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PREPARING FOR CLIENT BRIEFING

« DO any necessary preliminary research
e Collect a list of questions you want to ask
 Be prepared to talk about budget, scope, and final deliverables

 Be prepared to set a schedule and stick to it
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QUESTIONS, QUESTIONS, QUESTIONS

« Name of company & any commonly accepted nhame variations?

e Location? Number of years in business? Number of employees?

« Key product or mission?

« Who would you consider your direct competitors?

« How do people learn about your product, organization or service?

« How many people will be ultimately be responsible for the use of the
brand identity?

« Who will be the key decision maker for the project?
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QUESTIONS, QUESTIONS, QUESTIONS

« What are the challenges faced by your organization?

« What does your audience care about?

« What do you hope to accomplish with your new brand identity?
« What values do you feel your organization should represent?

« What personality attributes do you want your audience to associate
with your organization?
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How will you bring the details of the
client discussion to life?
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WHAT DOES A BRAND DO?

NAVIGATION
helps consumers choose between product options

REASSURANCE
communhnicate intrinsic quality of product or service

ENGAGEMENT
encourage consumers to identify personally with the brand
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WHAT DOES A BRAND DO?

 branding: A disciplined process of building awareness and extending
customer loyalty to a company, product, or service.

 brand identity: tangible way in which a brand manifests itself.
You can touch it, see it, hold it, hear it, watch it move. It fuels
recognition, amplifies differentiation through uniting disparate
elements and unifying them into a system.

- brandmark/logo: the graphic signature at the heart of the brand
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TYPES OF BRANDMARKS
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WORDMARK

e A freestanding acronym, company
name or product name that has been
desighed to convey a brand attribute
or positioning
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TYPOGRAPHIC TREATMENTS
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LETTERFORMS

« A unigue design using one or more
letterforms that act as a mnemonic
device for a company name.
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« A mark in which the company name is waTOR;
iInextricably connected to a pictorial element. HAR[[Y-[]AV"]S[]N
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« An iImmediately recognizable literal image
that has been simplified and stylized.

UNIVERSITY OF NEBRASKA— LINCOLN GRPH 221 | GRAPHIC DESIGN |



UNIVERSITY OF NEBRASKA— LINCOLN

Pictorial marks
From left to right

sugarFISH:
Clement Mok

British Telecom:

Wolff Olins

NBC.:

Chermayeff + Geismar

Lacoste:
Robert George

March of Dimes:
Pentagram

Merrill Lynch:
King-Casey

Flab Bat 25/a division
of the Swiss Army:
Allemann Almauist + Jones

The WILD Center:

Points North Communication
PBS:

Chermayeff + Geismar

World Wildlife Foundation:
Landor Associates redesign

Greyhound USA:
Raymond Loewy

Fancy Pants Press:
Alusiv
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ABSTRACT/SYMBOLIC MARKS

« A symbol that conveys a big idea and
often embodies strategic ambiguity.

V
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Abstract marks
From left to right

Hyatt:

Lippincott

Merck:

Chermayeff + Geismar
Darien Library:

C & G Partners

EUE Screen Gems:
Chermayeff + Geismar
BP:

Landor Associates

Penn’s Landing:
Joel Katz
Sprint:
Lippincott

Time Warner:
Chermayeff + Geismar

Alina Wheeler:
Rev Group

Sacred Heart Hospital:
Infinite

Franklin Institute:
Allemann Almquist + Jones

Brinker Capital:
Rev Group
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Shape Color Form

Reading is not necessary to identify Color is second in the sequence, Color The brain takes more time to process
shapes, but identifying shapes can trigger an emotion and evoke a language, so content is third in the

Is necessary to read. The brain brand association. Distinctive colors sequence behind shape and color,
acknowledges distinctive shapes that need to

make a faster imprint on memory. be chosen carefully, not only to build

brand awareness but to express
differentiation. Companies, such as
Kodak and Tiffany, have trademarked
their core brand colors.

H&R BLOCK
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SIGNATURE

Signature

Brandmark

L 4

Logotype ....1..\ | i
et . o." . Brandmark

Signature |

SPECTRUM HEALTH "; 1 ; THOMAS JEFFERSON'S e
| FOR A BETTER LIFE. | /Qap[a/r fores7

‘.

S

B e ————————

Tagline

Thomas Jefferson's Poplar Forest:

Spectrum Health: Crosby Associates Rev Group
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REDESIGNS

« Most brand identity projects entail redesign. As organizations
grow their positioning is refined and logos are updated.

@ Qe

e 1995 1999
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REDESIGNS

mastercard.

master charge
MasterCard. e R

1966 1967

MasterCard

Worldwide
2005
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and Associated Companies

1942 1944 1964

COMPANY
1961 2013
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1938 1938

1948 1978 2007

2011
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ELEMENTS OF ICONIC DESIGN
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KEEP IT SIMPLE

The simplest solution Is often the most effective.
Why? Because a simple logo helps to meet
Most of the other requirements of iconic design.
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MAKE IT RELEVANT

ANy l0go you design must be appropriate for
the business It iIdentifies.
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INCORPORATE TRADITION

Trends come ar
dentity, the las

d go like the wind. With brand

C thing you wan

Wil most certain
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~a design that

v look dated almost overnight.
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AIM FOR DISTINCTION

Begin by focusing on a design that Is
recognizapble. SO recognizable, In fact, that just
'ts shape or outline gives it away.
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COMMIT TO MEMORY

Often, one glance is all the time you get to make
an impression. Make the viewer remember your
l0gO the Instant they see It the next time.
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THINK SMALL

Your design should ideally work at a minimum
one INch In size without loss of detall so that it
can be put to use In a variety of applications.

UNIVERSITY OF NEBRASKA— LINCOLN GRPH 221 | GRAPHIC DESIGN |



'"-"':'.'.'.'gi."""l.'!

&3 SUGOI.

UNIVERSITY OF NEBRASKA— LINCOLN GRPH 221 | GRAPHIC DESIGN |



FOCUS ON ONE THING

Incorporate just one feature to help your design
stand out. That's it. Just one. Not two, three, or four.
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BUT REMEMBER...
Rules are made to be broken.
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GETTING STARTED
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DON'T NEGLECT YOUR SKETCHBOOK

- e Y P

:

5
‘-.......--3 —— o —

UNIVERSITY OF NEBRASKA— LINCOLN

GRPH 221 | GRAPHIC DESIGN |



BUILDING A MOODBOARD

« Moodboard: an arrangement of images, materials, pieces of text, etc,,
iIntended to evoke or project a particular style or concept

« How to create
 Step 1: Collect
¢ Step 2: Comple
¢ Step 3: Eliminate
o Step 4: Organize

UNIVERSITY OF NEBRASKA— LINCOLN GRPH 221 | GRAPHIC DESIGN |



MOODBOARD: MODERN BOTANICAL

February 27, 2015

MOODBOARD: FITNESS CONNECTION
February 8, 2016

SUCCULENT
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DON'T NEGLECT YOUR SKETCHBOOK
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« Designer: Nancy Wu

e Client: Tenth Avenue Alliance Church In
Vancouver, British Columbia

 Popularly known as “Tenth Church”
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- Draplin Design Co, Portland OR

- self-taught graphic designer who
discovered his talent during a
snowboarding stint at the age of 19

- advocate of "blue collar” design: design
that works

.+ https://vimeo.com/113751583
- http://trademarksandsymbols.com/
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TIPS FOR NEXT STEPS

« Work in black & white

« Match the type to the mark

« Remember legibility

« Reverse it

e Turn it upside down

e |s it answering the creative brief?

« check out logos.wikia.com
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