with the client’s needs and
specifically the business challenges that

need to be addressed.

Many of Chase’s logos have an aesthetic and
formal tone that implies careful consideration,
high level of skill, and a remarkable and clear
vision. The extreme attention to detail and
visual forms in her logo design, however,

are secondary to the considerations of a
strategic direction. Chase’s first step in the
identity process is not to begin sketching,

but to research, listen, and learn. “To translate
a marketing brief into a great creative solution,
we need a clear understanding of our client
and the business challenge at hand,” Chase
explains. “We immerse ourselves in market
research, strategic business plans, and
trending data to provide a strong foundation.”
The competitive landscape informs her
solutions. “We find additional insight by under-
standing how similar business challenges have
been addressed in other industries,” she says.

How individuals respond to the world is the
core of Chase’s trust in the power of emotional
connection. This belief, that the responses

of the audience are complex, is distilled clearly
by Chase. “People are certain that they make
decisions based on what they think (the right
reason), but for the most part they make

decisions based on what they feel (the real
reason).” This leads to the identification

of an emotional target that will be central
to the logo’s communication. Every identity
system is designed to evoke the desired
response in the viewer: trust, excitement,
fear, and so on.

Once the logo is designed and a system is
approved, Chase attacks the applications

with the same level of detail that is applied

to the logo. “We love a great concept. What
we love even more is bringing that concept

to life in the world and watching it get results,”
she says. These results are a combination of
the research, strategy, and logo applied with
meticulous attention to a range of applications.
“Every detail of a project is crucial, from

the precise curve of a letterform to the
texture of the paper that a logo is printed

on,” Chase explains.

Logos that are derivative and lack originality
often fail to create a strong identity for a
brand. Chase believes that the emotional
connection is lost when a logo is not designed
with the audience in mind. These can fail

to resonate and be ignored. In addition to

the messaging and communicative issues

of poor logo design, pragmatic concerns are

a priority for Chase, and they can cause failure
in an identity system. “Very simply, logos

that don’t keep production limitations in mind
fail when they reproduce badly,” she says.
These production limitations involve a lack

of understanding of specific mediums, or

poor execution that leads to poor reproduction.
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THIS SPREAD

Lingerie Perdu is a retail
environment in Saudi Arabia.
The brand is targeted toward
the younger woman, often
educated abroad. The logo
turns to the Arabic tradition
of erotic poetry. The human
form is not allowed to be
used in the brand materials
or store environment. Hand
lettered phrases are built as
part of the identity system.
These reference the concept
of the “hidden,” the desire
for all that is unseen.



e PErAU

NEXT SPREAD

The identity for Pearl
Dragon restaurant use
the preconceived symbols
and colors we associate
with “Chinese restaurant.”
These elements are then
modified and given an
extra layer of style and
luxury. The red and gold
elements of the logo,

and materials used are
distressed and layered
communicating a sense
of age and depth.
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Critical Components of an

Identity System

In addition to the logo, the critical
components vary according to the type
of business. For a Web-based business,
the most important component is

the website. For a retailer, it might

be signage. For a product, it might be
the package or the advertising.

THIS SPREAD

Kama Sutra is a diverse
line of erotic products.
Its mission is to produce
products that promote
healthy, open sexuality.
The logo, patterns, art,
color, and typography
work together to reinforce
this philosophy.

The use of traditional
Indian patterns, art,

and colors work to com-
municate an exotic, and
energetic feeling. In the
midst of this rich system,
the logo remains a clear
constant, maintaining

a proprietary position

in the market.
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Since founding Chase Design Group in 1986,
Chase has been a pioneer in new media

and technologies. Her logos are designed to
go beyond print and packaging to interactive
formats used in digital applications for
broadcast and on the Web. Packaging,
however, remains a challenge. “The logo

is usually the easiest part,” Chase says.
“Understanding enough about the production
process, materials, budget limitations,

and client expectations up front is crucial.
Overseas production can lead to strange
miscommunications and bad implementation
of the final design. We often have to hand
the design over to in-house production
departments so communicating intent and
establishing clear guidelines is critical and
can be very time-consuming.” Chase enjoys
these challenges and continues to consider
packaging to be her favorite application.
“Good packaging requires an understanding
of the customer, the retail environment,
materials design, three-dimensional design,
as well as strong typography and image
design,” she says.

The establishment of guidelines for the logo
usage is typically handled with a manual.
Training Is also an essential part of Chase’s
process to make a brand successful. The
creative partners, in-house and out, who are

responsible for implementing the logo must

understand how important it is for branding
to be consistent. She insists that these
creative partners should be given clear
guidelines and enough latitude to be creative.
The logo and identity system can be both
creative and successful.

The straightforward and pragmatic attitude
that is incorporated in Chase’s philosophy

is misleading. This language of strategy and
business concerns would lead a reader to
believe that Chase’s logos are conservative
and “safe” forms. The reality is that Chase’s
personal vision and singular sense of direction
produce forms unlike any other designer.
These logos are surprising and unexpected.
Chase confirms her adherence to creative
solutions outside the typical way of thinking.
“There are lots of great logos out there, but
there is always room for something innovative
and beautiful,” Chase says. “Everyone gets
started by imitating the things they love,

but great designers find a way to develop
unique work that makes the rest of us wish
we'd thought of it.”



§&Z vamagun P kamagun

HONEY DUST —

HONEY DUST

TR

T 2% S TH

Chase Design Group * 53



“People are certain that they
make decisions based on what
they think (the right reason),
but for the most part they make
decisions based on what they
feel (the real reason).”

—NMargo Chase, founder, Chase Design Group
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OPPOSITE

The highest quality

of craft, paper, and
production is a primary
component of the identity
system for Restaurant
Marais. The logo is derived
from baroque forms,
updated and organic twist.
Other elements, such as
the edges of a baroque
frame, and a subtle color
palette communicate

the feeling of the dining
experience.

THIS PAGE

The identity for Little
Buddha restaurant is
designed with the elements
and imagery often used

in Asian-techno graphics.
These elements, including
the word mark, characters,
and gradations rely on

our preconceived know|-
edge and impressions of
this style. The younger,
more immediate attitude
is reflected in, not only the
visual elements, but in

the choice of merchandise
for the logo’s application.
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From 1990 to the present,
AIGA has experienced
substantial growth. The
logo for AIGA has historic
brand equity. Rather than
creating a completely
different mark for AIGA
Chicago, the updated
system provides identity
guidelines which assure
visual consistency as

a large number of varied
independent designers
create materials including
print, environment, and

screen-based applications.

BOTTOM

ColeTaylor is a leading,
middle market bank

with a mission to become
the premier bank for
Chicago area businesses
and the people who own
and manage them. The
branding program includes
a new identity system
featuring a simplified
name, a new symbol, and
a new visual approach

to all applications.
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Justification for a Logo

Ay (R —

Internally, companies need logos for the same reason
countries need flags. Externally logos express unigueness,
an idea, or personality. To stir emotion, to cause curiosity,
to grab one by the eyes, to decorate, to have a nickname,
to be fun, any or all of the above—every organization has

its own unique reasons and needs for logos.

