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FOREWORD
TIE ME UP, TIE ME DOWN

by lan Lynam, Graphic Designer and Writer

The absolute pinnacle of my father's adventures in fashion in the later years of his career was
a series of neckties whose graphic anti-patterns were designed by Grateful Dead bandleader
Jerry Garcia. This was highly anachronistic in that my dad's musical taste leans toward opera
singer Luciano Pavarotti, not hippy jam bands. Not to denigrate my father (or his fashion sense),
but it makes sense that the lone arena of fashion in which he, a real estate analyst for The State
of New York then working in the state’s bland capitol and its miles of modular cubicles, would be
his neckties. Garcia's hallucinogenic spatters could easily be mistaken for old British marbling
patterns, or would lend the wearer cool "outsider” status if the nature of the graphics were
questioned, though I'm sure my dad would be quick to quip his own facetious comment at the
expense of Herr Garcia were he questioned at length about the nature of his neckwear in the
office.

This brings up some interesting ideas about style, authenticity and quality. While my dad was
rocking some stylish™ neckties, they weren't necessarily true to who he as a person is. In the
book The Substance of Style by Virginia Postrel"” there are some compelling inquiries into the
value of authenticity. Authenticity is dissected as having multiple definitions springing from the
original (though thoroughly impersonal) definition of the term: purity of intention, ethnic identity,
applied legitimacy, tradition, the patina of age versus replicas, and authenticity as a “rhetorical
club to enforce the critic's taste”. A secondary, more individualized, and more democratic
version of authenticity is suggested: an authenticity that is self-serving and subjective, providing
formal pleasure, connections to history and tradition, and propping up self-expression as being
ultimately "authentic”.

That something is authentic is theoretically valuable, but what if the subject in question is
authentic but of little aesthetic value or has a minimum of craft and focus on the part of the
maker(s)? To be real is fine, but what if an object or person is both authentic and crappy? The
world is full of authentic designed objects that provide truly foul real-world experiences. Try
sitting on an Eames bucket chair (or an Aeron chair for that matter) and actually working for
more than two hours. These "design objects” are sought-after artifacts for their aesthetic
qualities, but they'll provide singularly uncomfortable sitting experiences.

This juxtaposition of authenticity and quality is something that | have come back to often over
the past few years. I've found brand strategy that evaluates both sides of the coin (aesthetics
and information) to be an increasing aspect of my own professional practice, making me a
planner/advisor just as much as a graphic designer. It's an interesting place to be - innate core
values being decided hand-in-hand with aesthetics. It's what design can be - a pluralistic way of
assessing and providing form-giving to objects of desire from a holistic perspective.

And this is where branding comes in: brands are so much bigger than logos, type choices, color
palettes and packaging designs. Most brand-oriented books published by design media focus
solely on the facades applied to contemporary brands, but just as important are the products
contained within. Branding is such a totalizing force: the manipulation of desire through
tugging at all-too-human aspirations, comforts, trusts, vanity and a gamut of other feelings.
For most brands, things fall flat somewhere - be it massive big box retailers’ destruction of
local economies, footwear companies’ labor issues or web browser developers' late-to-the-
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game attention to design detail. Branding strategists want consumers to think of brands as
entities with which to interact with, yet act blissfully unaware that the dewey-eyed multinational
corporation with the glossy sheen in fact is an advocate of child labor or savage mining of rare
resources whose products fall apart as quickly as they were manufactured.

In this peculiar moment of graphic design and the near-collective obsession with easy solutions
masquerading as critical practice“] in more academic design circles, thinking bigger and
assessing structure and content in a truly considered, craft-centric fashion is the least we
should do, both as designers and as brands. Taste and st%/le are great, but they are not nearly
enough in how we assess clients or client design options'™. If we interacted with others merely
because we spoke the same cultural shorthand", we wouldn't get very far... and they'd never
criticize our choice of neckwear.

