Hundreds of logos are fighting for
attention with hundreds of other logos
every day. If your logo design is going
to have a chance of being noticed,

it needs to have a unique personality
that people will not only notice, but
remember. In this chapter we'll look at
some common techniques and themes
of logo design that never get old
because they are capable of unlimited
variations and interpretations,

A designer whose portfolio has lots

of logos in it has a great advantage

because it says a lot of things about a

designer: it says you know how to think

visually and conceptually, and that

you can take a complex commu-
nications challenge and condense
it into its simplest and most
effective form.
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6. LOGOS

Designing a logo

Using creative typography along
with simple visual /conceptual
correlations between images and
type is the key to solving most
logo design challenges.

Experiment, experiment, experiment!
Youre using a computer, not
rubbing down press-type or hand-
tracing letters from a book of
type samples, so play with all
the possible combinations of faces.
Not happy with your fonts, want
to experiment further but you can't
buy every font you want2 You can
see what your logo will look like

~ in over 8,000 typefaces from at
least 8 different vendors: go to
EyeWire.com, go to the "Type"
section, then click on the link to
the “Type Viewer.” You can choose
a face, choose a type size, type your
company name, and see it rendered
in any fong of your choice.

Grab vyour hat!

Thisis a screen shot sarmple of the font
Dolmen from Image Club, rendered on the
EyeWire Type Viewer. What a great resource!
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This logo is too busy—there are too many
elenents in this small space, too many grada-
tions of tone that won’t bold up well in many
situations, and the typeface is difficult to read.
Simplify for clarity, strength, and usability.

Often when designing logos, we go through
versions like this (too complexc) and then
start revising if, rzducing it to the simpltst

interpretation of the desired theme.

The same logo is still fairly complex, but cach
of the elements will render easily in a variety
of situations. Instead of setting all the type
in the difficult face, we limited it to just

the larger words and chose a contrasting,
more legible face to work with it. We elim--
inated several of the extraneous clements,

We managed 10 keep the dliens happy by
adding a few details, like the dots and the tag
line, but kept ourselves bappy by making the
details clean and simple. Most importantly,
we concentrated on what would create the
most effective contrast.
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Different files for different uses GIE version with browser-safe colors for the web. You
For many logos, you will need to create several need a version in black-and-white, without the subtle
dif ferent files to be used for different purposes. drop shadow, for newspaper ads, flyers that will be

T —— T sisbele dsp dhsdow reproduced on copy machines, and your fax cover sheet.

in a logo that works great when you use itin aslick, Don't get attached to a particular design until you make
high-quality magazine. You might have a version of ~ sure it will translate well into all the different media
your logo in color for full-color brochures, and a it will be used 1n.

This is the full-color logo with subtle drop  This is the same logo in black-and-white, Here are two files of the same logo

shadows that can be used in bigh-quality still with the subtle drop shadows because for an email service. The top one
color printing, prgfcmbly on glossy stock. this version is for high-quality printing. can be wused where the printing and

paper are bigh-quality, and a GIF
version can be made from this for

the web. The bottom one is useful
for lower-quality printed pieces.

This version is the low-res GIF fileto be  This black-and~white version is designed

ssed on the web, using web-safe colors. to bold up well in a newspaper, copy
1t doesn’t Took good in prins, but looks machine, or even a fax machine becawse
great on the streen. there are no soft shadows that tend to

et lﬂmm under poor pfinting rondilions,
and the contrast is stronger.
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6. LOGOS

Many logos are nothing more
than type. But just because a logo
is all type doesn't mean it didn't
take creativity and skill to put

it together. An all-type logo,
used with a classic face, often
creates a corporate look, a solid,
dependable, no-nonsense sort of
company. Think of the logotypes
for IBM, Macintosh, or Pond’s.

