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 The Tate is a British institution and public body 

that houses the UK’s national collection of Britain’s and 

international traditional and modern art. Their aim is to,

“Increase the public’s enjoyment and understanding of 

British art from the 16th century to the present day and of 

international modern and contemporary art”

 They network across four museums, notably Tate 

Britain (1897, the first gallery also known as the Tate Gallery 

up until 2000), Tate Liverpool (1988), Tate St Ives in Cornwall 

(1993) and the most recent Tate Modern in London (2000).

 Agency North designed the current logo (which 

was only last year). They decided to pitch an idea of sticking 

with the current logo and “deep clean”(1) and clarify its 

image. 

 North’s design was taken from the versatile range 

of 75 logotypes created by previous designer Wolff Olins. 

This launch of the old identity in 2000 was a revolutionary 

and different approach to what was seen before, a timeless 

and versatile, fluctuating image that could be transferred 

to various applications and contexts. However over time 

the company have struggled to apply the wide catalogue, 

having no rules resulting in a blurring brand. The public 

image had become messy, inconsistent and confusing.

 North realised how impactful and original the 

old logo is, it was successful in its infancy, therefore why 

not refresh the old into anew? The main challenge was 

establishing a set of rules that Tate could take forward and 

work with, they needed clarity and purposeful control over 

their identity.

 The original logos were created using over 3000 

individual dots. North reduced this down to just 340, 

enough so the logo is still legible whilst more adaptable  to 

subtle changes and various applications e.g. animation.

 “We’ve retained the dynamic, ‘ever-changing’ spirit 

without needing to have multiple logos and all the practical 

problems that entails. The logo artwork we’ve chosen feels 

energetic, porous and captures the blur in all applications. We 

animate that logo whenever it adds to this spirit, but sparingly 

and not when it detracts from the content.”(1)

(Stephen Gilmore, North)

 This ‘pixelated’ refresh seems to have realised the 

brand’s full potential, now seamlessly transferring across 

multiple platforms. It communicates in tangible and 

unexpected ways, now Tate can now implement it more easily 

to products and dynamic displaying around their museums 

and buildings among other things. Also it speaks to old and 

new audiences as the blurred logo may not readable to the 

new, rather communicating and representing the notions 

of contemporary art whilst the old can see the cleansed 

resemblance to the past.

 For informative purposes, Miles Newlyns custom 

typeface (Tate Pro) has been sustained, however reduced 

to just 2 weights from the needless 15, regular and thin. 

This has followed Norths clear and restricted design; by 

doing this they object Tate to rethink how and why they use 

particular weights to convey a message and idea, rather than 

just for aesthetic.
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~ Past logos - Current logo ~

2000 2016
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 The new logo is used to it’s potential here, the 

co-ordinated dots used within tees and trainers, subtly 

presenting themselves in a challenging and appropriate 

context that represents the values and subject nature of 

the company.

 This displays the true potential of the iconographic 

logo and moreover its dot pattern foundation, adaptable to 

various media and still belonging and recognisable to the 

Tate brand, regardless if the full logo is or is not shown.

 

Tate Clothing
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Tate products

 Identical applications have been used on 

bags and other products, used in a variety of  striking 

colours, embodying once again the various notions of 

contemporary art.

 I like these particular designs, which display both 

the cropped and full logo, presenting the characteristics  of 

the brand and almost a ‘hide and reveal’ style design, where 

the cropped elements have an ‘unknown’ factor, landing the 

curiosity of the public to know where they were from?
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 The posters now feel coordinated and consistent, 

self-branded with a clear visual language that displays the 

dynamism of the new design and is representative of Tate.

 Just by using the two weights of Tate Pro with little 

editing it can create a wealth of playful, emotional and 

dramatic context describing the content within. They also 

appear to have a set layout; the said location displayed at the 

top, and the Tate logo juxtaposed to the bottom.

Tate Posters - Advertising
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 The various signage has been placed on various 

applications without some context, also notice how the 

logo is displayed without a backdrop or back layer giving it 

the freedom to be placed in a non-constraining, fluid and 

active context.

 Presenting the logo in various full scale and cropped 

compositions displays the foundation of what makes the Tate 

recognisable and distinctive, playing with where they can 

place it among the buildings and galleries. It almost reminds 

me of a projection, an imprint that resides and spreads itself 

across different platforms.

 

 Norths revised logo has fully realised the potential 

of the original idea by Olins, minimizing the design options 

that now form a clear, iconic identity that belongs to the Tate 

brand serving their values and responsibilities.

 The innovation in design is also a good example of 

something alternative and non-corporate yet can still stand 

as both a professional and playful ground.
Tate Signage
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The Co-Operative Group
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 The Co-op was founded by the Rochdale Pioneers 

in 1844, when a group of 28 artisans formed an ideal of 

socially ordered and helpful people, forming ‘The Rochdale 

Principles’ and a set of individual values where the business 

is owned by it’s members, hence they get a chance to say 

how it’s run, supporting each other, receiving rewards and 

benefits and to support its local community.

