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A climate of protest and reaction against globalisation and corporate
power has arisen in recent years, which has offered an alternative
viewpoint on the function and influence of branding. Voices such as
those at Adbusters magazine, George Monbiot (Captive State) and
Naomi Klein (No Logo), have raised awareness of branding’s proclivity
to homogenise and depersonalise. But whereas the anti-branding
opinion may suggest that the uniformity engendered by branding can
strip cultures worldwide of their individuality and diversity, we should
not lose sight of the benefits of branding as a tool for unification,
coherence and reassurance. The comfort through familiarity which
branding affords, inspiring feelings of safety and loyalty in the
consumer, cannot only be utilised for sales and profit but can also
communicate vital information clearly and efficiently for the benefit of

the public. This was the case with Holland’s public transport system.

Like many industries in the 1990s the Dutch transport sector was
deregulated, introducing competition from the private sector. As a result,
existing operators were forced to reduce their market share, and the four
regional public transport operators in central Holland (Midnet, NZH,
Oostnet and ZWN, which operated most of the key bus, tram, ferry and taxi
services), were brought together under the holding name VSN1 in order to
form a new group that would be able to survive in a much more competitive
market. The merger needed to be communicated to all external and internal
audiences in the form of a comprehensive corporate identity. In 1998 the
London- and Amsterdam-based corporate and service branding team at
Design Bridge was appointed as branding consultant after winning a

competitive pitch.

The client’s objectives included raising the prominence of their position in
mass market transportation, and the maximisation of passenger, client and
employee satisfaction. In order to fulfil these aims and to gain an
understanding of the job in hand, Design Bridge assessed the existing
transport brands and their competition, the company culture and
characteristics of each of the four transport operators, and the public’s

needs and perceptions of public transport in Holland.

The solution - connexxion — was built around the idea of ‘bringing people
together’, and provided recognisability and expression within a unified anc
coherent corporate identity. The strength of connexxion lies in its ‘modular
visual identity - it consists of several elements which interact coherently as
a whole, but which can be disassembled into constituent parts for use in
various contexts, without a loss of recognisability and legibility. The xx
element is a visual ‘hook’, an instantly recognisable symbol which evokes
connectedness and unity. Its interpretation as either interconnected x’s or
bi-directional arrows economically expresses both ‘bringing people
together’ and total transportation. The scale of the design programme
necessitated the creation of a flexible ‘masterbrand’ strategy. This helped
to facilitate the communication of the identity across a number of specialist
service brands and forms of media. This involved supplying brand
guidelines to local design agencies whose task it was to apply the identity
within their locale. Design Bridge orchestrated the initial implementation in

order to establish the brand and maintain standards.

As a branding exercise, Design Bridge’s solution encompasses all aspects
of traditional corporate identity, and successfully provides the organisation
with an individual and high profile identity. Connexxion has become a
prominent feature of the Dutch landscape, and is a familiar and trusted

brand for those with whom it has come into contact.

‘Brands and marketing communication are part of (an) extended aesthetic
experience. In a surplus society, in which people are condemned to
freedom, brands reduce uncertainty.’ - Funky Business by Jonas

Ridderstrale and Kjell Nordstrém.
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0.1 transport brands (before) 7

In the initial stages of such a complex branding project, Design Bridge
compiled an overview of all regional Dutch transport companies. The
findings demonstrate a variety of identities that were all functional, but had
no coherent visual approach. Several of these identities are for comparable
services, yet confusion within this merged group is caused through the
many branding approaches taken by individual companies, with some

concentrating on region and others focusing on services.
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0.2 audit and initial research ¢ v