If you use nothing but characters,
you had better be sure you're using
excellent typography; check your
letterspacing, linespacing, word
spacing, the placement of hyphens

or dashes, true apostrophes, etc.
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Alltype logos

ChromaTech heneicaara
ChI’OIIlaTGCh . Times/Times New Roman

CH RO MATE C H Avant Garde/Century Got
CHROMAte ch Palatino/Book Antiqua

If you plan to use all text as your logo, be very conscious of your type
choice (dub). As a geeral rule, don’t use any font that is built into your

computer (like the ones shown above). Buy a new one.

Be cspm'ally wary of Hilvetica (An’al is also Helvetica, it’s just called
another name). Helvetica was the most popular typeface in the world in
the 1960s and 70, so anything you create with it automatically bas

a ’60s /°70s look. Do you want the same visual identity as thousands
of other companies and organizations who still bave their Flelvetica logos
beld over from the "70s?
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6. LOGOS

Chromalech ChromaTech

ChromaTech..

CHROMATECH | CHROMAIECH

C o T p o T a « i & 8 2 &Tmwewo s p oo ral e

Chromafech csag‘oma]‘ech

incorporated

Chromalech Chromalech,,..

You can see what an incredible variety there is within the
limitations of wsing one rmain typeface in the logo.
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Combine

Very often in an all-type logo, you’ll want to
~use two different typefaces. Sometimes you'll
use two faces in the name of the company, or
you might use a typeface in the large company
name that is unsuitable for the small type.
For instance, say you use a face with very thin
lines in the company name, but you need to
put the word “international,” “incorporated,”
“corporation,” or perhaps even a tag line like
“We do it for you,” in very small type. The thin
lines that print clearly in the company name
will completely fall apart in the small type,
so you need a different typeface that will hold

up in small sizes.

This is the key to using two (or more)
different typefaces: contrast. You cannot use
two fonts that have anything in common—
if they are not members of the same family
(like the very thin weight combined with the
very heavy weight), then you must choose
faces that are very different.

If you combine two faces and can tell they're
not working well together but can’t put your
finger on it, look for the features chat are similar
between the two fonts-—it is the similarities that
are causing the conflict.

If this concept interests or confuses you, read
the second half of The Non-Designer’s Drsign
Book, which focuses on the specific challenge
of combining typefaces.
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pefaces

Chromalech

This combination uses two members of the same typeface (Clearface);
one is black italic and the other is bold italic. There is a bit of contrast
between the two words, but not enough to be effective.

Chromalech

This combination uses two diﬁn’mt sans serifs (Frutigrr and
Avant Garde). They are slightly different, but have the same size,
weight, and structure (monowright strokes); these similarities
create a conflict instead of a contrast.

CHROMATECH

This combination uses two different serifs (Garamond and Cresci).
They are somewhat different, but both faces bave serifs, a moderate
thick /thin weight shift in the strokes, and both parts of this word
are in all caps in the same size; these similarities create a conflict
instead of a contrast.

This combination uses two different scripts (Bickbam Seript and
Redonda Ezmj). Tbgv are somewbat dfﬁtrmf, but both faces bave
a thick /thin weight sbl'ft, curly shapes, ’)anJFStn'PItJ  forms, and

they're about the same size; these similarities create a conflict.




6. LOGOS

Tweak a letterform

Often logos involve tweaking a
letterform out of the ordinary.
This can be avery simple
addition or subtraction to a
character, or it might involve
an illustrative technique.

Having letterforms interact with
each other, as many of these do,

adds visual interest and makes a

typographic design more unique.
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CHROMATECH:

This is simply an all-type logo with a red dot replacing the bar
in the letter A which not only adds more visual interest to the
logo, but provides a color spot that reinforces the word “roma”

Onice we saw this business name set in lowercase
italic, it was an easy creative jump to see the ketter “f”

in the shape of a feather.

Tm(has This ogo for the Lamy Ad Chib ues

a strong combination of typefaces with a

ArtcdDesign ™

W Pu”td out the tail of the ampzrsaml (fj) to give

this bgo a more unigue bok and provide q subtle
visual emphasis to the concept of “art” in the logo.