TOP

Captive Resources provides
businesses with the op-
portunity to control their
insurance costs through
the creation and oversight
of member-owned group
captive insurance compa-
nies. Typically this group
is a mixture of small and
medium sized companies
banded together. The
logo illustrates this with

a three-dimensional icon.

BOTTOM

The law firm of Eimer

Stahl Klevorn & Solberg

is founded on a new para-
digm of relationship-based,
cost-effective counsel. The
firm’s unique brand position
is clarified with a strikingly
simple, straightforward
identity and communication
program. The simple logo
communicates one of any
client’s basic needs,
confidence in the market.
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TOP

Due to the varied type

of applications for Searle,
the identity system
required a comprehensive
manual. The manual
dictated color, typography,
logo usage and a wide
variety of guidelines to be
followed by designers, ad
agencies, and other final
user of the identity. In this
instance the simplicity

of the logo was critical

to its appropriate usage.

BOTTOM

University of Chicago
Graduate School of
Business is one of the
few high-rated business
schools without a simple
name. The nickname,
bold word mark, elegant
typography, and classic
shield work with the
identity system to con-
tribute to the increased
visibility and recognition
for the school.

OPPOSITE TOP

The identity for Sachnoff
& Weaver, a highly noted
Chicago law firm, is clear
and direct. The monogram
adds a level of classicism.
The combination of the
two elements creates a
modern and elegant system
that reinforces the firm’s
philosophy and clarity.

OPPOSITE BOTTOM

King Typographers was

a rapidly expanding type
and composition service and
had built the largest library
of quality Berthold typefaces
in the country. Existing
trademark rights prevented
them from going “national”
with their current name

and identity. The new name
and a comprehensive house
style capitalized on a bright
signature and a bold new
visual identifier: a simple Tr.
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At Sachnoff & Weaver, we share a commitment to

providing our clients with unparalleled service and
innovative thinking that goes bevond the legal

tssues at hand
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“Follow your knows.”

—Bart Crosby, principal, Crosby Associates
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PH.D Michael Hodgson, Santa Monica, California, U.S.A.

Ph.D, Santa Monica, California, USA @)

Over the past ten years, branding has become

a meaningless term. It has been co-opted, and
Its definition has been broadened to apply to
anything from Coca-Cola to a description of an
iIndividual’s quirks: “Betty’s brand is her pink nail

nolish. She wears 1t every day.” When discussing
oranding with Ph.D principal Michael Hodgson,
the term “personality” peppers the conversation.
Personality can be used In psychological terms

to describe individual differences, or It can
be used to construct a coherent and complete
picture of a person. e R - om0

system consists of one color palette reflects
logo, typeface, imagery, the attitude of these
and color palette, Ciudad countries, and the logos
Restaurant has four logos. use this palette in a
This choice reflects the free-form way.
multicultural menu taken
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The idea of personality applies to a person’s

behavior. Transferring this concept to an
organization or product is a logical step for
Hodgson. His logos also have a nod to

humor and wit. This provides the identities
with a more coherent and approachable voice.

Visual Personality

“| prefer to think of the work that we do as
creating visual personalities, rather than

the term branding, which has become part

of the general public’s everyday lexicon,”
Hodgson says. He follows this attention to
the construction of a complete message in
the design of each logo. Given the complexity
of a company’s personality, this would dictate
elaborate formal solutions. Hodgson, however,
bypasses this approach. “In a world where
almost everything is designed, where there
is, dare | say it, too much design, the last
thing left is personality,” Hodgson explains.
The integration of a philosophy that presup-
poses an overdesigned environment drives
Hodgson to create logos that maintain clarity
and a Shaker-like plainness.

Once again, the idea of simplicity is an
omnipresent term in the verbiage of a world-
class identity designer. Hodgson'’s logos are
simple and direct, but they are the foundation
for flexible and layered visual systems. No
solutions use a rigid unchanging system that
allows for no derivation. Each system is built
to support the logo, but allow the designer

to create a varied range of materials that
remain similar in tone, without being slavishly
consistent. “Our systems are usually flexible,”
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he maintains. “We stay away from simply
applying the logo to each item of stationery in
the same way. This raises challenges for us but

always results in a much stronger personality.”

The directness of Hodgson's approach applies
to symbols and words. While some of his

logos use a symbol, they all are grounded

with a straightforward treatment of the name.
“Obviously a word mark is great because it
immediately tells you the name of the company,”
he says. “But a symbol can transcend that,
taking it to the point where you immediately
know who or what it is, even if you're reading
a foreign language.” For example, the Apple
symbol or Nike swoosh have strong proprietary
value based on their continued usage for
decades. “A symbol takes longer to establish,
and often only happens after the symbol has
spent some time being seen together with

the word mark,” Hodgson explains.

Flexibility

Hodgson's idea of personality constructs a
coherent and complete picture of a product.
The entirety of that personality is communicated
through applications. The system’s flexibility,
therefore, is at the core of the success or
failure of a logo. “Logos fail because mindless
applications are produced, often based on
manuals that don’t allow for flexibility,” says
Hodgson. While each designer can cite his

or her favorite application to design, Hodgson
redirects the priority. “The most important,
and for me, favorite application depend on

the client.” His logo and system for Foundation
Press relied on their fleet of trucks and delivery

THE SILENT YEARS

THIS SPREAD

John Ford directed some
of the most mythic and
memorable films of the
20th century including
Stagecoach, How the
West Was Won, and The
Searchers. Ford at Fox,

the 164 page coffee table
book celebrates his career.
The logo is applied to a
variety of applications such
as the book, CDs, and
posters. The form reflects
Ford’s straightforward

and masculine approach.

The poster uses the bold
color palette: red, black,
and white, and typography
that echoes the forms

of the logo. The imagery
is a critical component

of the communication,
and the identity system

is built to incorporate this.
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Film selected for the 64th Venice Film Festival
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BELOW

Bergamot Cafe is in
Bergamot Station,
Southern California’s
largest art gallery complex
and cultural center. It's
located on eight acres in
the heart of Santa Monica
featuring contemporary
art galleries, The Santa
Monica Museum of Art,
architecture and design
firms, and a frame shop.
The logo focuses on the
varied individuals at

the cafe, as opposed to
the food or environment.

BERGAMOT CAFE

The identity system,

with an illustrative icon,
and geometric word mark,
is the foundation for a
visual system. The system
includes, not only logo,
color, and typography, but
specific applications, such
as T-shirts, and an overall
tonality. This is possible
as Ph.D maintains control
of the identity system

and its use.

Daily Specials

Two Heated Patios

User Friendly

L

'v"s" ‘«' 1=

Innova

www bergumotcald. oom

Ample Parking

B
I

tive Menu
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BERGAMOT CAFE

BERGAMOT CAFE

vehicles as primary communicators.

“These were most successful (and therefore
most critical) applications and have become
their most effective form of advertising,”
Hodgson says.

In one instance, the range of applications
that Hodgson addresses has extended beyond
stationery and vehicles. “| designed Appetite
for Destruction, the first Guns N’ Roses album,
which established a strong identity for them,”
he explains. “We used a cross design on it,
and one of the band members loved it and
had it tattooed on his arm.” His system for
David Fincher's company, No. 13, includes
the standard stationery items, but he also
designed the room numbers and the numbers
for the parking lot.

