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  Introduction




  If you are anything like me, then one of the first things you want to know when you pick up a book about a well-covered topic (such as logo design) is this: What makes this book different from all the others? It’s a fair question, and let me begin by answering it. The Logo Brainstorm Book—unlike the vast majority of books on the subject—is not filled with samples of logos. Granted, this may look like a book full of logo samples, but don’t let appearances fool you: This is a book of suggestions, or, to put it as accurately as possible, this is a collection of idea-starters meant to help designers brainstorm their way to unique, attractive and effective logo solutions.




  To understand how The Logo Brainstorm Book works, it helps to understand the degree to which—as well as the ways in which—designers are susceptible to the power of suggestion. What we’re talking about here are the ways in which designers readily absorb ideas and inspiration from the things they encounter in everyday life: things like the swooping curve of sports car’s fender, the expressive structure of a modern office building, the communicative conveyances of a sign’s lettering or the muted hues of a woven scarf. Designers look at these things and, as long as they are paying attention at all, they can hardly help but be influenced by the visual, communicative and aesthetic suggestions of what they see—especially if those suggestions can somehow be applied to a creative project that is currently in the works.




  Given this healthy propensity to draw ideas and inspiration from their surroundings, The Logo Brainstorm Book aspires to aid designers in the conceptualization and creation of logos by putting before their eyes page after page of logo-related aesthetic, stylistic and thematic suggestions. For example, you may see a bunch of different renderings based on the human head, along with captions and text related to the images. The renderings could be used in all kinds of logo-developing ways. For starters, a designer might look at the pages and suddenly realize that a human-based icon might be just the thing needed for the logo she’s working on. A designer could also use the spread’s images to help brainstorm for different ways of stylizing a logo’s icon—regardless of whether the icon is supposed to depict a human head or a head of cabbage. The spread’s captions could be consulted for additional insights into the thinking behind the images or they could be read as stand-alone brainstorming prompts and melded with whatever ideas the designer already has brewing.




  These are only a few ways that designers might use The Logo Brainstorm Book. The real point is that when designers open this book, engage with its content, blend what they see and read with their own ideas and preferences, and set about to develop concepts into presentation-ready material using whatever skills they possess and whatever tools they prefer, good things are bound to happen (and never more so than when the designers who use The Logo Brainstorm Book push hard enough to develop their ideas into finished designs that bear little or no resemblance to whatever images or words played a part in launching their creation).




  The Logo Brainstorm Book is divided into seven chapters. The book opens with a chapter called Beginnings and this section covers three stages that can be used to get logo projects off to an efficient and well-targeted start: a stage where information is gathered, a stage where ideas are generated and a stage where visuals are developed and prepared for presentation. The next five chapters, Symbols, Monograms, Typographic Logos, Type + Symbol and Emblems, deal with different kinds of logos and logo elements that can be explored en route to coming up with finished designs. (If you are aiming to produce a particular style of logo, consider beginning your search for ideas in the chapter that best fits the description of what you’re working on, and then be sure to move on to the book’s other chapters: You never know when, for instance, a sample of a typographic treatment might spark an idea that leads to an effective symbol or monogram design. The book’s final chapter, Color, provides information and ideas about selecting and applying colors to logo designs.




  A quick word about tools before wrapping up this introduction. You will notice that this book often refers to three Adobe products: Illustrator, Photoshop and InDesign. Why include so many references to these particular products and so many tips related to their use? It’s because these programs are, by far, the most commonly used logo-building tools on the planet, and to ignore the way that they can be used to create logos would be like trying to describe how to bake cupcakes without mentioning flour, sugar or ovens. If you use other kinds of software for your work, then feel free to adapt the Adobe-specific information to fit the capabilities of the programs you employ (and know that the ideas offered through the book’s text and images have much to offer—regardless of what digital or hands-on tools you use to produce your work).




  Thank you for picking up a copy of The Logo Brainstorm Book. I hope its content will help streamline your creative process while enhancing and expanding the range and quality of your work.
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  Beginnings
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  Building a house is important business. Houses are meant to appeal to buyers through their aesthetics and functionality, houses should resist the forces of nature and houses ought to be constructed so that they will last a long time. A wise builder would never begin construction on a house without first looking into the tastes of its potential buyers, without coming up with a solid blueprint and without taking stock of all the materials and supplies needed for the project.




  Logo design, as it turns out, has a lot in common with home building: Logos should be aesthetically appealing and functionally capable, logos need to attract the attention of their target audience and logos ought to be resilient against the winds of fad and fashion.




  Do you want the logo you’re about to build to appeal, function and last? Do you want the construction process to be as efficient, enjoyable and on-target as possible? Then you’ve got to prepare for the work ahead by gathering insight into the tastes of the people who will be paying for your design, the preferences of the audience who will be viewing it, the ways in which it will be used, the environments in which it will appear, the materials and tools that could be used to produce it and the means by which it could be constructed.




  If this sounds like a demanding list of things to take into account when developing a logo, you’re right. It is a sizable list, but it’s also a reasonable and manageable accounting of what it will take to initiate your next logo-building project and to improve your chances of coming up with a successful design.




