
Barden Residents’association were established to promote and protect the small 
corner of Tonbridge they are situated. In 2015, a group of residents went to a planning 
meeting for a local housing estate. There were many letters of complaint about the 
proposal, but these were ignored and the housing estate proposal was granted 
approval. The development was far too big for the plot of land, and would have 
implications on the community. These implications include a strain on the local drains 
and sewage system, to stretching an already limited parking provision 
 
Since, they’ve helped numerous people with a variety of issues, from housing to 
parking. Barden run many events and competitions throughout the year with the 
purpose of creating unity with in the community. The residents’ felt a need to 
strengthen the voice of the local community, with more people they can really make a 
difference to the local area. 
 
 
 
I initially met the founder of the organisation, Mark, outside of college, and he 
outlined the work Barden Residents’ Association undertake. Over the past few years, 
since the organisation had started, loads of literature has been sent out and in the 
public eye. However, the Barden brand has been diluted with no continuity between 
designs. Mark outlined that my task would be to create brand identity, creating a logo 
that would signify the area, and the purpose of the association. He highlighted three 
main signifiers that could be highlighted in my design. These where railway tracks, a 
park, and the river medway. This direction from the client was to engage me in the 
locality of the charity. 
 
I was also given a small side project to work on along side the Residents’ 
association logo. My client had been in conversation with a local café that was due to 
open soon. The name of the shop was to be “Boardwalk Café” and they’d already 
formed a vision of what the logo should look like. The logo would show a boardwalk 
fading into the distance, with the name of the café placed between the walkway. I 
mocked up the idea and sent it to my client, however, communication broke down 
with him and the idea didn’t go any further. 
 

 
 
 
The direction given from the client for the charity logo was to mainly think about 
where they are situated as a charity. The organization was founded to look out for the 
local area, holding events and competitions throughout the year with the purpose of 
bringing people together for everyones benefit. They also hold regular meetings to 
catch up, and explore how to make the area better and safer. They discuss issues and 



raise them with higher powers to make changes, where one person may not make such 
an impact.  
 
Although I was given quite clear boundaries in terms of imagery, the design, style, 
and layout was left up to me. Leaving the brief open ended meant I could use my 
imagination and creativity to display the charity’s identity. I used thumbnail 
sketches in order to initially generate ideas for signs and layout of the logo. It was a 
critical stage of my own personal design process, and one that the client would not 
have seen. From this research, I was able to distill the ideas down to present to my 
client. Instead of showing my thumbnail sketches, I quickly mocked up ideas 
digitally, to show the style I would be trying to achieve. 
 
Although the designs are quite rough and perhaps not the strongest artboards at this 
stage, I was able to implement fast intelligent failure to quickly eliminate what I didn
’t think was working, whilst continuously searching for inspiration and researching 
the charity and area. This was my initial design process, and the next stage is to 
develope the ideas and present the refined designs to the client for feedback. 
 
 
 
 
 
 
 
 

 



 

 
 
 
 
 
 
 
The client was keen to express the untidiness of their current literature and 
publications. This was because they had no clear brand guidelines or ethos. In order to 
achieve understand the Barden brand, I quizzed the client on the types of issues they 
get involved with in the community, and essentially finding out what it is they do and 
who they represent. After a few months, the client sent me a link to the website they 
had just put live. This gave me a great insight into the charity, providing me with 
visual images of the work that is being done by the charity. I was able to further 
understand why there was a need for the charity’s work, and it’s strong support is 
just further evidence.  
 
I also identified the use of the colour green as a theme running throughout the 
websites design. Green signifies life and nature, and also has associated meanings of 
freshness and harmony. I found this interesting and also had picked up on this trend in 
other charity logos. 
 
 
The blog was particularly helpful in providing detailed reports on the charities 
activities within the community. I was able to draw a lot of inspiration and empathy 
for the charity from these articles, as it identified the audience clearly, and the issues 



being tackled. In addition to this, I was also able to download the meeting minutes 
from the website too. This gave me a real understanding of what was being put in 
front of the public to represent the charity. Although clear and functional in format, 
the design was different for each document. This meant that the brand became diluted 
and less recognizable as the audience receives information from the charity.  The 
signifiers that my client raised all signify the locality of the charity, and if the logo is 
used consistently throughout their literature, this will rectify the issue. 
 
