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Brand identity

A brand or corporate identity is the cornerstone of 
virtually every business and organisation, or at least it 
should be.

It should positively and accurately enforce its personality 
to those within the organisation, and clearly project its 
values and unique identity to the broader audience.

A considered brand identity is an efficient and powerful 
tool to set a business apart - increasing trust, loyalty 
and profile.
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This time... it’s personal 

A simple way of defining a ‘brand’ would be to consider it 
a ‘personality’, every organisation or business has its own 
personality, and just as a person is considerably
more than a name and a face, so is a brand far more than just a 
name and a logo.

Based on their interaction with you, your existing clients or 
customers may already have an established impression of the 
personality of your organisation. 

My role as designer will be to help you to take control of how your 
organisation is perceived now, and in the future.

The questions 

The questions in this document are designed to help identify the 
elemental values and visual language on which your brand will be 
constructed.

The first stage of research is vital. It’s actually a matter of 
increased efficiency: the more specific and complete the 
information gained at this stage, the more successful
and cost-effective the design process will be, and the more chance 
I will have of producing something that accurately reflects your 
organisation and achieves in attracting the right kind of audience.
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The Business

1. What type of product or service do you offer?
2. Who is your competition? 
  Include both current competitors and also those you aspire to be competing with in the future.

3. What unique service, or group of services do you offer that your competitors fail to provide?
4. List your natural strengths - and also weaknesses. 
5. How developed is the organisation? (age, size, scale of public recognition)
6. What is the long term goal of the organisation (5 years, 10 years)

The Market

1. What is the geographical spread of your current / future market?
2. Please describe the sort of person who you would ideally like to use your business or service.
  It may help you to construct a profile or two, for example: Bob, a 52 yr. old accountant from Bath, drives a 1964 S type Jaguar.  
  Looks for quality in all things, he has money, but is careful with it. He is married with 2 daughters, he reads The Times and enjoys  
  an ale while watching the rugby.

3. How do you aim to attract clients? Do you have a marketing strategy?

The Message

1. What do we want your audience to learn, feel and/or believe?
2. Reasons to Believe 
  List the specific reasons that support or substantiate the message and insight. How will you convince the audience to believe the  
  message you claim?

The Character

1. How would your clients currently describe your organisation to others?
2. How would you like your clients to be describing your organisation in future?

The Image

1. Do you have any existing brand elements? (visual or written) If so, what elements are currently   
 successful and what aspects would you like to change, and why?
  This question is naturally targeting companies in search of a re-brand, useful documentation might include research conducted 
  to gather market feedback.

2. Is an identity which projects a sense of history and tradition more important that a fresh, young,  
 contemporary feel?
3. When looking at the market, is it important for you to fit in and look established, or would you prefer  
 to look radically different and set apart from your competition?
4. Visual references: Please identify any existing brands you admire which you feel share some of your  
 values and visual language? Please explain your choice.
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Research

Large corporations will often spend huge resources ensuring that their branding, or re-branding
exercise is met with an appropriate response from its desired audience, this will require extensive
market research and user testing. 

Your organisation, however may not be fortunate enough to warrant devoting such resources to this 
cause, therefore to reduce cost and guarantee a successful result first time round (re-branding is a costly 
job, often more costly than the original branding exercise due to its application to multiple assets) the 
bulk of the research will need to be provided by you, the client.

Logo design process

Once the research is collated - normally in the form of a completed briefing document and perhaps
a mood board, designing can commence. In response to the documentation you have provided
and according to the answers you have given in your briefing document I would start to assemble
research of my own, largely looking at visual trends, market language and styling techniques.

Dependent on your funds and methodology I can take one of two approaches

1) Produce one single design that I would be confident would suit your needs according to the research  
 provided. If you are familiar with the quality of my work and confident of my abilities you may well be  
 happy to permit me the responsibility of producing one single logo solution.

  The advantage of taking this approach is that I would be able to develop and hone one quality logo in the time I would otherwise  
  produce number of less well conceived attempts. Also, depending on the complexity of the logo it is likely to take less time, and  
  therefore be the more economical approach.

  If a detailed briefing document has been submitted I would consider this to be a favoured approach and would feel confident that 
  my solution would meet or surpass your expectations.

  In real terms this approach is likely to take approximately 1.75 days for design and an additional 0.25 day for client change  
  requests - assuming they are only minor tweaks. The final solution will then be exported.

2) Follow an iterative process by producing a number of designs from which you identify elements you  
 approved, then develop the logo further through a number of iterations before coming to a final solution. 

  If you would prefer to have a number of options from which to choose, would like more input into the concept and construction  
  of the final logo, or you haven’t been able to submit a comprehensive briefing document then this option may be more suited to 
  your requirements. The advantage is that you have the luxury of choice, and a greater involvement in the brand construction, the  
  disadvantage is the time, and therefore cost implications. 

  Also there is of course the risk that the broth may be contaminated by too many cooks! This is often the case if a number of 
  parties are wishing to contribute ideas and opinions, very quickly a simple elegant concept can become cluttered and lose clarity 
  and purity. This approach is likely to take approximately 2.5 days for 3 concepts, then anything up to an additional 2 days 
  according to feedback, change requests and final exports.