  This chapter is dedicated to information-gathering, idea-expanding and design-developing processes that can be used to begin and guide your work when producing logo designs. Consider melding the creative practices described here with your own best ways of coming up with ideas and converting them into real-world visuals.
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  The creative practices described in this chapter are out-lined from the point of view of freelance designers who meet directly with their clients. If your work situation involves go-betweens that interact with the client and pass information along to you (as in the case of a design agency’s account executives or marketing people who act as intermediaries), then adapt what you read here to fit the reality of your workplace.




  Know thy client




  You know you’ve reached the end of a successful logo project when—after all is said, done and sold—you find yourself looking at a design that pleases the client, a design that is likely to excite and engage its target audience, a design that stands apart from anything a competitor is using and a design that makes you happy. Getting from the blank-page beginning of a project to this satisfying end is no easy task, but getting there can be made easier and much more of a sure thing when an effort is made—from the beginning of the job onward—to take into account the wishes of the client, the tastes of the target audience and the need to produce a design that stands out from the crowd.




  Where to begin? By gaining an understanding of the client’s tastes, preferences and expectations. Why start there? Because the reality of the situation is that it’s the client who will be paying for the logo, and unless your design satisfies their aesthetic tastes and practical needs, then neither the client’s target audience nor their competitors will ever get the chance to see your creation.




  It’s an excellent idea to begin any logo project by prompting revealing and idea-generating discussions with the client and listening to what they have to say:




  •  Find out as many details as you can about the products your client produces and the services they provide. Talk with the client about the tools of their trade and the ways they go about doing what they do. Ask for brochures, photos, web links and anything else that can provide you with information and visuals related to your client’s business: This material will not only help keep your work targeted and relevant, it will also provide you with conceptual and visual cues for the creative tasks that lie ahead.




  •  Work with the client to come up with lists of words that you can take back to the studio for brainstorming sessions of your own. Come up with lists of nouns related to what your client produces as well as lists of adjectives related to positive aspects of their business.




  •  Try to get a feel for any musts (if any) the client has in mind. For instance, the client might say that “The design must include the silhouette of a hummingbird,” or, “The logo must be able to fit within wide horizontal spaces,” or, “The color chartreuse must not appear in the signature.”




  •  Find out all you can about the client’s target audience (special attention is given to this topic beginning on the next page).




  •  Discuss the client’s competition.




  •  Ask the client what kinds of logos they especially like, and also inquire about logos they don’t like. These conversations may guide you toward paths of least resistance while also helping you avoid wasting time on impossible-to-sell ideas.




  •  Query the client about their color preferences. What colors do they love? What colors do they hate? Are they open to ideas? What colors do they think their target audience will respond to? What colors are their competition using?




  •  When meeting with the client, use your eyes as well as your ears to build a picture of their tastes and preferences. Does the decor and design of the client’s office offer any insights? What about the art hanging on their walls? Do the clothes worn by the logo committee offer any clues as to their stylistic preferences? Do certain colors dominate the client’s environment? Does anything you see lead to logo-related questions worth asking?
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  A tip: Logos are serious business for both the designer and the client. Take notes! Not only do notes give you solid reference material for later on, but the very act of meticulously recording information and ideas on paper tends to impress clients and give them confidence in the thoroughness with which you will be approaching this all-important job.




  Before your meeting with the client is concluded, spend time coming up with a brief consensus of what’s been covered. With the client’s help, produce two or three short sentences that sum up the project’s goals. Not only will these sentences help keep your work targeted, they also can be used to give those who are present in the next meeting (the meeting where you return with your initial set of logo designs) an in-common frame of reference by which to evaluate your ideas.




  Who it’s for




  The logo you are about to design isn’t for you. And really, it’s not for the client, either. The logo you and your client will be developing is for the client’s target audience. This is an extremely important distinction to keep in mind as you work, and the importance of accurately identifying—and getting inside the heads of—the people who might have an interest in what your client produces or does can’t be understated.




  •  Ask your client to describe exactly who their target audience is. The majority of clients will have a clear answer to this question, but others might need the help of a marketing or focus-group study to accurately identify who their logo will be speaking to. Whatever the case, it’s essential that the client’s target audience be identified and defined before work on the logo begins in earnest.




  •  Look into the media favored by the project’s target audience. For instance, if you are working on a logo for a clothing company that specializes in young-teen fashion, then pick up some magazines that are popular with this crowd, investigate the TV programs and movies they watch, check out the ways their favorite musicians are marketed and visit the websites they love. Take note of the colors, typefaces, styles and content of their preferred media and try to do so without preconceived notions or assumptions: Unless you are currently a card-carrying member of the demographic group you’re investigating, then what you think you know about these people stands a good chance of being a little—or entirely—misguided.




  •  If necessary, take the time to diplomatically talk with the client about the importance of putting their own tastes and preferences behind those of their target audience. (You may be surprised how many people have never really had a reason—until they take part in the creation of a logo for their business—to ponder the notion that the way they view the world may be quite a bit different than the way others see it.)




