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@ Wildflower Family Wellness

Brief

Alright. Our conversation in Seattle seems ages ago.

The main effort here in this document 1s to wind you through
our decisions as we pieced together your inspiration, the goal
you have for a company identity, and our own design leanings.

We’ll walk through iconmark creation, text choices, colors
and potential implementation.



@ Wildflower Family Wellness

You were aiming for an image founded in professionalism.
You wanted to avoid the cliché imaging associated with
nutrition in the Boulder community.

People need to know you are competent. Let’s not play into

‘scientific’ too much, but we want almost clinical, where
the trust a person lends you is the same they’d lend a doctor.

Avoid voodoo and herb pouches and potions, basically.



@ Wildflower Family Wellness

We explored your house, courtesy of your pictures.

It further reinforced a sense of—not spartan and not simple
exactly—but base.

Base in the sense that a circle 1s base.

Base patterns, the basity of soil; where power and potency
is granted by the simple image of a plant against a white
wall, uncomplicated by faux-rose wallpaper or bejewelled
toilet seats.




@ Wildflower Family Wellness

® The effort then was to incorporate this sense of spartan,
grounded confidence in earthly things and associate it with
your stated mission, (summarized:) to grant your clients

a control over their wellbeing gained through nutrition.



@ Wildflower Family Wellness

Comman

You've already been using the looped square as a business
mark.

Research suggests its an old Nordic symbol that was found
engraved on common utensils and above doorways and
entrances to ward off evil.

Imagine a man with it pressing into his palm as he eats
potatoes.




@ Wildflower Family Wellness

Obviously, it launched into stardom when Apple started using

it in the 80’s as a modifier key on the keyboard.

Conventionally its quite useful, particularly as a method of
keyboard shortcutting. Taking an action and simplifying it.

Command - Q) to quit, Command - W, Command- O to Open.



@ Wildflower Family Wellness

The knot-like appearance, the history and associations already
built into the symbol plus its simplicity? All these things bode
well in our effort to emphasize grass-roots health, to summarize
your the power to change & affect people’s lives through the
most fundamental means.



@ Wildflower Family Wellness

Thus we begin here, where you left off.



9 Wildflower Family Wellness

You mentioned that you were intrigued by the idea of growth.

Growth from the soil or the symbolic image of plant or flower
growing, something to further tie the iconmark to your practice.



@ Wildflower Family Wellness

The growth begun.

The symbol is clustered. It lacks ‘plant’, visually
remaining mostly command symbol.

It could be a man with a weird hat.



@ Wildflower Family Wellness

The plant becomes a more apt , grown by two.

The symbol remains clunky at center.



With some subtraction and white space creation.






@ Wildflower Family Wellness

Mark

The symbol gains momentum, the upwards surge of a fountain.

Fresh, modern. Command still exists.

It doesn’t veer into the land of illustration, leaving space for
the user to create her own associative plant matter. Her blooms.



@ Wildflower Family Wellness

Selecting a font proved elusive.

I O | I t We need something that stands up to the density of this iconmark. S

It’s easy to get drawn from standard, practical fonts towards
‘award-winning’ new fonts, especially for someone who loves
to look at letter shapes.



@ Wildflower Family Wellness

Wildflower

Family Wellness

Something ‘leafy’.

Something with a curl to balance.
Capita Bold Italic, designed by Dieter Hofrichter, 2003
It was flimsy in the face of the mark’s geometry.



@ Wildflower Family Wellness

Wildflower
Family
Wellness

Couldn’t help wanting to go to sans-serif fonts!
They are immediately ‘contemporary’.

Avenir is a great font, but here it has a problem with Avenir Medium, designed by Adrien Frutiger, 1988, Linotype
legibility, which is somewhat clustered, packed like this.

And the weight doesn’t stand up.



@ Wildflower Family Wellness

Dissapointed in what we were finding: new fonts and award fonts
tore your logo away from precise, simple, confident, into
that land of spirit powers and apothecaries.

We want to trust this font like we trust plants we pull from the ground.

So, from the web back into that safe place where the gut hangs out when
we aren’t using it: memory.



@ Wildflower Family Wellness

Iceland

We were in a small, organic grocer in Iceland.

How do the Icelanders sell any reasonable vegetables?
The land 1s as hostile as they come.

Thermal powered greenhouses.
Bananas, avocados, all grown on island.

Apparently they also have smoothies.



9 Wildflower Family Wellness

We remembered the smoothie.
We rememberedthe packaging,

Super fresh—astute, sharp,
indicative of a quality, healthy product.

Alyssa’s memory proved ticklable. She’d taken a picture.
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@ Wildflower Family Wellness

Solid form, diversity of uses; for its weight, modernity, crispness.
O | I t For how trustworthy this font is.
o o

And it fits the logo like a slim pair of socks.
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@ Wildflower Family Wellness

One of the major assets of the Froosh branding is its color.
O O l We loved where that started, and so sampled from it, modifying as

we went in order to customize the brand.
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@ Wildflower Family Wellness

‘laken

We were quite taken with a particular image from your website.
It was inspired, fresh, joyful.

In terms of tone for the site and for the brand, its worth
attacking the freshness which is at the root of good food.

People expecting help from you are looking for a kick from
staleness, so brightness & bold moves inspire the attitude
you have a vibrant optimism in their ability to get healthy.



@ Wildflower Family Wellness

Follow that with an organized front, clear goals, good keywords,
and enduring confidence in what you’re providing, and you’ll
create an initial client-base that will spread word of your good
work and become the foundation for your succesful practice.

All to say, let’s go from this:



@ Wildflower Family Wellness
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@ Wildflower Family Wellness

About
Services

Contact

Radiance.

Balance.
Health.

To this.



@ Wildflower Family Wellness

For the patience. For the opportunity. For the virtual tour
a n e e of your new home.

And of course, taking care, nutritionally and otherwise, of that
strange Peter Pan you’ve got on your hands.

May the career do as much flourishing as you’d hope to
grant to others.

- K