The simple yet playful attitude of Hodgson's
logos would point to a specific and limited
palette of inspiration. Rather than citing

the Shakers or Mies van der Rohe solely,

he discusses a wide range of inspirational
sources. “For inspiration, | don’t look at
design annuals,” he says. “l go to museums,
look at books on art, and architecture. | look
at flowers and go to the movies. As the name
of Paul Smith’s book suggests, you can find
inspiration anywhere.”
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THIS SPREAD

Border Grill is an upscale,
modern Mexican restaurant
with a vibrant setting.

Chefs Mary Sue Milliken and
Susan Feniger present bold
foods and flavors, making
Border Grill the new standard
for gourmet Mexican fare

in Los Angeles. The original
identity was designed by
noted designer, Mike Fink.
All illustrations and hand
lettering are by Huntley/Muir.
Hodgson updated and
clarified the original identity
and reverted back to its
original black and white
color scheme. The system
relies on the handmade

in almost every instance,
from the word mark to the
illustrations. This communi-
cates a sense of spontaneity
and excitement. It also
represents the casual, but
sophisticated atmosphere.
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ABOVE

Echelon is a color and
retouching house, owned
by two individuals with

a passion for cycling.
The identity is based
upon the idea of dots,

the core of their business.

The dots and the five colors
incorporate the interests

of the owners. The colors
are the world cycling
championship colors and
the e is round, reminiscent
of a bike wheel.




“Never show the client
anything you don't love.’

—Muichael Hodgson, principal, Ph.D

7

ABOVE

The equity of the logo

for the hotel, N0.13, is
built from the recognition
of the mark in variable
environments. The actual
numeral may change,
but each application

reinforces the identity with
consistent shapes, elements,
materials, and colors. The
purely typographic solution
is based on Didot, the first
modern typeface designed
by Firmin Didot in 1784.
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MUCCA DESIGN Matteo Bologna, New York, New York, U.S.A.

0

Mucca Design, New York, New York, U.S.A. .

Matteo Bologna, founder of Mucca Design,
follows a philosophy of logo design that
iIncorporates the holistic life of a logo. “The logo
IS just one of the many elements that belong

to a ‘bigger picture’ to help define an identity,”
he says. “They are a particle in the ‘universe of
the brand’ where typography, photography, and
copywriting are the other galaxies.” Bologna has
a unique mastery of meaning and iconography.
He has a clear understanding of the issues

of equity and logos. ~ oon

The logo for Balthazar
Restaurant defines the
traditional feel of the
restaurant with freshness
and an attention to

period detail. Applications

range from signage, and
stationery, to cookbooks.
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“Custom typeface design iIs very challenging because
It 1s laborious and time-consuming, but contrary to logo
design, It Is the one that Is easier to get approved.”

—Matteo Bologna, founder, Mucca Design

()".(nAN,(J\
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OPPOSITE

An upper east side luxury
food market since 1915,
Butterfield Market is
recognized for superior
quality. A master brand
creates a clear visual
statement, and allows the
brand to expand into other
businesses and regions,
while maintaining a strong
and proprietary presence.

TOP LEFT

Functioning like a walking
billboard, the shopping

bag for Butterfield Market
incorporates pictorial
elements and patterns.
The unigue color palette
and flexible typography
provide ease of recognition.

TOP RIGHT

The identity system for
Balthazar Restaurant,

and its multiple businesses
demonstrates the strength
of a holistic approach.
Rather than relying on

a simple and flat icon

used repeatedly, each
application of the logo

is unique. The commonality
is created with elements
such as color, logo, and
typography. The overall
tone of the visuals,
however, provide the
greatest amount of equity.

1918

(201)

903.9121

Inherently, a logo has no meaning. It is only
when placed in the context of other messages
that it adopts meaning. “The logo acquires

its meaning from the other elements and not
vice versa,” he explains. “The Apple mark

is just the drawing of an apple. This means
nothing by itself, but when placed within the
context of the company’s philosophy, products,
and communications, it acquires value and
enormous equity.” Bologna wryly states that
the best way to design a successful logo is
“to design a logo for a company that will be
successful, and by consequence, your logo
will be considered as such.”

“Simple” is the standard answer for a
world-class designer when asked whether

a logo should be complex or minimal. This

is Bologna's answer as well. But he quickly
contradicts himself. “After designing logos for
more than twenty years, the simpler the better.
But, unfortunately, we never follow this rule,”
he says. “Recently, we designed a system for
a restaurant (Country) with more than thirty
variations of the logotype.” This solution is
possible when a client is remarkably focused
visually, or if the initial creator of the logo

is the designer controlling all aspects of the
system. In this case, Country only retains

STREET
N’.{gﬁ\

%L Ewoop No

+

Mucca Design for all of its design services.

“| am able to maintain consistency by

making sure that the same designer is

always monitoring the project, even after

it is finished,” Bologna explains. He uses

this metaphor to describe the alternative:

“If they were being serviced by different
designers, this would be a recipe for disaster.”

Mucca Typo is a division of Mucca Design,
dedicated to the creation of fonts. The level
of obsessive precision necessary to design

a typeface migrates to Bologna's logo and
identity work. The choice between symbols
and word marks is deflected by Bologna with
a discussion about the Coca-Cola letterforms.
“The Coca-Cola logo is one of the examples
of how good quality in typography is not
necessary,” Bologna says. “The original word
mark was a terrible script that haunted poor
designers who had to redesign it every ten

to fifteen years. But everybody remembers it,
so we can consider it successful as a logo.”
Alternatively, the word mark for Nike is not
memorable to Bologna. In this instance,

the swoosh is the mnemonic property. Both
logos have equity and an ingrained philosophy
of values. These values have been married

to both the Coca-Cola word mark and

the Nike swoosh by consistent control

of the logo and context.
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Misrepresentation

Direct communication is not an issue for
Bologna. “Identities that fail are the ones
where the owner is an idiot, or where there
are too many people who make decisions,”
he says. This statement is a summation

of the common problem of misrepresentation.

“Most of the time, failed identities come
from companies that lie to their customers,”
Bologna continues. “Unfortunately this
becomes the designer’s problem.” A good
logo can never save a bad product. The
designer’s role is to focus and visually impart
the values and messages of a client. If the
client misrepresents a company’s product
or values, the logo can never succeed.

The logo is a promise. If that promise is

not kept, the customer will feel betrayed,
and the logo will lose all credibility.

Bologna's logos vary from simple one-color
solutions, such as the Rizzoli R, to complex
multilayered logos, such as the Adobe Design
Achievement Awards logo. “Some of the old
rules of using no more than two colors or not
using gradients in a logo/mark are passeé in
a period when you can design on continuous

tones for printers or for the web,” he explains.

Bologna's identity systems have a quality
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of flexibility that is more connected to

industrial revolution technologies than digital
reproduction. The logos for restaurants,
particularly Pastis, are designed to give the
impression of history. The logo has slightly
different variations to convey the sense that

it has evolved over time. The multiple versions
also respond to the medium used. These
versions include logos that look rubber-
stamped, reproduced with old lithographic
techniques, or hand-made applications.