[1] Interestingly, this Dead-inspired fashion coincided with a spate of appearances in Albany
by the Grateful ones themselves. Around this time, my long-locked, heavy metal enthusiast
younger brother procured an Albany Police badge from a garage sale and took to cruising
Grateful Dead show parking lots, shaking down hippies for their drugs and letting them off with
“just a warning”, keeping the goods for our consumption.

[2] "Stylish" here meaning “imbued with style”, not necessarily something I'd wear.

[3] One of those pop criticism books that is an interesting hybrid experience - part historical
synthesis, part analysis of contemporary trends (or, more appropriately, then - contemporary
trends, as it was published in 2004), and an aggregate of opinions on general cultural trending
toward an acceptance of aesthetic pluralism. It's one of those "important” books that has flown
under the radar lately due to a less than timeless cover design, some of the ideas within having
been espoused by others both prior to and after publication, and an apparent lack of widespread
recognition beyond its time as a New York Times Notable Book selection. That being said, it is
one of the few must-read books of aesthetic criticism due to it's target: design, surface and the
everyday.

[4] And just as popular fascination with simplistic "Modern” aesthetics.

[5] Please note the use of the word “options” in lieu of "solutions”. The term “design solution”
is design propaganda - no “solution” ever exists - there is always something slicker around the
corner.

[6] If each of your friends all liked exactly the same music, fashion, books and cultural
ephemera, you'd probably get pretty bored pretty quickly.




FOREWORD
BIG BRAND THEORY

by sper von Wieding, Strategic Creative Director
and co-founder of 3X.dk

It a great honour for me to be asked to write the preface for this book - BIG BRAND THEORY!

As a strategic creative designer | have over the years spent big part of my professional career
working with national and international well-known company and product brands.

An important part of our daily life, as designers, is to keep updating ourselves on the daily life
around us, new lifestyles, trends or movements. Many designers search for inspiration using
the internet and some of us just can’t live without these moments - visiting design bookstores!
No matter where | am in the world | just have to pass by a bookstore! It has become a habit
that | can’t live without. | am addicted - | need my monthly dose and can’t live without it! These
soundless moments are fantastic, when | find myself, in the company with a good friend or
alone, completely relaxed and surrounded by books and other readers. | can’t get enough
looking at design books, featuring spectacular “best of” compilations with “Case studies” of the
high-profiled branding campaigns, providing invaluable sources of inspiration and knowledge,
guiding us to understand the key elements of their successful brand or design.

So what is a brand?

Many would define a brand as a name, term, design, symbol, or any other feature that identifies
one seller's good or service as distinct from those of other sellers. The legal term for brand
is trademark. It's interesting to look back in the history because the word branding originally
means a way to tell one person’s cattle from another by the use of a hot stamp iron. Today
branding is also about positive perception, customer loyalty, excess price, it's a recruitment tool
and a valuable asset for the company that owns it.

“The days of ‘hidden' companies are way over...”

No big international companies or organizations can survive and lead a market today up against
their competitors, without a clear understanding and full control of their own corporate and/or
product brand identity!
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A brand is the visual extract of the identity!

When developing a new brand identity it's therefore important that the relationship between the
design agency and their client is build on sharing, insight, knowledge and trust! No Big Brand
identity is developed without an in-depth understanding of the client’s vision (Out of reach - but
within sight!), mission (How do we get there?), strategy, values [(difficult to copy and relevant to
the customers/target groups) and that differentiates the company from its competitors (Point of
difference / POD].

“Think forward stay forward.”

The fashion industry is well-known for being fast and unpredictable. Working as a graphic
designer within the fashion industry requires the ability to transform emotional values into
strong visual concepts and constantly to be able to capture and interpret new trends, constantly
being able to challenge, develop and create new visual expressions combining different
materials and new printing techniques. This book shows examples of that and very much more
across media!

| hope that you will enjoy reading BIG BRAND THEORY. The case stories that you will find in the
book span from living, food & drink, fashion, culture, exhibition to promotion! | am sure that you
will experience design work developed by “some of the best in class”. This book will show some
of the latest brands boom in the market economy and the secrets why classic brands live long in
people’s mind as well. | hope that you will find just the inspiration you are looking for.

| wish you good luck!
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