Not sure where I cribbed this lot from


Trademarks and Logos





Name - Only logo


In the early days of branded products it was common for the owner of a business to put his signature on his - products - he literally applied his mark or brand to his goods.  As the business grew, an actual signature was inevitably superseded by a printed signature, and it became common for manufacturers to place advertisements stating "none genuine without this signature" or "beware imitations - look for the signature".  The signature was an indication of quality, value and origin, and unscrupulous traders would seek to copy it.


Over the years the original signature was frequently developed into a distinctive logo style - as for instance with Harrods, Kellogg's and Boots, or it became an integral part of a product label.


Name-only logos are, however, normally appropriate when the name is relatively short and easy to use.





Name / Symbol Logos


These logos comprise of the name in a character style but contained within a simple visual symbol - a circle, an oval or a box.  Ford, Texaco, Du Pont and Fiat all adopt such an approach.  As with name only logos the name must be relatively short and easy to use.





Initial Letter Logos


Such logos may be based on a description of what the company does e.g. Universal Winding Company, or they may be the joining together of the names of two partners in a merger e.g. Cadbury - Schweppes, or they may even be based on the surnames of the founders of the business.


The organization usually finds the new name is unwieldy and settles for using the initials on their own.  It then tries to invest in a set of initials with character and distinctiveness, partly through the adoption of an attractive logo style.


In practice designers -often find that the development of logo styles based only on initial letters is a fairly straightforward task.  However, even though initial letter logos can be interesting for the designer, they can have serious pitfalls for the client.


1   It can be difficult and expensive, perhaps even impossible, to invest initials with real personality and distinctiveness.  In certain sectors e.g. trade unions, a sort of alphabet soup can develop, which insiders know but which is totally impenetrable to outsiders.  





Try and find the full meaning of the following trade union organizations





COHSE, NALGO and NAS/UWT.





2  It is always difficult (and in some cases impossible) to gain exclusive legal rights to a set of initials.


3  Initials can be frustrating to the consumer.  It is difficult to look up an organisat' ion by its initials in a telephone directory, especially if you do not know what they stand for.


4  It is possible that -the initials may have to vary from one country to another.








Pictorial Name Logos


These are logos in which the name of the product or Organisation is a prominent and important component of the logo style but in which the overall logo style is very distinctive.  Even if you presented the logo substituting a different name it would still clearly be the name of its owner.


Examples include thc distinctive logos of Coca-Cola and Rolls-Royce.





Associative Logos


Associative logos are free-standing logos - they do not usually contain the product or company name, but they do have a direct association with the name, the product or the area of activity.  Examples include the distinctive shell device of Shell Oil, Monsieur Bibendum of Michelin (the character built up from pneumatic tyres).


Associative logos are therefore simple and direct visual puns.  They have the advantage that they are easy to understand, and they provide their owners with considerable flexibility - the graphic device instantly represents the product or company in a simple and direct way.  An outline shell logo on a can of oil or on a piece of literature says "Shell Oil" just as powerfully as does the name.





Allusive Logos


The Mercedes "star" has been said to allude to the spokes of a steering wheel, although the relationship may be purely coincidental.  But the distinctive "A" logo of Alitalia, the state airline of Italy, is surely designed to bring to mind the tailplane of a jet airliner.  Similarly, the Indian arrowhead used by Anaconda Industries is an allusion to early Indian copper-mining.


The connection in these examples between the name and the logo is by no means as direct as the associative logos, and indeed the allusion may be lost on the majority of the audience.


Nonetheless, the allusion provides a focus of interest that can be used in public relations terms.





Abstract Logos


Many of the logos in use today are purely abstract or, at least, any allusion or meaning is so remote that they are purely abstract for all practical purposes.  The Nat West Bank triangular logo falls into this category.


With abstract logos the designer is given a blank sheet.  He can design "a structural shape which creates a varying optical illusion".  Alternatively, a designer can use the logo "to convey the industrial strength of products and feeling of movement associated with their function".


Abstract logos need to be handled with care, coming up with a design solution that does the job and is appealing but different from other logos is difficult and requires effort and skill.








Homework research:  Try to find at least one example of each type of logo.  Either, copy the logo on paper or cut and paste the example to a sheet of paper.