  •  What about attending an event where the target audience is likely to gather? A trade show, a conference, a sporting event, a concert or a rally? Observe and talk with the participants to get a better idea of the things that attract and hold their attention.




  Have you got a handle on your client’s expectations and wishes? Are you beginning to understand how the target audience sees things? Excellent. Now, if you haven’t begun doing so already, there’s still one more group of entities that you ought to investigate in order to properly prepare for the work ahead: the client’s competition.
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  Rivals




  To ensure that the logo you create is notably different—and hopefully better—than what competitors are using, you’ll need to look into two things: who the client’s competition is, and what these competitors’ logos and promotional materials look like.




  •  Ask your client for a list of competitors (rare is the client who won’t have this kind of information memorized).




  •  Take a careful look at how these companies promote themselves. Assess the logos they use, the typefaces they favor, the images they feature, the styles they prefer, the colors they employ and anything else that conveys who the companies are and what they do.




  •  Once you are done researching the competition, make it a goal to create your client’s logo in a way that is different, better looking and more thematically relevant than anything in use by their competitors.
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  The power of words




  What is the previous image of? If you answered, “a flower,” you’re absolutely right, and, chances are, if you asked a hundred people the same question, the vast majority would come up with the same answer.




  Now, imagine taking another group of a hundred people, putting them in a large classroom with art supplies, writing the word flower on the chalkboard and asking each person to paint a picture of what that word means. Do you think any two people in the room would come up with exactly the same visual expression? The chances of that happening, even if a thousand people took part in the exercise, are remote at best.




  Could it be that maybe—just maybe—the old saying, “A picture is worth a thousand words,” has things backwards? At least in some cases? Isn’t it time to acknowledge that words are as capable of launching pictures as vice versa, and also to give words a fair chance of proving their image-generating worth? The brainstorming stage of your next logo project would be the perfect place to give words just that opportunity.




  Have you already met with the client and been brought up to speed regarding their tastes, goals and expectations? Have you researched what your client produces or does? Do you have the lists of brainstormed words and sentences from your first meeting in front of you? Have you evaluated the preferences of the target audience and undertaken a thorough survey of the logos of competing businesses? Yes? Then now it’s time to convert all of this material (and more) into lists of words capable of transforming themselves into thumbnail sketches and presentation-ready designs.
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  •  Place yourself in front of a large piece of paper.




  •  Write down words from the lists of products, descriptors and goals that you and your client came up with during your initial meeting. Once the words have been written, use your brain and a thesaurus to expand the content of your lists into as many related words as possible.




  •  Next, come up with a list of the different ways and scenarios in which the client’s product can be used. Do the same for any services it offers. Make another list of the ways in which a person could use the client’s product or how people take advantage of their services.




  •  List words that describe symbolic material that relates positively to the client‘s business (the sun or a bird in flight, for example, as symbols of energy and freedom). This is a particularly important list: Very effective logos are often built around icons that express themselves in both symbolic and representational terms.




  •  Take your time making all of these lists. Use research material to expand your collection of words and consider brainstorming with others for more ideas: Know that the time spent populating your lists will streamline the upcoming search for visuals and conveyances that can be used to establish the content and the look of the logos you are about to develop.
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  How can these lists of words and sentences be converted into logos? The answer to this question will emerge as soon as you start making the lists: Just try to stop the flow of ideas as certain words interact with your designer’s mind to generate potentially useful ideas—ideas that could be applied to a logo’s form, content or style of presentation.




  •  Allow single words from your lists to launch ideas.




  •  Consider the visual imagery that arises when words from various lists are combined—this is where things often get the most interesting and the most productive. For example, say you’re working for a client called Sharp Tooth Music. You see the word alligator on your list of sharp-toothed animals, then you spy the word piano on your list of music-related terms, and the next thing you know, an image of a smiling alligator whose back is lined with piano keys springs to mind. Now it’s your turn to smile: You’ve just come up with the first of several potentially winning logo ideas.




  What’s the best way of transforming your half-formed mental pictures and concepts into tangible visuals that can be evaluated, developed and—possibly—fine-tuned into presentation-ready material? Through thrifty little idea-saving sketches known as thumbnails.




  Originality




  Some people believe in the possibility of true originality. Others believe that—in reality—it’s been a long time since there was anything new under the sun. Still others believe that creativity is a matter of accepting that originality is impossible while simultaneously striving for truly meaningful work. One of these views could be 100 percent right, but it’s probably more likely that all three contain truths that could be applied to the creative process. Take the project you are working on, for example. Should the logo you create appear unique and totally unlike the competition’s? Yes, absolutely. Is it okay if your logo’s style has been inspired or influenced by designs of a previous era (or by designs in this book, for that matter)? Sure, why not? Is it desirable to aim for clear conveyances of relevance and authentic meaning with every logo you create? Without a doubt.




  Thinking big with little pictures




  If, one day, you are assigned a logo project and immediately discover that the perfect, award-winning, client-pleasing and money-making solution has spontaneously materialized in your brain, then what you are probably experiencing is what is known as your lucky day—enjoy it and make a point of buying some lottery tickets before midnight.
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