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Abstract

Corporate Identity Design is a largely misunderstood
element of business, limiting the roles and influence
it can have on shaping not only external opinion and
success, but also internal morale and profitability. The
process of designing a brand, look and feel is often
erroneously fast forwarded past the initial introspective,
navel gazing stage to the later steps of logo and layout
- hijacking the possibility for truly affecting growth and
meaningful change within both the external perceptions
and the internal perceptions of the organization, its core
values and vision.

Applying the conceptual principals of new science
0 quantum physics, fractals, systems and chaos theories
we become clearer in the reasons why this step of the
creative design process is so important, in fact the
fundamental foundation of the final design. In plumbing
the psychological depths of an organization as an initial
step in the identity design process, we honor the necessity
of making meaning as a way to chart a course through
what often feels like a meaningless world.

This paper will make connections between the worlds of
design, business and science d showing how each informs
the others, laying the foundation for a holistic approach to
business, creativity and success.

Introduction

A brand is something very hard to put your finger on.
Simply thinking in terms of a logo mark and website
barely scratches the surface of the value and powerl a
brand wields. It is, as we call it in the Corporate Identity
industry, an Intangible Asset, which is why numbers
driven people have such a hard time getting their heads
around the concept. Itis very difficult to measure on a
balance sheet.

In this paper | will explain a little about what makes
a brand so powerful. Looking at how creating a brand
or personal identity is about creatively reaching
goals, | will show examples of 2 successful businesses
working at different scales in the food industry. By
using metaphors from the worlds of chaos, fractals
and quantum physics, we can better understand how
these two enterprises have reached the powerful scale
they have and see where these methods can be applied
to our own personal brand identities and to the world we
live in.

What is a Brand?

A brand is more than just a pretty image or logo; itfs a
feeling that unites people through its intrinsic values.
Like a strange attractor in the world of Chaos theory - a
brand is a consciously designed set of parameters, based
on essential values and shared meaning. It is not an end,
however, but a process constantly revealing itself over
time. It doesnit have to be a product or service; people
too can be considered brands & the Pope for instance, or
Madonna. Not just companies, rock stars, and religious
leaders can be brands. Every average mortal has an
identity, an image and spirit they project to the world
about who they are.

A common mistake people make is in believing that a
logo is a brand. Logos are an important part of any
organizationis identitydtheir recognizable nature carries
powerful associative value that can sway a consumeris
decision one way or the other. In a sea of the unfamiliar
0 we gravitate towards the recognizable. One must be
careful though not to cut the brandis power so short,
as it is much more than just a pretty logo slapped on
the side of a box that creates an identity. Instead the
brand is an entire set of values and philosophy that
spins outward from its conception - forming a red line
of consistency through all aspects associated with the
thing it represents. Every detail contains an aspect of
this thread, from the design approach if the website, to





