Thematic Variations

Bologna uses historical idioms to
communicate a company’s character.

This solution is often used on logos designed
for restaurants and hospitality clients who
are more interested in producing an overall
gestalt, or atmosphere, than communicating
a hard-core set of corporate values. The
logo operates as an identifier and as a prop
for the theatrical experience of dining in

a restaurant. The historical forms rely on
the customer’s knowledge and recognition,
linking them to a specific time or place.
The power of these logos is derived from
their narrative connection. The viewer
connects the visual forms and applications
to his or her own internal stories. The
addition of a sense of reassurance adds

to the success of Bologna's logos.

The applications are the vehicles for

the success.

Five Logo Design Rules

1. Remember that the logo/mark will be

reproduced very small.

2. Don't design for your portfolio, but for your client.
3. If the design you're doing is not portfolio worthy,
‘don’t show it to the client.

4. Design ten logos, present only two or three of
them, and never show the ones that you don’t

5. Ignore all of the above and try to have fun.

ABOVE

Country is a Manhattan
restaurant that serves
contemporary and sophis-
ticated dishes featuring
locally grown organic
ingredients. The interior
design of the restaurant
is a mix of eclectic details
and midcentury modern.
The logo, a monogram

of a C, is a set of randomly
mixed letterforms in
multiple hues. This
conveys the warm and
playful tone of the
restaurant’s character.

OPPOSITE

The identity for Gracious
Gourmet takes its cue from
the product. The line of
gourmet chutneys, glazes,
and spreads utilizes a
strong visual brand that
communicates the company's
commitment to high quality
ingredients, exciting flavors,
and ease of use.

Classical botanical prints
are combined with a rich
color palette and modern
sans serif typeface for

the Gracious Gourmet.
The mix of classic images,
unexpected colors, and
clear typographic language
communicates the
company’s commitment
to quality, and a fresh
approach to cooking.
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OPPOSITE

The Presidio Social Club
is set in an old military
barracks in San Fran-
cisco’s historic military
base, the Presidio.

The logo incorporates
the building’s address
to help the guests find
the restaurant in a group
of nondescript barracks.

The menus for Presidio
Social Club convey a
fictional history, complete
with old photos and
vintage illustrations. This
links the Presidio Social
Club restaurant to the
area’s heritage. The
custom typefaces of

the identity system are
taken from the Victorian
language of the Barbary
Coast and, according

to Bologna, “many John
Wayne movies."

ABOVE

One of Milan’s most
famous upscale restaurant
brands, Saint Ambroeus
takes its name from Milan’s
patron saint. The logo for
the flagship restaurant on
Manhattan's Madison
Avenue repositions the
restaurant’s identity to con-
vey its many personalities,
from a morning espresso
bar to a sophisticated

late night restaurant.

The custom typefaces

and cloud motif relate to
the brand’s origin, but
refresh and modernize

its communication.

The logo is incorporated
into a line of packaging
for the restaurant's
products. The colors

and custom typefaces are
supplemented with texture
and a sense of history.
These extra emotionally
connected elements give
the brand visual joy.
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RIGHT

In order to create a unified
design theme for Schiller’s
Liquor Bar on Manhattan'’s
lower east side, the logo

is based on authentic details
of the neighborhood. The
letterforms were created by
a specialized calligrapher.

A custom typeface simulates
handwriting with oddly sized,
and unevenly spaced letters.

BOTTOM

Simplifying the wine buying
experience, Schiller's wine
bottles plainly display the
quality. This element does
not use the logo, but the
attitude communicates

a casual lightness contri-
buting to the entire brand
experience and concept.
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FELIX BELTRAN & ASOCIADOS Felix Beltran, Mexico City, Hidalgo, Mexico -

. Felix Beltran & Asociados, Mexico City, Hidalgo, Mexico

Felix Beltran was born in Havana, Cuba, trained
as a designer In the United States and France,

designed for the Communist Party of Cuba,

and later moved to Mexico, becoming a Mexican
citizen. This varied life has led to the design

of some of the world’s most exuberant and
powerful posters. Beltran’s logo work 1s no

less powerful, but it has a remarkable clarity
and rigor. ldeas such as “work hard, functional,
and again, work hard” pepper Beltran’s
discussions on logos and identity. o

The logo for Estamex,

a company that manufac-
tures modular panels for
office spaces, represents
Beltran’s minimal and
clear voice. Used as a
repeat pattern, the logo
maintains integrity,
reinforces the product,
and energizes.

Felix Beltran & Asociados * 81



“Work, work, and work.”

—Felix Beltran, founder, Felix Beltran & Asociados

Minimalism

Architects Luis Barragan, John Pawson,
and Tadao Ando have a commonality of
reductive forms in their work. Beltran uses
the same minimal approach to logos. “For
me, all design should be functional, where
nothing is out of its role,” Beltran states.
“Every element should be derived from
the project’s content and needs.” His logos
universally take the exacting approach

of reducing the subject to its necessary
elements. No superfluous forms are
incorporated. This leads to a vision that
creates memorable and sharply defined
communications. Almost all designers who
excel in the field of identity agree on the
need for simplicity in logo design. Beltran,
however, escalates this rule. His logos
support ideas first introduced by Russian
Constructivists who proclaimed that
distillation of form was required to create
a universal language that the masses
could understand.

“Simple logos are easier to perceive than
complex logos,” Beltran says. But he adds
to this common theme that “we may equate
simple with something missing. On the
contrary, the lack of surplus—what is not
there—creates the power of a logo.” His
approach to color in logo design follows
similar reductive thinking. Beltran’s logos
typically are monochromatic, relying on
the strength and association of one strong
color association. For example, the tone
used for the Grapus—Disefio Grafico logo
is neither yellow or orange. The ochre tone
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OPPOSITE

The stationery system

for the Estamex identity
remains true to the original
intent. No extraneous
detail is added, the typog-
raphy is consistent with
one size and weight, and
the placement remains
consistent on each piece
of the system. The logo

is the primary focus with
no distractions.

is specific and proprietary, using color in

the same manner as Tiffany blue. The color
is given more prominence with the lack of

a complex color palette for the accompanying
identity system.

A common theme in Beltran’s logos is

the use of an initial letter converted into

a geometric symbol. He designed his first
logo with the letter v v to evoke the front

of the building and its balconies. “A name

is comprised of sounds,” Beltran says.
“These are converted into letters and then
into a symbol.” This correlates with the theory
that a word or symbol seen and heard at the
same time has stronger memory associations.
Coupled with the rigorous minimalism, this
philosophy creates powerful and memorable
symbols that once recognized, become
closely tied to the client.

