


Introduction

I have been faced with several 
key decisions this semester. 
These decisions have been a 
heavy load to bear at times, but 
having the flexibility to choose, 
rather than defaulting to a set 
plan has, in my opinion, given 
me more freedom to produce 
better work. Decisions over the 
message, format and audience 
were all monumental in 
defining the direction of my final 
outcome.

Defining the content and 
message of this final project 
was the most monumental 
decision made this semester. 
I have decided to brand myself 
as a Graphic Designer. Initially, 
I focused on one part of my 
design portfolio, community 
work. This was limiting and left 
me at times unable to define 
where I see myself in the 
Graphic Design field. I decided 
to take a wider look at my 
practice, my audience and my 

ambitions. This process allowed 
me to define my position as a 
Graphic Designer who targets 
local commercial clients. This 
will allow me to be involved 
in projects collaborating with 
community groups and other 
social causes. Understanding 
how I see myself allowed 
for other decisions, such as 
specific target audience, brand 
aesthetics and brand delivery 
method, all of which are tailored 
to my brand aim.
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Selection And Drafting

Brand imagery and propaganda 
(between which I draw many 
similarities) is a key influence to the 

style of work that I produce, as this 
work helps to create ‘communities’ 
of varying size and scope. This Icon 

was developed by applying these 
lessons to define a set of signs 
which represent my community.
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Logo Development

I have developed a symbol that 
features imagery that relates 
to the community aspect of my 

work. I have used a dominant 
and angular outlining shape 
to create a strong modern 

impression that is tailored to 
appeal to my target audience. 
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PURE WHITE

CMYK  0, 0, 0, 0

RGB  255, 255, 255 

MT RED

CMYK  0, 99, 91, 22  

RGB  174, 0, 27 

PURE BLACK

CMYK  75, 67, 67, 90  

RGB  0, 0, 0

Colour Selection

These colours were chosen 
due to the significance of red in 
socialism and as a signifier for 

the earth and power in certain 
cultures. Black and white have 
significance in New Zealand and 

the combination of all three has 
significance to particularly to 
Maori.
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TYPOGRAPHY SAMPLES
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Branding // Typography

Type Selection

 The typeface, ‘Din’ reflects my 
European typographic influences 
and the transient nature of 

Auckland’s citizens Due to its 
history as a roading signage 
typeface. Feedback suggested 

an aversion to the use of serif 
typefaces, and thus Din was a 
popular selection.
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Logo Usage

I realized that I would need a 
set of logos rather than just one 
as they would need different 

attributes to go with different 
imagery. I developed 3 Distinct 
Variations, One for small 

Print, one for large and one 
for watermarking. The version 
above is used for small print.
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Further Variations

I have also developed alternative 
versions, which sit within a 
square. This contributes to ease 

of use in the grids, which I often 
utilize. The square is used for 
synthesis in other materials I 

intend to produce also. The icon 
is designed for watermarking, 
the type version for large prints
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Stationery: Card

This is my business card. I went 
with a vertically aligned card 
in order to represent Swiss 

type, maximise the grid like 
structure and to define a clear 
path through the most important 

elements. Brand name - Contact 
Details - Portfolio.
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Stationery: Letterhead

The letterhead, like all of my 
brand materials has a right 
aligned brand mark and 

information. It follows a 5x5 grid  
and is designed to maximise 
white space. The space is 

important as it allows the 
letterhead to be flexible for use 
as a letter or invoice etc.
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Brand Guidelines Doc

I decided to develop a brand 
guidelines publication in which 
I can set a series of rules 

regarding brand usage and 
ethics as my business develops. 
This document is to be square 

in order to reflect the grid like 
aesthetics of my brand.
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Brand Website

This web site continues with 
the aesthetics outlined in the 
brand guidelines. I decided to 

make it as simple as possible, 
with my portfolio immediately 
visible. I eliminated the needless 

extras and kept only the most 
important information. This is in 
keeping with my guidelines.
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