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Kelle Kroll

You had three requests which we were happy to take into
consideration.

1  Mary Lou needed a title and a company

2  Shift the logo into a more ‘stand-out’ish position

3  Incorporate the green into the logo

Request



Kelle Kroll

It was a deliberate decision not to include Mary’s title and
company, though it may’ve seemed an oversight.

Why?

If  you read: 

‘The price is not worth the risk’
- Einstein

You’re like: woh, the price is not worth the risk. 

Mary Ellen



Kelle Kroll

You’re not thinking: who’s Einstein?

Unless you don’t know him, right? In which case, there’re 
two tongs of  thought. Either you ask, yeah, who’s Einstein,
or you think I don’t know who Einstein is, but he or she must
be important to have no title—I’m going to pretend like I
know who they are and pay attention to:

Yes: The price isn’t worth the risk.

Mary Ellen



Kelle Kroll

In our case, not as many people know who Mary Ellen 
Loijens is as know who Einstein is. We’re going to get a
fair number of  people reading the quote think who on
earth is Mary Ellen Loijens?

We think mystery lends to potency. We think people will
look it up if  they care. And that they won’t discredit it if
they don’t, but instead just read the quote for its words.

We think that if  someone has to use their phone (which 
they have, assuredly) to find out who Mary Ellen L. is, that 
Mary Ellen L. will take on a more powerful sense of  self, 
and that her words will be taken with more creedence.

Then again, we’ve been wrong before. 

Mary Ellen



Kelle Kroll

So we made the change.

Lots of  thought on this, but they’re all idealistic. Let’s 
keep moving :)

 

Mary Ellen
Kelle and her team have a deep understanding of  
community needs and how to bring private and public 
partnerships to fruition for greater community good.

MARY ELLEN LOIJENS
Chief  Business, Development and Brand Office
Silicon Valle y Community Foundation



Kelle Kroll

Pull the logo down into the white so it stands out more and 
gives new visitors a clearer shot at the new branding, plus 
perhaps incorporate the green into the logo.

Or elsewhere.

Brand
Aware



Kelle Kroll

Pulling the logo down wasn’t much an option since it would 
quickly cramp the tagline. 

The real method was to pull the white up, over the photo
so that the logo sat on pure white background, which
gives it the most contrast.

Brand
Aware



Original

Kelle Kroll



Pulling the white up and 
setting an equal margin on 
top and bottom. 

Results in reduced attention
to image of  earthquake. 

More like a business card. 

Heavy draw towards the 
quote and the blue below.

Logo does show clearly.

Kelle Kroll



Incorporate green. 

Kelle Kroll



Prefer, of  the two, green on
top: the blue connects with the
blue at the base. 

Decided not to use the ‘behind
shadow’ we developed in early
iterations of  the logo as it
obstructed clarity and didn’t 
establish the color well enough.

Kelle Kroll



To us, however, the layering effect is lost, the photo up top
becomes superfluous and more a border than an ‘item’.

And too: recall that you will have business cards and 
pamphlets with clearer depictions of  the logo. With each 
viewing it gains more clarity. Each repetition makes it more 
memorable.

And too, too: is it more crucial that people remember that
you are ‘Kelle Kroll Group’ or that you are a two-sided K 
symbol? 

Kelle Kroll

Brand
Aware



Original, again
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Pops more. Has a light domino
effect, which may be off-putting,
but is also eye-catching.

Kelle Kroll



Darker, this grey goes with the
photos and matches the logo 
below.

Kelle Kroll



Slightly more ‘pop’ than the
grey. Utilizes two brand
colors, the dark blue. 

Somewhat under-repped through
the remainder of  the design, 
however—feel that the dark blue 
would need to be re-used
again for balance.

Kelle Kroll



Like this.

If  you’re going to make a splash...

May as well cannonball.

Kelle Kroll



Personally, we prefer the original grey (or gray). It has a 
succinctness, and still has enough eye-play for a wanderer
to get caught up in a what’s that? game.

Or more important, who’s that?

It’s your game though, either way. 

Let us know if  there’re further tweaks you’d see? 

We’re going to go grab a beer and wander this new city.

Kelle Kroll

Brand
Aware



Huzzah!

Kelle Kroll

Thanks


