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News and techniques for strategic design.

Strategic Design?
What is strategic design? How does it differ from the 
“normal” design process? These questions may have 
run through your mind the first time that you were 
presented with the term.  Let me take this opportunity 
to explain what strategic design is, how it differs from 
what many think of as normal design, and why it’s 
important.

Strategic design is the process 
of utilizing design skills such as 
typography, color theory, creativity 
along with technical knowledge; 
and problem solving techniques to 
identify, and implement business 
solutions. This differs from what is 
often perceived as normal design 
because the designer is required 
to have a more comprehensive 
understanding of the business 
they are designing for, who 
the companies target audience is, what the goals 
for the campaign or project are, and how the client 
organization differs from the competition.

In reality, most designers should be endeavoring to 
provide their clients with a strategic design. This can be 

accomplished through the following ways: evaluating 
the competitive landscape, the previous projects and 
campaign; understanding who their client is trying 
to reach; and what action they are hoping to inspire 
from their target audience. To this end, the client and 
the designer must work together to create an effective 

strategic design.  On occasions 
clients may arrive at a designer’s 
door with the solution already in 
hand and is only in need of the 
designer’s expertise to make it 
happen. This is fine, but it does 
eliminate the possibility of a joint 
creative endeavor.  

Why is strategic design important? 
It allows a client to make full 
use of the creative abilities of a 
designer. Designers are trained to 
examine a problem, research and 

develop ideas, and produce solutions that will enthrall 
the client. In a good working environment the client 
provides the pieces of the project; it is the designer’s 
job to create a cohesive form in which the client’s ideas 
are expressed.
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About Alice Pettey
Alice Pettey has over a decade of 
experience in graphic and media 
design. She has recently received 
her Master of Fine Arts in Media 
Design. Her services include the following: Branding 
and Identity, graphic design, support for intranet 
and e-mail campaigns, video editing, and websites 
creation. 
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Copyright
Protect your brand mark. Make sure to 
register your logo (brand mark) with the 
federal copyright office.  This will prevent 
someone else profiting from all the hard 
work that has been done to create a 
positive brand image. Transition of rights 
is generally part of the clients contract 
with the designer, and for logos, it is usually 
a full transfer with the designer retaining 
use for promotional purposes. Although works 
in the U.S. are copyrighted by their creator at the time 

of creation, this does not ensure full legal 
protection or the right to damages.  A good 

designer will perform “do diligence” to 
ensure that the mark / logo they create 
for their client doesn’t infringe upon an 
existing copyright, however it is client’s 
responsibility to see that it is registered 

after the designer had transferred right 
upon project completion. To find out more 

information visit the U.S. Copyright office or 
contact a Copyright attorney.

Isn’t My Logo My Brand?
This is a question that is frequently asked of designers 
and brand managers. The answer is a resounding yes, 
and no. Yes, your logo is an integral part of your brand 
identity, but no, your brand does not begin or end 
with your logo.  A professionally developed logo is an 
important part of your brand for the following reasons:

1. Its design will help to establish the tone of your 
business.

2. It differentiates between your company and that of 
your competition.

3. It is expressive and ultimately will become the 
“face” of your business or organization.

4. The wrong logo will send a message that is 
incongruent to your business which can cause 
confusion with existing and potential clients and 
result in lost profits or exposure as your business is 
overlooked for one that “feels” right.

 A brand is more than your logo.  It is an extension of 
yourself and the persona that you wish to convey to 
your audience.  To create a logo, you need to utilize the 
following variables: color, images, typefaces, and copy 
tone.  Each of these elements contributes to the story 
of your brand.

Color has the ability to influence emotion and 
convey meaning to your audience’s subconscious 
mind. Unfortunately, these emotions and ideas are 

not universal but rather cultural. This is an important 
consideration if your business or organization will be 
engaged in international commerce.

Images, one of the most common tools, when 
influencing people’s emotions and attitudes, should 
reflect the attributes you have deemed important.  This 
reinforces the message about your organization and 
what you wish to convey to the audience.   

Typography adds its own character to your brand. 
Generally speaking, serif fonts (fonts with crossbars 
at the top and bottom of the letters) are perceived as 
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older and more traditional. San-serif fonts are viewed 
as more modern and progressive. Of course, this is a 
generality because there are many subdivisions within 
these categories, as well as, additional categories such 
as script, slab-serif, decorative & display, symbol, and 
picture to name a few.

When the above elements are combined with a 
consistent “tone of voice” throughout your assets, 
they create a branding package. . This package, when 
used consistently, helps to influence the intangibles 
of emotion, understanding and recognition that are 
developed by your audience that truly creates your 
brand.    The importance of using a brand package 
is to ensure the consistency of the message that 

is presented to the audience.  To this end, actively 
presenting your message, and preventing or mitigating 
influences that do not support your desired brand 
image you can effectively control how the public 
perceives your company.

So, when asked if a logo is a brand, there is no clear yes 
or no answer. As you can see, a brand is a combination 
of many elements that are both within and out of your 
control. The best you can do is be consistent and make 
sure anyone who would present information on behalf 
of your company follows your branding guidelines. 
Consistency in appearance and tone is the key to a 
successful brand.

Continuing Education
I am a firm believer in continuing education.  I have 
recently received a Master of Fine Arts in Media Design. 
To celebrate this accomplishment, I am offering a 
10% discount (up to a $100 limit) on any new design 
project. Call me @ 804.310.0308 or email me at alice@
alicepettey.com and be sure to mention MDMFA to 
receive your discount. Act now this offer is only good 
during May 2013.

 

Volunteering
Alice Pettey is currently working with the PRISMS 
organization to promote Smith-Magenis Awareness.  

Check out www.prisms.org to find out more about the 
genetic condition SMS and see how you can help.

If you would like to receive this newsletter in your mailbox,  
visit www.alicepettey.com or Click Here to sign-up !
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