Tools

At the beginning of Beltran’s career, the
primary tools were T squares, triangles,

ruling pens, and Plaka gouache paint. He has
used evolving technology not to change his
vision, but to allow for more options. “For me,
the computer is a tool that facilitates broad
experimentation and exploration,” Beltran
explains. “This was not possible previously.”
While the final logos may seem effortless and
simple, the amount of rigorous attention to
detail and refinement are the ingredients to
their success. The negative shapes of the logos
are as refined as the positive forms. Angles are
carefully considered and echoed. Forms may
appear to be easily drawn with the circle tool

NEXT SPREAD
Hospitalaria Coyoacan

is a hospital with four
branches. The logo,

a simple group of four
squares represents this
idea in the simplest and
most elegant of forms.
The back of the stationery
uses this logo in a repeat
pattern. The strength

of this solution is the
clarity of the solution.

The backside of the
letterhead for Hill Printing
incorporates a pattern
based on the logo. The
shapes refer to the letter
H and printing processes.



Estamex

Rosario 245

Col Valle Dorado
Tlanepantla

Edo de México 03300
53789583
53789776

Estamex

Rosario 245

Col Valle Dorado
Tlanepantla

Edo de México 03300
53789583
53789776

Alberto Zufiiga
Director

Estamex

Rosario 245

Col Valle Dorado
Tlanepantla

Edo de México 03300
53789583
53789776
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THIS SPREAD
Following Beltran's
minimal aesthetic, the
business card for Hill
Printing reduces the
elements of the system

to their most basic forms:

one typeface and the
H shape logo.
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Hill

Villahermosa 186
Col Portales
México DF 03300
56889488

José Aguilera
Director

NEXT SPREAD

The Steelmex logo is

a reinterpretation of

the client’s product,
metal panel systems

for offices and industry,
and the shape of the S.
This is a combination

of a monogram and icon.

The logo for Grapus,

a design office takes

one of design’s most
elemental forms, a circle,
and alters its location

to become the monogram
of the initial, G.

>=< Logos & Identity

in Adobe lllustrator, but they are handmade
and complex in creation. This exacting
attention to detail gives the logos a level

of clarity and grace that would be easily
mishandled without Beltran’s touch.

Beltran addresses new technologies with

a minimal answer that relates to his visual
approach. “The logo and its applications
should be appreciated in all media,” he says
The austerity of Beltran's logos facilitate

this appreciation across various media.

The accompanying visual systems follow

a reductive approach that enhances the logo.
The typeface chosen on many systems is
Univers, which was designed by Adrian
Frutiger in 1956, following many of the same
minimalist ideas as Beltran’s work. The size
and weight of the type is consistent, and the
color palette is often one tone of gray. This
lack of additional elements places all emphasis
on the logo, enhancing its prominence.

While some designers promote the importance
and success of identity manuals, Beltran is
less optimistic. His experience with standards
manuals is that they are often not used.

“| have found that the identity manual is often
not instrumental,” Beltran says. “This creates
incoherence in the logo’s applications.”

The addition of multiple users of a logo adds
to the confused results. While maintaining
integrity of a logo is difficult with one end user,
the easy transmission of files and art creates
a multitude of possible logo use violations.
Beltran combats this loss of equity with the
straightforward approach of the logo design.
The extremely simple forms are more difficult

to mishandle, and the inflexible visual
systems give less creative license to the end
user. This maintains integrity of the logo.

Many designers cite their favorite logo
applications as the most unique, such as
vehicles, uniforms, and dinnerware. Beltran,
however, prefers the primary applications.

“| enjoy the most basic,” he says. “These
are the most difficult, such as the stationery
where the mark can use up too much space,
the envelope where the space is insufficient
for stamps, or the business card that has too
much text.” Beltran's continuous refinement
and attention to detail solve these problems.
These are often the most visible applications
and give the logo a strong position to create
equity and value.

“Everything should be functional” is

Beltran’s mantra. But functional is not enough,
“The present time encourages rushing,”
Beltran says. “Frequently we look for results
that are both fast and easy, and this affects
the work.” The first casualty in this fast-paced
race is the clarity of the client’s objectives.
Beltran’s approach demands a commitment
and understanding of these objectives.

“When the needs and objectives of a project
are not clear, the logo and applications

can never be clear either,” he says. The suc-
cess of Beltran’s logos relies on the ability

to penetrate the content, objectives, and
functional requirements. His adherence

to rigor is the quality that moves the identities
past successful and into remarkable.

“Work, work, and work,” Beltran advises.
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EXxpand |:‘J Beyond

LISKA + ASSOCIATES Steven Liska ABOVE

. L Expand Beyond is one of the

Chicago, lllinois, U.S.A. worldwide leaders in mobile
software for IT and application
management. The logo expresses
the wireless component of the
company’s product. The forms
of the logo are friendly and
approachable. In the instance
of a complex and ever-changing
technology, this communication
is necessary. These forms are
echoed in the architecture
of the trade show environment.
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CHAIRMAN’'S COUNCIL

GOODMAN

ol _ﬁ.‘a PREMIER SOCIETY
NS

b THEATRE

\ _-J

GOODMAN

WOMEN'S BOARD

ik g ELE

Vol. 20, No. 3

Mary Zimmerman's Pericles
World Premiere Mariela in the Desert

Getting the Scoop on The Story

Advice for Successful Logo Design Unless you're designing for a fashion company, design ABOVE

_ ) ) Three guiding principles, qual-
isn’t fashion. Understand the brand essence, audiences, ity, diversity, and community,
and symbolism first. Then move away from your comfort are at the center of Goodman
. . L, Theatre's mission to be the

zone and explore solutions rooted in the project’s goals premier cultural organization
and objectives. Remember, the essence of the brand in Chicago. The theater provides

. ; productions and programs that
experience needs to be communicated. “nalée A asseitia) contribtian

to the quality of life. The logo

is designed to communicate the
robust and energetic aspects

of the institution. The system
incorporates different brand
extensions for existing programs,
and others yet to be created.
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stay.

a modern
dog hotel

Where dogs enjoy exceptional facilities, premium services,
attentive staff and a beautiful setting on the river.

——_-
rA/L Ay

TOP BOTTOM

Stay. is a modern dog Ten years after forming
hotel where dogs enjoy from a merger, BNSF
exceptional facilities, required a new visual
premium services, atten- brand that would reflect
tive staff, and a beautiful its current presence
setting. The logo builds as a unified company.
our experience of a happy Based on audience
dog, the wagging tail. research, a complete
The logo uses different branding program now
breeds and types of dogs. exists including fleet
The common factor is the graphics, stationery,
green box and tail graphic. uniforms, and signage.
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TIM BIEBER: DIRECTOR, CINEMATOGRAPHER

CHICAGO

VISITONS

TOP

The identity for Tim
Bieber, a cinematographer
and director.

BOTTOM

10 Chicago Visions

is a program developed
for the Art Institute of
Chicago. The logo lets
the letterforms do double
the work as numerals.
The letterforms are
elegant and neutral.
This neutral tone is
necessary when working
with arts organizations
that feature many types
of creative work.
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INSTITUTE

FILM FESTIVAL
FEATURE FiLM
DOCUMENTARY
FiLM MUSIC
THEATRE
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ADAMSMORIOKA, INC. Sean Adams
Beverly Hills, California, U.S.A.

& AdamsMorioka, Inc., Beverly Hills, California, U.S.A.

