BRANDING + COLOR - DESIGN

Barry Ridge, Principal, Barry Ridge Graphic Design

If you were asked 1o choose a palete of cokors 1o represent the cty you live
i, when wold it be? Reds s e tones for beat and energy. . and passion?
Blues and ices for sirength and clarity, . .and eool? Green variations for
environmental ideals and transcendental conscience? Subdle and understated
o bold and brassy ™ Clean and clear. . or subtly gray and complex?

Recently 1 had the pleasure of re-branding (e Chamber of Commence in
Camarille, CA where I live and work, The project encouraged me 1o ook, at
my surroundings in a brand new way, Searching for geographic influences,
architectural details and cubiural heritage elements {and combining them
with the statedd future vision of the chamber itself), T sought 1o create a brand
that commects with its intended audience.

What Colors, Camarillo?

Visiting Camarillo for the first time, vou sould appreciate a few distinctive,

common denominaon elements

« The Spanish-influenced architecture — tema cotta roof files on warm
off-white stucca.

o The Clamary Bslancd Date Palm seems o theee moour coastal climate m
boah e city and surrownding agriculiueal areas. s warm, yellow-based
ereen is a perfect compliment 1o the rich terra cona ile.

The westher (ranked in the wop ten for the entire country } s a profoend
contributing element. Blue sky has meaning beyond the obvious,

Tt represends the future and open-minded, creative thinking inspined

by sunshine and mikd temperatures,

-

Al these factored significantly into my ematic, graphic axd color deciskon.

The Winners?

Tierra cotta redd, sum drenched white, Warm yellom-hased green and a Clear
lue sky. Wihen viewsed together these colors. communmnicate the feeling of
Camarillo in a comformable, familiar, vet forsard-thinking contexi.

Codors that were immediately rejected from consideration? Bright primaries
(reel, blue, yellow  and cobd metal colors — oo uvenile or o high-lech foe
thee alesired effea.

The Color Fingerprint

Transkating the colors of the outside world into ink on paper and the
commpaster sereen 15 seldom casy. .. oand it abasys ivodees some compnmise.
It 35, honwever, necessany. As necessary and as vital as deciding on 2 mume for
VORI COMRy o business.

When it comees o constmucting a brand identity for a client, establishing

a singular paletie of colors is & Important as creating a brand logo, That
compencium of colors i an mbegral part of the “Gngerpeing™ that uniguely
represents a client and connects marketing materials amd campaigns over

a preriod of G,

Thez codlor red is as musch a pan of the Coca-Cola® logo as the name, Brown
is arguably more recognizahle as the rademark for TIPS ihan the three
letrers themsebves. And could Tup® ever, ever, ever, be anvthing but green?

=~ Brand Identi

. uy Cobors can work: Tor o against your cawse. There are solid marketing reasons
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What Color Is Your World?

10 wse certain colors o comvey ceriain messages, Some colors are deeply
ingraineed in our minds, like 4 red stop sizn.

Al i usimg the nght codors can imerease sales of comsumer products and
increase brand retention, bow much is it costing a company (o use the
wrong colors?

Examples From The Real World...

A Large imsurance carrier weas ondensd o oretum mallices of dollars g ther
custonmers N a class action settlement. They retamed a color expert o choose
the abaolute most distasteiul brown envelope i whicl o mail the checks.

Sent in careful compliance with the setflement reling (and in hidecas brown
emelopes), most were never even opened, In Fact, when it was all over, less
than 15% of the checks wene ever cashed. The insurance company saved
e, yel strategic, color chodce.

mmilliomes o dosdlars - the resalt of 2

O a smaller scale, Iwas recently interviewsed by a local food preparation
simess that had designed their oam brand, They nsisted on incorporating
their oeaen bogo colors, based upon the owners personal cobor preference.,

Well, the emotional connection of fresh, healthy food with blee and purple
mever fook hobd with the target avdience, And that retail space is now vacant,
awaiting the next hopeful enfrepreneur,

O ves, Tam sure there were many mone faetors beyond color choice which
comtributed 1o the downfall of this paricalar business, but why Oghe the odds?
It hard enough getling & business off the ground, without courning disaster
on additkonal fronts, Color ad its asseciative ambience must cerainly be
comsiderad part of the equation for a successiul business siralegy,

Think abwout it Then thi
colors, for instance = infleence the many buving o support chicices you
miake during the course of a day, over fime, over a lifetime. How many ilems
of clothing do yow eem in those colors? What color is vour car.. e car you
covel? What shade of lip ghoss do you use” What cobor beer do vou prefer?
Keep going, See? Dold you, “Bye for now,

ik B about Tosy sinpe colors — your Favorite

Barry Ridge 15 the founder/principal of Barry Ridge Graphic Design in
Camarilky, CA. Celebrating it's 29 year, his company specializes in all
aspects of design strategy and managenwent, ncheding bram identity, color
comsultation., corporale communications. direct mail, display and signage,
print maneagzement and product packaging,

Barry is also a senior chair hodder in the Cobor Marketing Group

{EMVICT) — an infernational prodessional association specialized in providing
insighttul coldor and trend forecast information for application in a wide
wariety of industnes.
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