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Logo design:
Who Is your target audience?

[s 1t the client, or the client’s target audience?
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s logo designers, we’re often asked
Ato balance the perceived requirements
or design parameters of the business
owner with the needs of their target audience.
Sometimes these needs are unfortunately
at odds with one another. How do you go
about striking a balance—or educating the
client about the proper direction in which
to take their new identity?

Set the tone Your portfolio must set the tone
in establishing your expertise. If the client is
unconvinced of your capability, things will go
downhill right from the start. You've all expe-
rienced what happens when clients let you do
your job, and trust your know-how. (After all,
isn’t that what they hired you for?) Usually
you create something stellar. | think some of
our best portfolio pieces are from instances
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when the clients have said those magical
words: “You guys are the experts. Do what you
think is best...” Yes, we are experts. After 300+
logos, we’ll know more about logos than the
client ever will.

Leading them down the path But the 300
logos do not always immediately convince
them. After writing two books on the subject
[Logo Design For Small Business, Vol. 1 & 2, both
available from SignCraft] and winning several
national awards, you'd think we would hear
those magical words every single time. Those
assets are clearly in our favor, and we’re
certainly going to play those cards as needed.
But how great we are is of little consequence
to the client. What they really care about is
how your expertise will translate into helping
them build a better brand—which will trans-
late into more sales for them.

Ask the questions, establish your expertise
The logo design process should begin by ask-
ing the hard questions of a business owner
that they may have been avoiding for several
years. If they’re in your shop, they may have
been thinking about these questions already.
Or maybe they believe they already need a
new identity. That makes the process a lot
easier. Here’s a few key issues related to the

N

TRANSFORMING YOUR OUTDOOR ENVIRONMENT

After the logo was created, we designed their business card and truck lettering. We also developed their tag line to work with their butterfly icon.

Note the synergy between the print design and vehicle layouts.



Part of your job in branding a business
is to insure that the image and identity
o]- translate well across many different
mediums. A consistent look and feel is
imperative to establish a firm's image.
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identity of an existing business that should
be discussed with the owner:

1. Does the current image reflect the direc-
tion they want to take the company? So often
for us, our clients come to us to help “take 2 y
them to the next level”. While that’s a great PR
goal, we're often hamstrung by their current e 856-931-LISK

identity. For a lot of potential clients, we tell | yowluhlandsesreson a v .
them we can’t achieve that with their current ! y - ﬁ:;‘ ]S

logo and it first needs to be redesigned to Vo 4
accomplish their goals.

We’re apt to repeat a mantra frequently :
heard in our office: “Success in spite of a poor — 2= LU R
image is not an excuse to perpetuate it.” ' —
Clients either believe it and are excited about
our ideas to rebrand, or they don’t, because
their own success has tainted their ability to
look at their own image objectively. Which
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