
in conversation, but whittled down to 
a bare, ambiguous whisper in creative 
reality. Does it help to be perfect? To be 
so free of flaws that no one can draw a 
spyglass to the chips and scratches? As 
true as the philosophy goes, perfection 
is an impossible goal.

What if we wanted a logo that showed 
traits like: Rough, Old and Rustic or how 
about a brand that is Elegant, Classy 
and Prestigious. Famed design agency 
Sagmeister & Walsh are renowned for 
their brilliantly weird approach to brand 
design. Seeing the parallel universe of 
our own lateral thinking, breaking all 
the rules and coming out on top – true 
trendsetters.

In the eyes of contemporary designers, 
the line between ‘Messy’ and ‘Perfect’ 
is a razor thin edge teetering over the 
pit of garbage design. It’s almost as 
though some are too scared to consider 
getting dirty first to find those diamonds 
in the rough. ‘Sleek, Simple & Perfect’ 
and ‘Function over Form’ is showing 
the clear signs of being an exhaustive 
approach to design that needs to be 
challenged more and more.

So how can this be done?

Design briefs need to start analysing 
the core personality of a company. 
Ignore what the big kids are doing. 
Look at what your own company, what 
it represents and how you (and your 
customers) feel about it. 

Immerse yourself in the vision. 

Take discovery to a whole new level.

That will remain the essence of good 
brand design.

2019 has seen a surging trend of brands 
going bland. Taking recognised brand 
identities, previously rich in character, 
personality and heritage, and replacing 
them with homogenised, regularised 
geometric designs with a dominance of 
monotone, sans-serif sobriety.

Simplicity is often seen as an effective 
means of branding a company – smart, 
sleek and downright brilliant. The trend 
among designers has seen Function 
overtake the importance of Form. At face 
value, this can also seem appealing to 
brands. Certainly, the simpler the design, 
the easier it is to reproduce.

Many look to the example of Nike. 
The famous brand began life with a 
greater focus on its script logotype, 
before eventually becoming known 
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for its iconic ‘Tick’. This expression of 
positivity and bold self-confidence is 
instantly recognisable the world over – a 
beautifully simple visual mark that’s not 
reliant on words or translation, and free 
of cultural clutter.

More recently, Mastercard has morphed 
into a simple Venn diagram. Same 
scenario. No more name: just the 
connectivity of simple shapes. The 
problem is when the design approach 
leads to the sterility of individual identities, 
the lines between ‘what fit’s what’ blur to 

indistinguishable differences.

Burberry removed its historic 
referencing serifs in place of a clean-
cut, elegant sans-serif font. Though 
it did retain a secondary refence to 
London England as a celebration of the 
brands’ provenance and deep history.

It seems everyone is rushing to pay 
design agencies huge sums to come 
up with these bare bones logos that 
have little (if any) distinguishable 
characteristics.

Earlier in the year, the new BT brand 
refresh resulted in a mixed response 
from design and marketing communities. 
As a creative solution, it is devoid of 
character. The animated idents barely 
save it and it tries to cram so much into 
it at a conceptual level that the end result 
is too broad to recognise. The new brand 
colour purple is gender neutral and tuned 
to a bright and optimistic hue, inoffensive 
and popularly acceptable hue. 

Can this really be considered creative, 
or has gaining acceptability from the 
C-Suite and inoffensive usefulness to the 
corporate report replaced companies 
having more dynamic and distinctive 
brand identities that actually MEAN and 
symbolise (clue in the word) something?

Picture this... The shibuya scramble 
in Japan (It’s like an enormous zebra 
crossing) crammed with people wearing 
suits, ties and polished black shoes. 

Amongst those thousands of 
pedestrians is a single person wearing 
a yellow and purple tie-dye T, torn 
denim jeans and purple sandals. To use 

the old adage: “sticking out like a sore 
thumb”. But by not being trendy and 
being themselves, ultimately, they are 
seen much more clearly.

Sure, you get a logo that’s seemingly 
pleasing to the eye. Simple, versatile 
– it’s “perfect”. But you join the other 
thousand or so brands that have done 
the exact same thing.

Looking back on older advertising 
campaigns, we can clearly see a 
distinct decree of thought and narrative 
behind the design of brands. One 
great example would be Yorkie and it’s 
chunky slab serif branding… Clearly 
a very masculine logotype design 
reinforced by its masculine-focused 
advertising. It stood for something and, 
as a result, stood out. 

Today, its look and feel has ‘evolved’ 
to be more inclusive. Now, it is just 
Yorkie. A big, bold, hard-edged 
sans-serif logotype, not totally 
devoid of character but fairly simple 
by comparison. Does it stand out? 
Barely… with modern day design 
thinking diluting the distinctive qualities 
that once made it so recognisable.

Put simply, the world is filled to the brim 
with designs that are wrestling for the 
attention of potential customers. The 
talk of brand storytelling may be loud 

The problem is when the design approach 
leads to the sterility of individual identities, 
the lines between ‘what fit’s what’ blur to 
indistinguishable differences.

Put simply, the world is filled to the brim 
with designs that are wrestling for the 
attention of potential customers.


