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Message from the author

Whatever the reason is that you have ended here, I want to 
thank you for taking the step to buy this book. Here, I am 
sharing all I know and think that it is important for you to learn 
about logo design in a simple and easy-to-remember way. 
Every principle, trick, tip, or activity, will be related to a real-life 
example.

I know that creativity can be like a wild animal, and you are 
trying to tame it. Therefore, when you face the so-called “creati-
vity block”, you run out of ideas and begin to think you are not 
good enough.  Stop thinking that, you are just not following 
the right design process. This book is for that, teach you the 
basics, and boost your creativity.

Now turn out the page, and stay with me!
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A logo must be...

A logo must be simple. A logo must be appropriate. A logo 
must be distinctive. A logo must be unique. A logo must be 
scalable. A logo must be representative. A logo must be for 
identification. A logo must be responsive. A logo must be 
attractive. A logo must be working in black and white. A logo 
must be ready for brand identity. A logo must be suitable. A 
logo must be flexible. I

If you are starting out in graphic design, or have been graphic 
designing for a while, you must have heard, read and even said 
that “a logo must be… blah blah blah”. There are so many defi-
nitions of how a logo must be, and maybe all of them are true. 
But the reality is that we don’t design a logo with every rule in 
mind. It just comes out naturally when you sketch. However, if 
you are new into this, you will find it extremely difficult to me-
morise all these rules.

This book is separated into three parts, which I call the 3 P’s of 
logo design: Principles, Production and Presentation.

- In the principles section, we will look at the theory and the 
fundamentals of how a logo should be.

- In the production section, we will step into the crafting and 
processing stage. This is the section where I am sharing all my 
tips related to the execution of a logo design.

- In the presentation section, we will learn how to sell our de-
signs. We are going to talk about the delivery, language and 
pricing.
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Banana 

What if you were going to design a logo for the next leading 
mobile phone company called “Banana”? What would be your 
first logo idea? A minimalistic banana? I guess that would be 
the option most brands would go if their business is somehow 
related with it. 

In this part I want you to remember one word: creativity. This is 
the most valuable resource you can offer as a designer. If there 
are millions of similar logos, what it is lacking is not unique-
ness, it is creativity.

As a designer, you must think outside the box. You are not an 
artificial intelligence that offers a series of different logos and 
variations based on a few keywords like: vintage, technology 
and serious. You must use these words as a starting point. 

Don’t be limited by a concept that seems narrow, you have to 
expand the boundaries yourself. For example: don’t just think 
of making a banana for the banana logo, you can explore more 
options like the banana peel, the texture, the tree, the habitat, 
the country. Or you can go even deeper and play with its his-
tory, curiosities and stories. 

A logo must be unique. Your mission as a designer is to 
use your creativity to think outside the box.
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Mario Bros

A simple “I don’t like it” can turn down the whole project and 
your self-esteem. However, there will be times when the pro-
ject really doesn’t turn out as good as expected and you have 
to start from scratch, or even lose the trust your client had on 
you. This is why persistent communication and feedback is 
needed. We can achieve it by having a clear and strict process.

If you have ever played Nintendo’s Mario Bros you know how 
time saving and pleasant it is to have a checkpoint in a high 
skill demanding level. If there were no checkpoints, and your 
character dies, you would have to start from the beginning. But 
how can you apply this in logo design?

Set stages in your logo design process and make your client 
participate in them. These stages will be our checkpoints. 
These can be: the discovery session, the concept generation, 
the sketch, the look and feel, and the digitalization. Let the 
client be aware when you are leaving one phase and passing 
to another.

When you have finished the discovery meeting with the client, 
let them know that your next move will be making mind maps 
and generating ideas. Check twice with your client that what 
you have agreed on is correct and you will base your work on 
what it is discussed. Then, show them what your ideas are and 
pass on to the next phase, only when they approve it. You will 
lose the excitement of design presentations and the wow fac-
tor when you nail the designs, but you ensure the best results 
possible and avoid unwanted negative reactions. Moreover, 
your client will even have a bigger affection for the logo since 
he has been participating in its craft.

If you encounter the worst scenario again, which is to start 
everything from scratch, the process got you covered, because 
you can use the process as a back up and ask the client: “In 
which stage do you think that your ideas didn’t meet with my 
understanding?”.
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Asgard

If you have followed Marvel’s Avengers Saga, you will know 
that remarkable quote from Thor: “Asgard is not a place. Never 
was. This could be Asgard. Asgard is where our people stand.”  
This phrase tells us that the people are the most important 
thing. Regardless of where we are, we can call our place to the 
ground where we are standing.  

If a potential client comes to you looking for your services, it 
is mainly because of the work you have published online and 
past projects. But what makes a client decide to work with you, 
is you. 

You are the reason why clients will choose your services and 
love you. If you don’t transmit the good vibe and trust, clients 
will not choose your services, regardless of the reputation your 
personal brand has, or the amazing projects you have done, or 
the awards your agency has won. 

This is why developing your communications skills and being 
human is much more important than developing the designer 
inside of you.

Would a client choose to work with your agency/personal 
brand but without you in it? What would Asgard be without 
Asgardians living in it?
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