An extensive brand audit was undertaken (by Nijkamp and Nijboer).
documenting all existing brands and their applications. The findings
revealed a lack of brand consistency, clearly demonstrated by the array of
regional bus liveries. In conjunction with this audit Design Bridge
researched European transport identities to identify specific successes,
failures and general trends in transport branding. Key competitors were

identified in Arriva and Hermes.
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~onsumer research NA

bringinging you to someone

=7 2ws were used to formulate a view of users’ perceptions of

=00ort in their respective areas. In response, the public were able

~zme. but often accurately draw, their respective companies’ bringinging two people together
== —owever, while these brands were distinctive ‘stand out’ marks,
—=cole had any inkling as to what they ‘stood for’. Two major
sre drawn from this exercise: that the existing brands were
=-=-2.and perhaps more importantly, that using public transport

SEen as a positive activity. bringing a group of peopie together
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bringing more people together (network)

two way connection
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4+ oositioning options NA 0.5 positioning and naming ¥
= Terentiate the new brand from competitors, Design Bridge Based on the positioning of ‘enabler’, a statement was developed around
ccus on the primary benefits of public transport. Seven which the brand would be built: ‘We help you live your life by getting you
= Zo=72oning themes were developed ranging from the functional where you want to be. Whoever you are, wherever you're going, you can
e cific). to the more emotional (the experience of travel). trust our friendly, efficient and integrated transport service to take the
=~ -2= recommended that the focus of the brand be that of hassle and frustration out of getting there. We are Bringing People
= ==7.ce that allows you to do what you want to do’. Together.” The schematic above visually explores different interpretations of

bringing people together, from a single user visiting another, to multiple

o - r ing on a central | jon.
Mise= 7 Pasitioning Nodes in the Transport Industry users converging al jocation

Together with Globrands in Holland, Design Bridge developed naming
exercises, one of which involved an internal competition to involve staff at
the newly merged transport company. ‘Connexxion’, a name selected for its
emotional appeal, distinctiveness and relationship to the brand statement,
was one such name submitted by a member of staff. It was felt that
the name responded to the identified brand values - friendly, reliable,
integrated, enthusiastic, professional, entrepreneurial and efficient — while

the double xx spelling made the name more ‘ownable’.
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0.6 design concepts »

The design team developed a number of design concepts for a connexxion
brand mark based on the brand positioning and the brand name. Initial

sketches included designs that were not based on the xx elements.

However, when combined with the brand name the xx in the logotype was
so overpowering that any additional elements visually clashed. Design
Bridge therefore concentrated on the x element as the key feature of the
brand mark, as a stand-alone element or part of a logotype. All designs
were presented in black and orange on boards, which served as a default
colour before any decisions on colour had been made. The boards
illustrated layout options for the elements as well as ideas for the visual

tone of voice (e.g. hard or soft shapes, dynamic or static shapes).
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- “rznsport identities one of the most distinctive design elements is
- —2ncon buses and New York cabs are perfect examples of this. A
“27soort identity features prominently on a fleet of vehicles and
~'= Z=comes a characteristic of a city, region or country’s visual
~=-= Colour also serves the function of differentiation. It is easier to

~ company’s bus is approaching if it features a distinctive colour.

.7 or colour combination needs not only to be different to other

©.C Ciransport brands, but also to well established national brands
zopear on a fleet of vehicles. In Holland for example, the KLM

. 2 not be used for another prominent brand in the public domain.
wneel identifies areas within the colour spectrum which can be

2n organisation.
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2= 0=d on using the xx as a key feature in the identity, Design

2=~ .=stoated the options of combining the two elements to express

z==722 of the brand. The xx as a stand-alone device, and as a

"oo-="1 o a logotype, were both considered.
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0.9 logotype and brand icon & v

connexxion conne>>ion

The final logotype incorporates the xx as two sets of arrows moving
towards each other and overlapping to create the letter x. The design
reflects the idea of ‘bringing people together’. It was important to safeguard

legibility while creating a distinctive design feature within the logotype. The
c 0 n n em l 0 n xx device can also be used separately from the logotype to act as a simple
and strong icon employable in a similar way to the London Underground

symbol. The icon acts as a beacon that can be seen from long distances.

