
Designing Identity
Investigation and analysis are complete; 
the brand brief has been agreed upon, 
and the creative design process begins 
in Phase 3. Design is an iterative process 
that seeks to integrate meaning with 
form. The best designers work at the 
intersection of strategic imagination, 
intuition, design excellence, and experi-
ence. 

Reducing a complex idea to its visual 
essence requires skill, focus, patience, 
and unending discipline. A designer 
may examine hundreds of ideas before 
focusing on a final choice. It is an enor-
mous responsibility to design some-
thing that in all probability will be re-
produced hundreds of thousands, if not 
millions, of times and has a lifetime of 
twenty years or more. 



Creative Process
Creativity takes many roads. In some offices 
numerous designers work on the same idea, 
whereas in other offices each designer might 
develop a different idea or positioning strategy. 
Routinely hundreds of sketches are put up on 
the wall for a group discussion. Each prelimi-
nary approach can be a catalyst to a new ap-
proach. 



Look-and-Feel
The trademark, although a most important element, can never tell the whole story. At best it con-
veys one or two notions or aspects of the business. The identity has to be supported by a visual lan-
guage and vocabulary. 

Look and feel is the visual language that makes a system proprietary and immediately recognizable. 
It also expresses a point of view. This support system of color, imagery, typography, and composition 
is what makes an entire program cohesive and differentiated. 

You should be able to cover up the logo and still identify the company because of the look and 
feel is so distinctive. ~ Michael Bierut, Pentagram

In the best programs, designers create an overall look that resonates in the mind of the customer 
and rises above the clutter of a visual environment. All elements of a visual language should be in-
tentionally designed to advance the brand strategy, each doing its part and working together as a 
whole to unify and distinguish. 

Look and feel basics:
Design
Color
Typography
Imagery
Sensory
Animation



Color
Color is used to evoke emotion and express personality. It stimulates brand association and acceler-
ates differentiation. As consumers we depend on the familiarity of Coca-Cola red. We don’t need to 
read the type on a Tiffany gift box to know where the gift was purchased. We see the color and a set 
of impressions comes to us. 

Choosing a color for a new identity requires a core understanding of color theory, a clear vision of 
how the brand needs to be perceived and differentiated, and an ability to master consistency and 
meaning over a broad range of media. 



Color Brand Identity Basics
• Use color to facilitate recognition and build brand equity. Is it dinstinctive, differentiated,  

appropriate 

• Colors have different connotations in different cultures. Research.  

• Color is affected by various reproduction methods. Test and maintain color consistency across 
platforms, such as packaging, printing, signage, and electronic media. It can be challenging.  

• Does the color work on white? Can you reverse the mark out of black and still maintain the original 
intention? What background colors are possible?  

• Your logo should be able to work in one color to retain the original concept. 

• Traditionally the primary brand color is assigned to the symbol, and the secondary is assigned to 
the logotype, business descriptor, or tagline. Families of color are developed to support a broad 
range of communications needs.  

• 60% of the decision to buy a product is based on color. 

• You can never know enough about color. Depend on your basic color theory knowledge: warm, 
cool; values, hues; tints, shades; complementary colors, contrasting colors. 



Color and Clients
One of the most important things to know about color is how to get a client to think about it rational-
ly. A lot of clients burden colors with emotional associations. For no reason in particular, one man’s 
burnt sienna is another man’s nightmare. 

When discussing color with clients, let your swatches do the talking. 

Then ask what the client likes, what the client’s audience would like, what will make the logo design 
distinct in the existing market. Make sure clients factor in how the logo’s color will extend into every 
area of the business, from overall system color to office carpeting. 

Let the client pick a few favorites. Then review how each will work with the brand objectives and per-
sonality. Tell them in what ways the color gets people talking and buying into the brand. 



Color and Emotion
Color can give clear direction when language fails to translate. 
It’s a simple communication device that directs global traffic, 
helps establish status for everything from the Olympic Games to 
pie baking contests, and makes organizations stand out. 

Step outside and identify typical colors. Then let your eyes rest 
on the atypical ones. Seek options that fit your brand and filter 
through them, to make sure there isn’t a reason certain colors 
haven’t been used before. How will the filtered choices work 
across a variety of media. 







Typography
Type can have as much influence as color when put in a designer’s hands. To a designer, the differ-
ence between Goudy and Garamond is the difference between burlap and tin foil. It has a major 
presence and a subtle but potent ability to convey tone and personality.

Typography is a core building block of an effective identity program. Companies like Apple, Mer-
cedes-Benz, and Citi are immediately recognizable in great part due to the distinctive and consistent 
typographical style that is used with intelligence and purpose throughout thousands of applications 
over time. 

Choosing the right font requires a basic knowledge of the breadth of options and a core understand-
ing of how effective typography functions. 



Typeface Family Basics
• Chosen for their legibility, unique character, range of weights and widths
• Supports information hierarchy
• Chosen to complement the signature, not necessarily replicate it
• Limiting the number of fonts is cost-effective
• Many companies choose serif and sans serif faces; some companies choose one font for every-

thing
• Basic standards sometimes allow special display faces for unique situations

Examine Typefaces that
• Convey feeling and reflect positioning
• Cover the range of application needs
• Work in a range of sizes
• Work in black and white and color
• Differ from competitors
• Compatible with the signature
• Legible
• Have personality
• Are sustainable
• Reflect culture