L1

garden townhomes

ML,

HEALTH SERVICES

CONNIE’S
MOTOR
SHOP

In cach of thest examples we simply substituted a small image
of some sort for a character. The small images might be from
picture fonts, dip ar, original art, or just drawn shapes.

6.10GOS

SQ&\\\%B

\\%\3\““‘%\“

CraneService

W:lton House

1

ié

Rasiv Rebin

e

OBRIN
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Add elements

Many logos have symbols attached to the type. If
you have lots of money and can afford to expose
your logo excessively, the symbol can eventually
stand alone, like the Nike swoosh or the Mernll-
Lynch bull, and everyone knows who it refers to.
Burit takes millions of dollars and several years
to do that—most symbols will stay with their
logotypes rather than stand alone.

T here is an entire study in symbo]ogy——all we are
going to say here is that logo symbols are typically
strmple in form, with clean lines and shapes that
will hold up well in a variety of media. If you

look through design annuals and logo books, you'll
notice that the symbols are often arbitrary shapes
that have nothing to do with the logotype—they
are simply marks (often common, everyday marks)
that combine with a particular typeface and name
of a company to create 3 unique combination.
The combination of symbol, typeface, and name is the
key— there are probably hundreds of logos that use
a cirdle as a symbol in some way, but not in the
unique way that you use it.

deally, youd like the symbol to look like it belongs
with the logotype. Often you'll see the two pieces
set so far apart from each other that the connection
is fairly obscure. Remember the rule of proximity—
the space between elements creates 2 relationship;

if the elements are close, they have a relatiOnship;

if they’re far away from each other, they don’t.
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ChromaTech

ChromaTech
ChromaTe@
ChromaTech:

=é€hromaTech |

These imaginary l%os each use @ mark in addition to
the company nam. You can see that a mark can be
very identifying, yet very simple.
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@Luminaﬂa

C_~

Bahnson and SonS’)’

HEATING ELEMENTS R

‘ Ostheimer

& )A\ssociates, Inc.

WORK
Riverside Mall
B T VR n O S

;“ﬁ’i Smith+Jones Agency

/4 A Insurance Services

o
Santiago Rrmaculture

|anc]scape architects

O\
S E
Red Sun Native Art

Rocky Mountai#ﬁortgage

incorporated

SHSplit Fountain

A Great Printing Company

(SRicrra Sk
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Add clip art

There is so much great dip art
available, including the dozens
of images you get in one
picture font. Not only is cip
art great for using in logos,
but just skimming through
collections of it can give

you great new 1deas.

We repeated this little dip art of the lightbulb

to represent both concepis of “idea” and

“swarm.” The font is naturally play_ful

and unpredictable, but the entire logo is

still a bit too static for a “swarm.”

We bounced the type around to add
energy to the l:tttg‘orms.

In the process of adding more energy and
visual interest, we created the unexpected
dement of a stray lightbulb that breaks

away from the swars.
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REVOR CLIFTON

computer geek to the rescue!

S
——

o )
Emifie Proke

Wyrter

incorperated

satellite communications experts

Wise Moon &
professional teors

- L
To customize the names, Q§\ é’ &

each of these Logos wses
an inexpensive piece of
:lip art or a character

from a picture  font.

Communication Consltants

aSoy
%it(:'h}:m

fine dining « fine wine

Don'’t forget the illustrative sort of clip art as a design option. Just
rmmnbtr that the logo must also work in bla:k—and—wbiu so experiment
with making the different files you need for various ’"‘Jfﬂ,bg"ongou

finalize orie solution.
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6.LOGOS

Add illustrations

If youare a clever illustrator, like
John, or if you can afford to hire
an illustrator to help complete
the logo, then you can truly
customize your ideas in very
unique ways. But don't let the lack
of a professiona] illustrator stop
you—a primitive illustration can
have as much (or more) charm
than a polished, professional one.
In fact, often illustrators strive for

that "unpolished" look.