The logotype design is based on the Lesmore font but redrawn to suit the
concept. It is rendered in lowercase to emphasise the design feature of the

xx, which would be incompatible with the logo if it had an uppercase C.
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3 DD > XX 1.0 colour usage « X4
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= - °>> >} : )) - = ) )0( Colour exercises led Design Bridge to choose a dark and a bright green.
2 - . onnc-or B The colours are distincti‘ve and differentiate the brand. They also have
- ;};? Conmiession positive environmental connotations and fulfil a number of practical
)) ‘ }§ d e );fx requirements: visibility on livery (safety), sufficient contrast between the two

conne>ion
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thesans ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

1234567890

mesanssold  abcdefghijklmnopqgrstuvwxyz
1234567890

choice of brand typeface ¢ »
- =« 1/pe exercise was conducted to test a range of selected sans Following these tests, ‘The Sans’ was chosen as the corporate typeface on
=*z2ces for: all factual information, with its close relative ‘The Mix’ as a headline

typeface for promotional messages. All non-factual body co e.g.
-~ small sizes (timetables) and from long distances i - B 9 ¥ Py (.9
editorial) was set in ITC Century, a serif typeface that sits well with ‘The

- =2 gualities (lining up within timetables) Sans’ family.

" =nd design of numerals (mediaeval or upright) ‘The Sans’ combines extreme clarity with a distinctive, friendly personality.
- ~ctveness and personality. It features a comprehensive font family and has become a modern classic.
It also works well in both printed and digital form. The fact that its designer,

Lucas de Groot, is Dutch was positively received within the organisation.
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1.2 contextualisation »

A brandmark alone does not make an identity. Therefore Design Bridge
introduced a stage of work into the design process which they called
‘contextualisation’. The purpose of this exercise was to apply a brandmark
to a diverse range of relevant applications in order to assess the strength
and flexibility of the design. The contextualisation stage allowed the design
team to explore the creative potential of an identity by simulating a branded
world. The goal for the connexxion brand was to explore the versatility of

the xx devices and to develop supportive design elements if necessary.

The chart above demonstrates the creative application of the xx elements:
for layout in print; as speech marks for tactical messages and straplines; for
information design purposes; within the taxi brand: and as dynamic devices

on livery.
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1.3 brand experience NA

A successful brand will extend well beyond its visual manifestation into the
culture of a business (internal and external), and become the guiding

principle for any form of customer interaction or service provision.

Design Bridge illustrated below the three key areas that will shape an
audience’s perception of a transport service: communication, system and
process, and image and environment. For example, if the system is not in
place to consistently deliver a good service, then the best identity in the

world will not change negative perceptions of the brand.

assistance
orientation

attraction
attention

first impression
environment
use of time
comfort

information
booking/purchase
access

information
assistance

connection
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By _ design bridge connexxion

applying a brand language

function - tone of voice

signalling informative official decorative promotional
bus outside timetables literature bus outside advertising
signage (annual report) bus inside
bus stops literature service counter literature
(travel info, letterhead, uniforms (leaflets, brochures)
how to book, ...) stationary tickets
forms posters on bus
signage shelters
signoff on tickets (i.e. nightbus ads)

timetables and maps

Zuizing 2 brand language Y] 1.5 applying a brand language >

© & =z T,oographical elements of a brand identity need to The different elements within the brand language fulfil different roles within
= —o=- 27 g ofabrand and fit with each other. If this is achieved the identity. For example, while type style provides a brand with
o= = sunctive, relevant and flexible. consistency, image style is very much a carrier of emotional messages. The

: ) ) ) combination of these elements determines the tone of voice of a piece of
-= n2 primary identity elements are designed (name,

) . design. Is it functional, emotional or decorative? What is the primary
o= ZzZours). Then the secondary identity elements are

) purpose of an application within the whole communication of the brand?
. type style, layout style, tone of voice, colour

v systems). These secondary elements are usually The diagram above demonstrates the different areas to be considered
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within a public transport brand and the tone of voice that needs to be
tion. applied to key carriers of the brand message. The connexxion brand

elements have been applied following these principles. Using tone of voice

o o2 Z=s avisual key to the brand world, the full expression

: correctly will result in a brand experience that is credible and consistent.
s oo zomes o life through the use of the secondary elements.