I also “followed” the charitys facebook page, which further aided me in my 
research as residents’ would post on the site with issues daily. Even small problems 
like warning of the increased attention from traffic wardens in the area. The page has 
turned into a modern day neighbourhood watch, creating a sense of unity amongst the 
local community. 
 
A particular existing piece of design that I drew inspiration from was “Sanjo 
Gardens Resident’Association” which I stubbled across whilst scouring the web. 
There are two main signifiers that help the audience identify the charity. The houses 
on the left signify the homes of the people they aim to protect, whilst on the other 
side, the family holding hands signifies unity and happiness. As previously 
mentioned, I found the colour green used in many charity logo designs. The only part 
I dislike about this design is the complication of all the colours. I feel like the design 
would be more effective with the use of maybe two shades of green, as shown In the 
houses. The overall tone of voice of the design is calming, welcoming and happy too. 
It depicts the ideological community everyone wants to live in. 
 

 
https://upload.wikimedia.org/wikipedia/commons/d/d8/Sanjo_Gardens_Residents%27
_Association_Logo.jpg 
 
 
 
 
 
 
 
 
Although the work of the charities is different, I also thought 
the Hospice in the Weald logo was very interesting.  The 
texted is “housed” by the shape above. This signifies 
protection and shelter, whilst the curved shapes below the 



text give elegance. The connotations of the two-tone green, life and dignity, anchors 
the tagline “Celebrating Life, Dignifying Death”and ties the design together. The 
audience subconsciously identify these signs and feel welcomed by the charity. 
 
As part of my independent research into logo design, I read a book by Ron van der 
Vlugt called “Life Histories Of 100 Famous Logos”. I found it interesting to look 
at how famous brands have evolved and adapted to the market throughout time. The 
final modern day design is usually refined and distinct, easily distinguishable from a 
crowd. Subtle signifiers embedded within the logos such as colour or imagery, ensure 
the ideology and tone of the brand is easily identifiable. I felt this was useful and 
relevant to this project because I was able to see how a brand could stand out by 
distilling an idea to it’s purest form, and adding subtle hints to aid the audience.  
 
Before designing, I asked the client in which context my logo would be used, for 
example print or web. The charity have recently launched their web assault, with a 
brand new webpage and a Facebook page that’s been running for a year or so. 
Along with this, the charity also send written literature to residents’ and letters. The 
logo would be used for letterheads and any future print publications, whilst also 
fitting into the current layout of the website. Instinctively, that made me think about 
proportions, and how that might look on both a sheet of paper and the website. As 
previously mentioned, I also wanted to tie the logo in with the current green theme of 
the website. I colour picked directly from the website in order to get the correct colour 
values to use in my logo design. 
 
I think my initial thoughts were overcomplicating the design, and trying to fit too 
many elements in one small tight area wasn’t working so well. I advised my client 
to maybe remove one element of the design, to which he replied allowing me to 
remove the railway tracks. My client needed a functional logo that defined the locality 
of the charity, however this could be achieved by a just a few signs such as the river 
Medway and Tonbridge park. 
 
My focused shifted from a black and white design, to a colour, which was a conscious 
effort to engage my audience and drop subtle hints from the colours connotations. My 
artboards show progression from quite ordinary ideas, that get refined as I get 
feedback from the client. This communication was a key practice in order to achieve 
an excellent logo, because the client knows the industry inside out, therefore his 
criticisms were invaluable in the development stage. However, I did feel like the 
communication channels weren’t there consistently and this was difficult to 
suddenly have to pick the project up again after a few months of no dialogue.  
 
The logo would represent the residents’ of all ages. I felt it was appropriate to 
follow a contemporary style for the logo that would appeal to a wide audience, whilst 
also feeling welcoming. This is a style I’m comfortable and familiar with. I have 
previous experience in creating logo suites for clients, so the process of working 
systematically was key in supplying an accurate final product to my client. I wanted 
to supply my client with a variety of different files, varying in appropriateness from 
web to print. Along side these files, I would also supply a detailed guidelines, 
explaining the purpose of each file, and the context in which it can be used. This PDF 
document can be easily followed by the client, and can be kept for future reference 
when liaising with other design professionals.  
 
Following my research, I decided to work in a contemporary design style, appealing 
to a wide demographic and in keeping with what modern society dictates. I also felt 
like the use of green would be an important addition to tie the brand together. When 



my client sent me the link to the website, I took note of the colour values to use to 
signify the lush green grass of Tonbridge park.  
 
