Tool to Select Logo (branding) characteristics
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Our brand identity should convey this.

D 01. (Industry) Industrial — Physical — Mechanical

» INDUSTRIES INC

v

VIGOR

INDUSTRIAL

\
N ™

MARTEMMIERTO INDUSTRIAL

R o,

Ironman

THE RACE IS ON.. &0

»% PREMIER

NDUSTRIAL LIMITED




Our brand identity should convey this.
D 02. (Strength) Strong — Sturdy — Durable — Muscular - Stout
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Our brand identity should convey this.
D 03. (Elegance) Elegant — Graceful — Esthetic - Refined
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Our brand identity should convey this.
D 04. (Poise) Polished — Poised — Brilliant - Luster
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Our brand identity should convey this.

D 05. (Cleverness) Ingenious — Clever — Intelligent - Knowledge
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Our brand identity should convey this.

D 06. (Simplicity) Simple —Straightforward - Uncomplicated
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Our brand identity should convey this.

D 07. (Essentialness) Minimal — Austere — Clean - Unadorned

VERSACE

Calvin Klein |

HOTEL




Our brand identity should convey this.
D 08. (Danger) Mysterious — Shadowy — Threatening
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Our brand identity should convey this.
D 09. (Whimsy) Odd - Whimsical — Peculiar - Funny
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Our brand identity should convey this.

D 10. (Irreverence) Grainy — Texture - Speckled - Fragmented
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Our brand identity should convey this.

D 11. (Outrageousness) Shocking — Outrageous — Extreme - Acute
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Our brand identity should convey this.

D 12. (Pleasantness) Warm — Tender — Pleasant - Affectionate
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Our brand identity should convey this.

D13. (Influence) Big Business — City — Commerce - Trade
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Our brand identity should convey this.

D14. (Community) Journey — Lake — Relax — Friendship

\ G )
ZeJAhA 4 pub

SRAL, PREMIU,
GATURAL UM anp ,
EST 1096

T 1006

MUSKOKA

Brewey

vk
W

LAKELOGO

YOUR SLOGAN COMPANY

@

Coral Coast Fiji