My partner, Noreen Morioka, and | have

been called the new Ray and Charles Eames,
the new Donny and Marie, and the Paris Hiltons
of Design. Comparisons aside, we lead a team
working in multiple media creating vibrant, clear,
and at times, humorous identities since 1994.
While the logo and identity systems created

are appropriate and unique to each client,

the overall theme of our logo work reflects the
attitude of our location in Southern California.

PPPPPPPP energy, light, and film.
A simple word mark The custom letterforms

0 )
elements of the Sundance to Sundance's western

Institute identity. The heritage, as in the

and “glow” are the basic are modern, but refer
n
glow represents the sun, horseshoe

.
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SUNDANCE

INSTITUTE

INSTITUTE

THIS SPREAD

The stationery system
for the Sundance Institute
exemplifies the use of
texture as an element

of the visual system.
Multiple recycled papers
are used for each item.
This provides a backdrop
for the visuals that are
allowed to bleed over the
edges of the paper,

as if they were caught

midframe with a camera.

The multiple paper
tones and finishes also
communicate the variety
of activities, media,

and styles the Sundance
Institute promotes. The
logo, colors, and typog-
raphy, however, remain
consistent and rigorous
as a counterpoint to

the fluidity of materials.
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SUNDANCE e
INSTITUTE s

THEATRE

BUNDANCE |reature FiLm

INSTITUTE

SUNDANCE

FILM FESTIVAL

SUNDANCE

INSTITUTE
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WMG

WAREKERWAN MEDIA BREUM

WABFERMAR MED A GRCUPF

= W MG MARKETING

WARSERMAR NLO A SROUPF

The visual elements are often bright and
colorful, the attitude is playful, and the
communication is clear and direct. The identity
solutions follow a clear set of processes and
rules, but the final result is often defined

by the system'’s ability to evolve and change.

The First Time

One of our first identity projects was for the
Pacific Design Center, one of the western
United States’ largest interior design centers.
The client asked for a mark that could have
four languages of the Pacific Rim at the same
time. The final product was a logo system
that functioned like a weaving or textile made
of the multiple languages. This was our first
accidental step into a solution that inspired
creativity, rather than constraining the process.
Since then, most of the logos we've designed,
or the systems that are built around the logos,
reflect this ethic.

Complex Thinking

Within the color and playful attitude, one

of the most important roles of the logo is

to identify the client, rather than to describe
its business or product. For example,

a wirehaired fox terrier drinking coffee while
sitting on a teacup will never be found within
our work. The logo is meant to identify, like

a person’s name. It doesn't tell me what you
do, or what you like to eat, but | know who
you are. Simple and direct forms best achieve
this. A strong proponent for simplicity, | strive

for longevity, transcending current styles or
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WMG MARKETING

WABBERMAN NEHAGROUF

WM G INYESTHENTS

PASL R MA N MLDHA SROUP

W M G CONTENT

trends, and focus on communication. Because
shape and color are two of the most important
ways to achieve mnemonic value, | use simple
forms and clear colors to reach this goal. Our
logos also typically ask a question. The Oxygen
logo, for example, poses the question to the
viewer, “Why does it read ‘oh!?"" While it is

a simple question, it is enough to engage the

viewer and create a more memorable response.

Human beings have been making symbols

to represent things, ideas, people, and places
for multiple millennia. This makes symbols
extremely effective tools. Unfortunately, life
today is drastically more complex than life

in the Greek classical age. We are bombarded
by images continuously. From every corpora-
tion to the local plumber, the idea of a
corporate symbol has been universally
adopted. There are simply too many symbols
in the marketplace for a symbol alone to do
its job. Word marks make the communication
clearer and stronger. This makes the
letterforms and name even more critical.

It's easy to forget that we rarely, if ever,

see a logo in a void. Yet logos are often
presented to the client on letter-sized boards
on white backgrounds. This can be misleading
because a logo will always be seen in the
context of other messages in the physical
world. When presenting to the client, | use
the logo on typical applications such as

a business card and stationery system,
signage, or television screen to show the
logo in context. Complex logos have never

My First Logo

My first logo was designed for Apple computers’

in-house newsletter when | was fifteen. My father

was a program designer in San Francisco and told

me some friends of his at a new company needed

a masthead for their newsletter, which would

be photocopied and stapled together. | hand drew

a terrible apple made up of a series of horizontal

rules. This was before Saul Bass, one of the

world's best logo designers, designed a similar

logo for AT&T, so | assume Saul copied me.

THIS SPREAD

As a fast growing and
expanding company,
Wasserman Media Group's
identity is designed to
represent the activity and
energy of the company.
The identity system also
allows for brand exten-
sions and new divisions.
As the primary home for
the logo is on air, and

in a Web envircnment,
the icon is designed

to animate and use a
wide spectrum of colors.
A one-color version of
the logo exists, but

is almost never used.

The stationery system
is printed on both sides.
The logo is scaled to
occupy the entire back-
side of the letterhead.
This reinforces the
power and mnemonic
value of the icon, and
communicates WMG's
commitment to many
forms of entertainment
and sports.
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“Manuals don’'t make successful
systems; people do.”

—Sean Adams, partner, AdamsMorioka, Inc.

worked for me. If the logo is simple, the
context it inhabits can be as complex or
minimal as it needs to be. It’s like plaid on
plaid. A good logo is like a classic Armani
black suit, or your favorite khakis. You can
combine it with almost anything, and it
still holds up.

Mnemonic value is critical. A logo can be
beautiful, clever, and well made, but if

the audience forgets it, it fails. Logos that
are illustrations or answer every question
(i.e. complex) also tend to be forgettable.
If the mark is working too hard, telling the
audience everything a company does and
believes, it can’t succeed. That's not a
logo, it’s a miniseries. The insistence on
perfection addresses another trait that failed
logos share: bad form. In my eyes, badly
drawn curves, less than stellar letterforms,
and clumsy proportions will quickly destroy
a good idea.

New Technologies

Since that first logo and visual system for the
Pacific Design Center more than a decade ago,
technology and media have radically changed
the way a company communicates with its
audience. This has affected our processes,
and the end results as well. Fifteen years ago
we focused on print applications. That would

never work now. Our design process begins,
not with how the logo looks, but how it

will move and behave. It's presumed that

the logo will need to animate, so we design

a mark and visual system that incorporates
animation and motion inherently. At the
same time, a default mark must be able to
exist in a small black-and-white newspaper
ad. With the introduction of other media such
as mobile devices, a simplified version, or
type only version, of a logo is needed. What
happens when the client can’t use a logo, like
the channel listing on an on-screen guide?
That's when the importance of a good name

becomes apparent.

One of the most apparent issues of identities
for us is the importance placed on the system.
The most critical components are color,

type, and images. Color is the strongest tie

to being memorable and portraying the right
perception. Think of Tiffany blue. The color
palette in the visual system should serve to
reinforce and complement the primary identity.
The color palette is also a primary signifier

of the message. It tells us if the product

or company is serious or humorous, fresh

or traditional, positive or negative. Typographi-
cally, we incorporate a family of fonts that
complements the logo. Using the same font
for the logo and headlines takes away from
the equity of the logo and dilutes its unique
characteristics. Once again, it's about tone.
Bembo communicates a very different
message than Helvetica.