 
My main focus was to ensure my client was happy, and to extract his knowledge of 
the charity and surrounding area. It was important to try and keep in regular contact to 
try and get a better understanding of the charity and its work. This was difficult, as 
my point of contact also had a day job whilst also volunteering for the charity. Instead 
of presenting rough thumbnail sketches, I felt it was appropriate to mock the ideas up 
digitally to present to the client. I sent him my initial ideas, and within a week 
received some vital feedback on the designs, with praise and also constructive 
criticism. I think this is a key part of what I’ve learnt from this process is criticism is 
so important to gather opinions on your work and keep them happy. Although it’s 
my design, it’s also my client who will have to work with the brand, and they are the 
ones with the most knowledge of the ethos of the brand. As you can see from the 
screenshots and dialogue below, I had a good report with my client, and followed a 
process to wittle down and refine ideas to define the locality of the charity, whilst also 
the displaying the values of the brand.  
 
These processes would be judged by the client, and also the residents’ at their 
regular meetings. Qualitative research was conducted in the form of voting by the 
residents’ on designs I supplied. This allowed me to evaluate the direction and 
thoughts of the community, and distill them into a functional but aesthetically 
pleasing logo. I had regular dialogue with tutors and peers also about designs, forming 
opinions from a wider audience to evaluate my work further. Taking direction from 
the client, I altered the designs, giving variation and my own interpretation of what 
was explained via email. My responses to emails were relatively quick, and designs 
were sent within a week of a brief or feedback being sent over. This was an attempt to 
uphold a professional relationship with my client, whilst also keeping them happy and 
having a wide variety of designs to choose from. 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
“Hello Ed, 
 
I really like the two images on the right they work well for me. Would it work if the 
border of the house box was reduced slightly and the green was lightened with regard 
to the one at the top. 
 
Many thanks, Mark” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“Hello Ed, 
 
Hope you remember us? We had a chat at our meeting and agreed that we like design 
3 the best and wondered if it is possible to get the difference between the green and 
blue of the river to stand out, maybe using a white line on either side or contrasting 
colour strengths. I had thought I had sent an email ages ago and then found it in the 
drafts folder. Sorry for the delay in getting back to you, hope you are fit and fully 
mobile now. 
 
Many thanks 
Mark” 



“Hello Ed 
 
Yes I think The second image works better on paper in white as the blue gets lost in 
the green background 
 
Thank you very much 
 
Mark” 
 
 
This was the basis of my development stage, taking an idea and developing it to suit 
my clients needs. It had to work across multiple platforms and they therefore chose 
the white river as opposed to the blue. I think on a backlit display, the blue water gets 
washed out by the green, and lacks contrast. This design decision was instigated by 
the client, so I sent him a visual of both side by side. I agree that the white works well 
on both paper and on screen. In terms of print, the logo can be printed using a two 
colour process, however, I don’t wont to overcomplicate the job and confuse my 
client, so I supplied the logo in CMYK. I also supplied the client with the following 
guidelines to ensure each file types purpose was explained in context. I learnt this 
from previous branding work – it’s very easy to assume people understand what you 
are talking about, however, they often don’t. So I provided a detailed guide for the 
client to use for reference in future design work.  
 
 
I’ve learnt a lot from my experience with working with the charity. I think my main 
take away is showing empathy to a client, whilst also being patient and understanding 
the issue. Although the charity have been a pleasure to work for, it has also been a 
struggle to establish strong channels of communication due to my contact being very 
busy with the charity and his personal job. In previous experiences with working with 
clients, they’re normally chasing me for the work to be complete, quickly 
responding with feedback to get the job done. I felt like the urgency for the work 
wasn’t quite the same, however the process of feedback and evaluation was the 
same just at a slower pace. I also felt it was a positive experience working within the 
local community to make the area a better place to be around. The work of the charity 
is undoubtedly a good thing for the residents’, to have their voice heard and make a 
difference.  
 
I found it difficult to incorporate a lot of elements in one design, and felt the designs 
impact could be lost from becoming too complicated. The residents’ are signified by 
the large white house sitting on top of the green park, with the river Medway running 
through at an angle. These signifiers are easily identifiable by the target audience, and 
the text anchors the design further.  If I were to change anything, I would say the 
design might look a little flat, and the green park could maybe have been given more 
depth and interest. Overall, I think I upheld a high level of professionalism and 
produced work that gave a functional solution to the brief. 
 



 
 



 