There are a wide range of illus-
trations that work in logos. Just
remernber to keep it simple and
that any illustration must also
render well in black-and-white.
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Network & Internet Solutions

This is a simple illustration, not much
more complex than any of the elements
we added to the variety of logos earlier
in this cbapter.

AR,
Tobacco Addicts Anonymous

This is also a simple illstration, using
more creativity than bigh-end illustrative
skill. Even if you're not technically an
illustrator, it’s amazing what you can do
with an illustration program—— push
_ymmzlf

MetaNeo Gallery

This logo uses an illustration

as the main elernent, since the

image represents the gallery’s
focus so well
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Sercenvriting

/(M &N Conference®
J€1

T Benci®ockey

Sports Paraphernalia

L M@’f“w@&xﬁ, 4 fre,
o %\“\x\\emeff% -

7 < (ONTRACT g ILLWSIRATION [

Each of the clever logos above wsts a custom illustration. Although this can be lots of fun,
rernember that every logo must still be able to be read and used in black-and-white, so
make sure anry illustration is_flexible enough_for all media before you commit fo it

YUNLMEUUAY

MUSEUM OF DIGITAL ART

Don'’t forget about a nict frame for some logos— Handlettering is a form of illustration Having said that, go abead and exper-

a frame can tum a well-done typographic logo that works wonders in logos, but for most  sment with writing the comparty name

into a more illustrative and powerful piece. pieces.it requires an_acquired skill to be dozens of times with different writing
truly successful A logo represents your tools; chances are you’ll find the beginnings
entire business; it’s worth it to bire an of an interesting and unique logo. Some

excellent Letterer i you want that look. of the most wonderful banﬂl“”‘d pieces
bave ben very "unsopbisricaf“]"" ter-
forms taken from scrawls on walls,
napkins, etc.
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6. LOGOS

Look around

Logos are everywhere, literally everywhere. We guar-
antee you cannot open your eyes in any room and not
see a number of different logos. The more you are
conscious of them, the better you will design them.

Designer Exercise: Collect logos. Cut them out
of the newspaper, phone book, brochures, bread
wrappers, labels, boxes, print them from web
pages, etc. Collect good ones and bad ones.
Write the product or service on the back.

Separate the logos that have a corporate look.
Even though you might not be able to define
exactly what creates a corporate look, you prob-
ably know it when you see it. Once you have
them assembled in front of you, put into words
what they all have in common that makes them
look corporate. Is it the style of logo (often

all text)? Is it the size of type? The lack of

an illustration? A fairly conservative symbol2

Separate the logos that look professional but
high-tech trendy, the dot.com sort of logos.
What exactly 1s it that helps you recogize this
sort of company? What do the logos have in
common? What is it that gives you that trendy
yet professional sort of look? Is it a different
style of typeface than a more corporate logo
uses? Does it have energy built into it, and how
does it manage to do that? Do any of the logos
in this category use Helvetica/ Arial, Times, or
Palatino/Book Antiqua?
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Separate the logos you consider to be not-
so-good. Exactly what is it that makes them
not-so-good? Is it the typeface or the combina-
tion of faces, the lerterspacing, the size, the
symbol, the relationship between the symbol
and the type, the rendering of any image or
handlettering, is it too busy or hard to read?
The more you can state in words what makes

a logo not work, the less likely you will build

any of those features into your own creations.

Find the web sites that use some of the logos
you've collected. Is the web logo different on
the screen than it is in print? If you found a
full-color logo on a package, see if you can find
it in black-and-white, like in the phone book.
How is it different? What did the designer do
(if anything) to make it work both in full-color
and in black-and-white?

Keep a file folder stuffed with logos, and buy
books that showcase award-winning logos.
Look through them before starting to design

your own!