THIS SPREAD

The identity system

for Disney ClubHouse
consists of a static logo,
and a changeable logo
with a “magic knot-hole”
incorporating characters.
A color and pattern palette
relies on colors and forms
that clash. Most of the
creative is handled by

a variety of third party
designers. The “clashing”
elements allow for any
combination to work.
They are built to be
dissimilar like a child's
experience of piecing
together a Clubhouse.

Disnzy  MSUREEE.
2 ' ] A S 2 , 't_,"»"‘} Py Ibe
’ |” ) ﬂl, gt

_—_\ i Yol ‘

The style manual for
Disney ClubHouse exists
as a poster, and in booklet
form. The instructions
are presented with a tone
that informs the overall
system. Playful and
spontaneous choices

are suggested, using the
visual system like a kit

of parts to be assembled
in any way.
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Oxygen

very clear selecting the image attributes: style,
black and white or color, candid or posed,
wide shots or macro, the same photographer
for all or a group of photographers. The content
of the image choices can be politically touchy.
Everyone can take a photograph, so everyone
thinks he or she is an expert. It’s also difficult
to get beyond the content of an image, or the
style. If someone hates a chair in an image,

it can kill it. And finally, who is photographed?
Do you have a good mix of men and women,
racial divisions, age divisions? These are
questions that must be weighed very heavily.

Launch

In addition to a standards manual, steps
should be taken to maintain the consistency
of the identity system. Whenever possible
we manage the launch and initial use of

an identity system. Some projects require
that we release the system to an in-house
department and other creative partners.
This is where the science of systems applies.
A well-designed system will inspire creativity
and allow for flexibility while maintaining

a strong proprietary perception. A system
made too rigidly can lead to fast rebellion

by the designers who take over the program.
My philosophy for this hand off is pragmatic.
In some instances, you simply need to let
your children leave home and find their own
way. Fast-moving media such as broadcast
and online will begin to alter the system
almost immediately. | was given a piece

OPPOSITE

A visual audit of packaging
in the hair care industry
showed that less expen-
sive products had more
flamboyant packaging.
Philip B. is a high-end
product selling at stores
such as Barneys New York,
Saks Fifth Avenue, and
Bergdorf Goodman. The
identity is a simple word
mark with a classic and
modern attitude. The other
elements of the identity
system, patterns, icons,
shapes, and color combine
to create a packaging

line that remains direct
without resorting to

showy techniques.

of advice by broadcast pioneer Fred Seibert,
“If it’s right on television for fifteen minutes,
you've done your best.”

Controlling the logo and usage is challenging.
For example, we designed a word mark

for Aaron Betsky’s book on gender and
architecture, Building Sex. The cover and
accompanying word mark worked well

to enhance sales of the book, but the final
product found its way into unexpected
places. For example, the bright red cover
and “Sex" word mark was used in a photo
shoot for Cosmopolitan magazine. A scant-
ily clad model is shown leaning suggestively
against a bookcase holding the book as the
primary prop. The article was “How to Pick
Up Men in a Bookstore.”

Young designers beginning to work in the
field of identity should stop and ask questions.
Build the criteria and thinking with the client
before any visual studies begin. Nail down
the attributes that the logo should address
and make sure you have consensus with the
client, and then start visual studies. Also,
follow the three rules: simple, simple, and
simple. How can you do more with less?

All of the logic, and criteria, and systemic
thinking involved in the making of an identity
system are critical. But there is that one
element, more important than any other:
personal creativity.

TOP

Oxygen is a cable
network that initially
focused its programming
toward a primarily female
audience. Explorations
for the logo included

a simple ring shape that
was set aside due to

its lack of proprietary
value. This exploration
led to the sound of

an “0.” An exclamation
mark was added to
convey the network’s
energetic approach.

On screen graphics,

print materials, and Web
applications use the

logo as the center of a
response. The logo never
is “slapped” onto a corner,
but given life with a variety
of audio cues ranging

from surprise to amorous.
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THIS PAGE The relationship of the
Via is a large line of finishes to Via is expressed
paper products from as a hub and spoke
Mohawk Fine Paper. diagram on the website,
ViaeznCotton The vastness of the line, rather than hierarchical.
seven finishes, twenty- Each finish is given its
eight tones, required own information page.
a set of logos to identify The visual system also
each finish. They range includes a set of mascots,
in character to help with including a squirrel and
identification and clarity talking horse to explain
between finishes. the selection. The humor-

ous and satirical copy is
also a critical component
of the Via identity system.

1 Veduin tvowy logtures Moh awh
valent peviodmance that helps sveiyday [0t Doty fu
dannod - For ol the wanes you prnt. Via
[

twelve fredh, vernatie cosols and three fiber adde

P b Ik T Liorg

For move detaled informaton, downioad the Detalls pdf

My project is:

Criepy
chat
; = Dude,
Not 100 Heavy - Via Smooth what's Via?
Natural
Sl 80C
Dorky Guy
I need to know about | need to know what paper
Via finishes, colors, and is right for my project,
its qualities. or what happened to the paper
I'm used to ordering?
4 <«
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THIS PAGE
RedBone Films' four
identity versions are

E D B o N E F I L Ms used interchangeably in
the system. The symbol
of the dog interacts with
the type as though it is
alive, adding personality
and suggesting movement
even in the simplest
applications, such as the
stationery. The RedBone
dog “jumps” from one
side of the business card
to the other, for example.

RANE FILMS

&EDBONE FILMS ﬁ

REDBONE FILMS

REDBONE FILMS

REDBONE FILMS

EDBONE FILMS

REDBONE FILMS
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WITHIN
REACH

waw dwi com

Pestagnum

PENTAGRAM Kit Hinrichs

San Francisco, California, U.S.A.
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TOP

Following modernist
concepts, using Futura
and a Bauhaus red,

the Design Within Reach
identity communicates
the company’s commit-
ment to contemporary
classic furnishings.

BOTTOM

The 365 calendar
highlights a different
typeface for each month.
The logo is a combination
of all twelve typefaces
used in the calendar.
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SAN FRANCISCO

muzak

What Is a Logo?

A logo is an empty vessel. It has

no meaning until a company fills it with
the quality of its products and services,
employees, integrity, and character.
Then that logo becomes the appropriate
symbol of the company.

TOP

At times, it is best to
simply “show the cake.”
As in advertising, if you
are selling cake, let the
customer see it. The logo
for the San Francisco
Zoo gives the viewer

a clear sense of the zoo
experience, simply and
without multiple tricks
or clever symbols.

--IV.,l T gt Gt Rl S
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BOTTOM

Muzak is a company
that brings a customer’s
story to life, providing
voice, sound, and music
to create an emotional
connection. The logo
reflects Muzak’s modern
approach to brand
recognition. The forms
of the m are echoed with
the curves of the word
mark’s letterforms, and
the containing shape

of the circle.
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HE MAGAZINE OF UC RIVERSIDE

Reinventing
- Invention
m!! =
P . Teaming up
Against Cancer

Mining the Seas
for Medicine
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ABOVE LEFT

There are only so many
ways a designer can
symbolize “looking toward
the future.” The UC
Riverside achieves this
goal with a unique and
unexpected twist. Highlight
the R and integrating an
icon communicates its
distinction in the University
of California system, and
its approach of optimism.

