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Logo design requires a focused vision that
uses large amounts of complex information

and funnels that into a clear message. Concrete
Design Communications partner Diti Katona has
created a body of work that is connected with

a philosophy that makes more with less. She
designs a logo and identity project by distilling
the message into a simple visual. “Generally,

we think that successful logos should express
as much as possible with the greatest economy
of form,” she explains.
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This approach is made successful not by
simply making a logo minimal. It is successful
due to Katona's skill at slowly condensing

a client's message, poltics, business goals,
and audience into a seemingly obvious
solution. Understanding the client’s culture
and the audience’s culture is at the care

of every Concrete solution.

Form and Function

The goal of every logo and identity system

is to create an outcome that makes a business
successful. The aesthetics and form are
critical, but they are secondary to the final
business goals. It is easy to fall in love with

a specific shape or colar, and Katona is

no different than any other designer in that
respect. She has the ability, however, to

set that aside, understand the larger issues,
and modify the forms successfully to reach
the desired business geals. "Designers

have a tendency to try to make the logo say
too much," Katona says. "You cannot commu-
nicate a company's product/service offering,
vision, intended audiencze, and aspirations

in a single graphic farm, at least nat explicitly.
A successful logo needs to choose a singular

message and express (t clearly.”

The logo must have a clear message, but this
cannot happen without well-designed visual
forms. Kalona believes thal most logos (ail
due to poor execution. She adamantly rejects
the devaluation of skill, “In recent years,

so much emphasis in design has been placed
on ‘concept,’ that often the articulation of

the logo, the artisanship, has been neglected,”
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she explains. "Logos often have very simple
ideas behind them. They need to because

of the issues we've discussed. But whal makes
them work, what makes them come alive,

is the way they are crafted. Often, the most
successful logos are *he ones that have a very
simple idea, brilliantly executed.” Katona
uses the example of a project that involved
collaboration with an advertising agency.

The agency had developed the concept (the
heavy lifting so to speak), but they needed
help to give form to it, The implication given
to Katona was that most of the hard work

had been done and the only part remaining
was to make the logo look pretty. However,
the reality was that very little had been done.
The concept had used very predictable
symbolism, "While this may not have been
the wrong symbal, it needed to be direct

and easily understandable, Its predictability
required a distinctive way of articulating

the concept,” Katona says. The crafting of

a unique graphic form would distinguish this
particular logo from the thousands of others
that used similar themes. This logo succeeded
in the end due to Katona's unigue vision and
insistence on perfection of form.

Signs and Symbols

For Katona, symbaols can often have more
power than a name bacause they use visual
imagery rather than Lhe alphabet. The symbol
can be much more expressive. A picture

af an apple, for instance, is instantly more
recognizable than the word apple. "1 still
remember the time when my children were
very young, well before they were able to read,
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“When designing
a logo, distill,
distill, distill,
distill, and distill.”

—Diti Katona, partner,
Concrete Design Communications

THIS SPREAD
At first, the identity for
Masterfile looks as if it's
|ust a standard typeface,
but at a closer giance you
reaiize that the |etterforms
are a unique typeface,

The identity system

and exgcution of the
pramaotional collateral

are more lree and open
Therefore, the quality

of each piece |5 dependent
an the designer.




Elements of a Standards Manual

Evidn (F | have a good refationship and strong advwovats with & client,
we stil| create a standards manual to help everyone use the lbgo
properly. Typically, we try and create ane that leaves some creativity
1o thie final designer. The manual includes these alements:

Logo use

Rlark and white axamplas

Color axamples

Scale Instructions

Primary color paittte

Secondary color paiette

Primiary typetace

Secandary typetace

Ifrage use

Print sxumplis such as stationery

Environmental sxamples soch as signage

Merchandise examples

Vehicle applicalions
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Most creative work starts

The elements of an identity designed by with a designer's first
Katona are explained and described in sketches. This Kielhauer

: . identity celebrates the first
a standards manual. "It helps if you can keep skateh and retationship
working with the client, and handle all of to the end final design.

" ! Several variations of the
their communications,” she advises. “Failing Jogo exist to work with
that, the success of any system depends differant applications

» e ani varying sizes.
on having a person within the organization

champion the cause of adherance to identity
guidelines. This person needs to be fairly
serior with the aulhority to enforce the
standards.” This advice is not given to create
restrctions on other users. When it comes
to graphic communication, creative partners
ofter resist rules and have a natural impulse
to be "creative” with the brard. But it Is vital
that they understand that this impulse does
not tenefit the organization, “A consistent
identity systern may become boring to those
wha waork with it every day, but is vital

to portraying a strong image to the outside
world,” Katona says.

The cansistent use of a logo and identity
system, strategic goals, and busingess issues
partrered with Concrete's thinking and visual
skill create proprietary and successful brands.
Katona, nevertheless, has a passion and humor
that inform all of her work. In terms of logo
and identity, this is expressed with her choice
of a favorite application to design. “| love
designing for vehicles," she says. “It's a great
feelirg to pass a logo you designed somewhere
on the road.” She adds that the strangest place
a Concrete designed logo has appeared was

on a homeless person. “Company logos printed
on T-shirts invariably end up in the hands of

a very unintended audience,"” she says.

KEILHAUER

Corporate \dentity
Launch 2004
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THIS SPREAL
Like the chair, this identity
is about moving freely

in all directions and with
ease and no obstructions,
The website, advert

promotional items, and

mark. The
identity also has endless
promational products that

3 POSS t with only

addition of

BY KEILHAUER
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