) The goal is to build trust in the service and capabilities of an organisation.
= 2=7-27 2o all the work. Once the brand elements are in place,

+ = zoplied throughout various media to achieve the right

== “2r= of voice for the brand.




1.6 livery > N N

The design of the livery is the most prominent manifestation of the brand.
Initial branding activities focused on the bus fleet. both exterior and interior.
Key brand elements are employed, particularly externally, to signal the
brand. When applying the connexxion brandmark to the side of vehicles,
the design of the xx is always adjusted to highlight the set of arrows which

point towards the front of the vehicle.

Colour also needs to fulfil safety requirements — bright green is used across
buses. on the front of trains and more prominently on ferry boats to achieve
visibility. It is also used internally on handrails and bars. Brand elements are
used internally on seat fabrics where the need for branding combines with

decorative and aesthetic requirements.

1.7 information design systems R

Maps, timetables and route-planners utilise the strong typographical style
and the bold use of colours of the identity. A visually striking but
immediately accessible information system is developed as an integral part
of the identity.

To maintain an association with the masterbrand, all iconography that
appears in the signage system is taken from the core elements of the
logotype. The diamond shape derived from the centre of the xx symbol
generates a map of Holland, that through its modular construction can be

used to highlight specific areas and routes.

20
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1.8 timetables and literature

Prior to the rebranding, all regional operators applied their specific branding
and layout style to all literature with varying results. The re-branding
exercise gave Design Bridge the opportunity to use one strongly branded
look, featuring the connexxion map, across the different regions. While
timetables have a strong graphical appearance, promotional or public
information literature incorporates photography of people to appear

friendlier and more accessible.
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All connexxion images show ordinary people in everyday situations. There
is never a solitary person in an image, and this underpins the concept of
‘bringing people together’. Connexxion images appear either in full colour
or as a monotone in dark green. Typography and layout of travel information
is simple and clean. All elements used are based on the brand palette

established in the brand-language design stage.
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“ % brand architecture P 2.0 brand maintenance N
= ~o ~nerited a myriad of brands and sub-brands, it was crucial for the In order to facilitate the correct application of the identity across a
e —r=nd to establish a clear hierarchical structure that would be widespread geographical area as well as across different media, Design
Lnoe=mo00 by the public. The decision to establish a strong masterbrand Bridge developed interactive brand guidelines on the connexxion intranet.
v =20 by the intention to bring the four different transport operators They achieve several things: they allow the spread of information quickly
= ~=- _nder one banner. The existing brands had too little competitive and accurately in an updateable format; they generate internal buy-in (belief
“=r oo 204 recognition to be considered as viable alternatives and were in the brand); they motivate staff to act in line with the brand positioning;
Lo _=d. All sub-brands therefore needed to relate to the connexxion and they provide background information on identity issues. Individuals can
~=—r=-2. The more valuable a service is, the more prominently it access all key brand elements from their desktop, a system that allows a
‘== - combination with the connexxion brandmark. For example, bus central branding team to monitor the use of the brand by logging the user
= - _—oers are tied to the masterbrand, but are signalled through use of details. Design Bridge also issued conventionally printed interim guidelines
e o=mono cevice. Express and schoolbus services are of great value to for the launch of the brand. These helped to orchestrate the branding
i -~ =-2 communities and therefore, if displayed prominently, will efforts undertaken by local design studios and manufacturers of branded
o= ===2t the perception of the connexxion brand. The service materials such as signage and buses.
oo = smerefore on the same level as the connexxion brandmark. The
B "= =.=" ‘zatures a customised arrow device in line with the nature
i =~ c= (the alphabet and numerals for the schoolbus)
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