ABOVE RIGHT

@issue is a periodical
with articles that focus
on design and business.
The logo reflects the
magazine's tone, which
is clear and informative,
without becoming
stodgy or staid.

OPPOSITE LEFT
Piperlime is Gap, Inc.'s
venture into the world
of online shoe retail.
The tenants of the
company include value,
quality, and ease of
use. The logo reinforces
the name with a visual
icon and specific one
color approach.

OPPOSITE RIGHT
Michael Chiarello’s
Southern Italian heritage
is expressed with
NapaStyle. The retailer
showcases an eclectic
mix of exclusive home
goods and artisanal
specialty foods. The
logo and identity system
reflect the Napa lifestyle
experience with a word
mark, materials palette,
and earthy color tones.
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“A logo never stands alone.
1t Is always part of a system.”

—Kit Hinrichs, partner, Pentagram
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THE GLOBE
PLERSURE BERCH
BLACKPOOL

CIRCUS MUSICAL 11TH JUNE — 7TH NOVEMBER
BOOH NOW 0870 444 5586
WL BLACKPOOLPLEASUREBERCH.COM




JOHNSONBANKS Michael Johnson, London, United Kingdom

JohnsonBanks London, United Kingdom ﬁ

Some designers believe that the hand of the
designer should be Invisible and no style should
be imposed on a client. The other side of the
coin IS to use one unique style on all projects.
Michael Johnson, cofounder of JohnsonBanks,

designs logos and identity systems for clients
that merge both philosophies. JohnsonBanks
creates logos that are uniquely appropriate
for the client, but the logos never fall into the
banal or predictable.

OOOOOOOO and ice shows. The
Seven million people identity reflects Pleasure
enjoy Pleasure Beach, Beach's history but

an amusement park which updates the forms

has over 130 attractions. for a younger attitude.
The park has a dozen

roller coasters, including

Europe’s highest and

fastest roller coaster,

and cabaret, circus,
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THE ARENA
PLERSURE BERCH
BLACKPOOL

SPECTACULAR SHOW 7TH MAY = JTH NOVEMBER
BOOH NOW 0870 444 5568
WWLW BLACKPOOLPLEASUREBERCH.COM
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Johnson’s logos are unexpected, yet they're
also entirely appropriate. “Every time | think
that I've fixed my view about how an identity
should look, feel, or communicate, a new
project will come along, and I'll realize that
having no fixed modus operandi is what
makes life so much more interesting.”

Boring Words

Influential designer Bob Gill once said,
“Boring words need interesting graphics.”
Johnson adheres to this when determining
the choice of a symbol or word mark. But

he just as quickly says, “The opposite also
applies. My default setting is probably drawn
toward word marks, but | know deep down
that sometimes a symbol can be fantastically
useful.” He uses a symbol in situations where
the name or messages of an organization
don’'t communicate clearly. The logo for

the Art Fund is an example of this solution.
The symbol (about love and art) helped to
differentiate the client in a crowded United
Kingdom art funding and art charity market.
A nondescript word mark might be lost in

a competitive landscape.

Trying to narrow Johnson’s philosophy into
one simple approach is impossible. This

is a key ingredient in his ability to create

an identity that is unique and appropriate.
While a symbol is used successfully to help
communicate an oblique idea, a word mark
Is just as readily adopted in other situations.
The logo for Shelter, a homeless charity,

draws power from its name. “Shelter is a great

word that needs no extra identity baggage
other than small typographic twists,” Johnson
explains. The same solution and reasoning

are applied to the company More Th>n.

The context of the logo and its applications
provide another layer of meaning and message
to this seemingly obvious logo. The success

of this identity is based on its craft and
Johnson's willingness to allow the words

to do the heavy lifting.

Increasingly, varied technologies and media
choices have led Johnson to rethink the
idea of static logos. “I've been fascinated
for years in identities that can change and
adapt to their surroundings,” Johnson says.
“I'm thoroughly bored of the ‘logo that goes
in the corner’ syndrome and | will do almost
anything in my power to avoid this.” The
identity for BFI is an example. The simple
application of a lens flare applied on the top
of an image serves as a nontraditional logo.
Johnson doesn’t deny the ease of static
logos. “Obviously one color, vector logos are
fantastically easy to use and apply, but it
doesn’t always work out that way,” he says.

Time and Place

Designers commonly attempt to do work
that is timeless. Unfortunately, because we
exist in a specific time and place, this can
prove challenging. “Some might say | still
naively cling to the idea that a good identity
should stand the test of time, so it shouldn’t
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THIS SPREAD

Pleasure Beach's identity
system has the ability

to use very expressive
typography, imagery, and
rich color to convey the
fresh, updated activities
and attractions. The logo
is given the latitude to

exist in a variety of colors.

This guideline increases
the designer’s ability
to create unique and
exciting applications.

"

Thrill seeking and the
unexpected inform,
not only the printed
materials and signage,
but the choice of
applications and the
provocative placement
of the exclamation
mark logo.

The identity is based

on an exclamation mark.
Typically, everyone who
visits has an opinion
(usually ‘I loved it!").
This response is paired
with forms that recall
Pleasure Beach's 100
year history.
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THIS SPREAD
Addressing the issues
of homelessness and
unacceptable housing
conditions, Shelter is an
organization that helps
more than 170,000
people a year fight for
their rights and find

and keep a home. The
logo and identity system
have the same approach
as the organization;

it approaches the
challenge head-on

and without apology.

Most of the world knows
what a welcome mat
looks like. It's meaning
is clear. Switching the
word, “welcome,”

with the Shelter logo
communicates exactly
that; you are welcome.
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Shelter —

N et L

B Mouoing weicsa bam

Shelter

Bad housing wrecks lives
Bad housing wrecks lives

Bad housing wrecks lives

Bad housing wrecks lives

OPPOSITE

The information on
Shelter's materials

is presented plainly.

It is not hidden, or
disguised with graphic

elements. The straight-

forward approach of

the identity system
gives the audience

]
1's hovey vee Tk an well
| S O r Yy Y . yiheng we wiite shoulkd
' 3 1 y positive, authomatsre and
the message that the : i s .

issue is serious and

That s Mhicu if we USe Ergon.
. L spossitly 6ng sentences
can be handled with helter for e Dadly thought theough ideas
. w0 ot iy b bopbs liko [hew, for onampled
direct honesty. . 11 yyeas e writing Jor Shefte,

heep i short. And make s R
hapa 10 e Nevw COPY-Chackng
guscislines, COmIng soon

Faoap rermunding yourses!
that worcs e "stakeholder’
o ‘coniluancy’ ramnd normal
paopie of eittr Dracula movies
or poltscxans. Or both,

Read 4 through, If 1's aflicult
10 read Slowdl. nedo
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“People just seemed to think |
was nuts when | argued for logos
that could change years ago.”

—Michael Johnson, cofounder, JohnsonBanks
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THIS SPREAD

The National Art
Collections Fund had
been the well kept
secret of art funding in
the United Kingdom for
some time. <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>