 The brand and business has recently overhauled 

its identity, (Specifically Spring 2016) returning to its 

former clover-leaf design logo which first appeared in the 

late 1960s. The new logo was designed by agency North 

(who designed Tate) who were given the challenge back 

in 2014 to not just reinventing the business image but to 

change the current public perception in order to regain 

their trust and remind them of what the business is about.

 They considered creating a new design, but 

after researching the company’s visual history pitched 

the idea of returning to the classic, which is a timeless, 

simple yet memorable statement. Returning to the old 

~ Past logos ~

1968 1993 2008

serves a nostalgic reminder of the company’s roots, whilst 

the modern richer revision of the muted blue suggests 

a forward outlook that engages a younger and newer 

audience.

 

 This revised logo is appropriate for the situation, as 

the brand has suffered huge recent losses(2) in the past few 

years, so to regain customer confidence, returning to their 

popular and original roots reminds them why they joined 

or how the Co-Op became to be decades ago. The logo is 

surprisingly timeless, and perfectly represents what the 

business was and is now, especially with their revised slogan 

“Back to being Co-Op”.

 

Origins

 The original ‘cloverleaf’ design was the first 

national Co-op logo, a metaphor for the united and 

supportive nature of the brand and it’s business structure. 

The badge itself was declared as being “One symbol - one 

movement”.

 During the early 90s the company refreshed the 

cloverleaf logo, circling the type and reducing the kerning 

to connect them together, enforcing the idea of a singular 

organisation, particularly as the Co-Operative Retail Trading 

Group (CRTG) was created during this time. However over 

time perceptions of the multiple groups and a gradually 

inconsistent business image led to declining consumer 

ratings going into the 2000s.

 The mid 2000s saw a trial run of a new brand image, 

which replaced the iconic design with simple typography to 

represent ‘The Co-Operative’. The business collaborated with 

Studio Pentagram to create a San-serif bold, lower-case logo 

using Neue 87 (Helvetica) font that would roll out across the 

board to improve consistency, using a variety of different 

colours to identify each service or product they offered.

 As each revision progresses it seems the brand became 

too corporate (especially for food retail) to communicate the 

idea of a multi-service and supportive, for-the-people business. 

They lost their identity and appeared to forget who they were 

and what made them unique.

 Specifically the lengthy 2008 logo, which cast aside the 

literal concept of a united business image, hence why I believe 

it to be the least and a waste of effectiveness to represent their 

brand identity. The font itself is clean and formal, emphasizing 

who they are by juxtaposing regular  and heavy styles; yet still  I 

don’t think it shouts ‘food’ or ‘retail’.
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 Online there is a design manual for using the Co-

op digital media. Their corporate font is Avenir Next, in a 

variety of regular, medium and demi-bold weights. 

 “Its characteristic clear, open letterforms and 

letter spacing help communicate a consistent Co-op brand 

identity.”(3)

coop-design-manual.herokuapp.com (2017)

 They also have strict rules on vertical and 

horizontal spacing, where text should not run over 7 

columns to minimise eye movement and comfortable 

reading. Vertical spacing is derived in multiples of 8px. 

 Horizontal rules must be used to separate content, 

but used sparingly, appearing in a solid grey colour of 

#c4c4c4. Never use dotted or dashed lines.

Screenshot of the Co-op design manual

Baseline grid



Sam Pearson Foundation Degree Graphic Design | Corporate Identity

 The brand blue colour should only be used for the 

logo. Furthermore the logo can only be utilized once per 

page, with only two varying widths.

 There is also a code for using imagery, where they 

should be used for a particular purpose, be of professional 

standard and not for decorative purposes.
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 The logo is applied similarly across their product 

range, using pure almost ‘cut’ white to emerge from the 

variety of coloured packaging, their identity made clear.

 

 Looking across each product the balanced positive 

and negative space,  with the flowing nature of the logo  dons 

a hieroglyphic quality, which explains why the image appears 

to be ‘stamped’ across the brand, imprinting itself into the 

consumer’s mind.

 

 Once again this one colour branding is taken 

across each product, although depending on the product 

they choose the appropriate or complementing colour 

associated with or related to that food/drink, playing 

and responding with the consumer’s senses in order to 

persuade them to purchase.

Co-Op Food products
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 The new membership card is the most basic and 

minimalistic use of the logo. However simple, this I think is 

the most distinguishable form of members/loyalty card out 

there compared to the ‘Big 4’ supermarkets, simply colour-

blocked in the new company identity, and stamped with 

the contrasting logo. 

 

 The key-card style, contemporary look assumes the 

idea you belong and are apart of something significant and 

current. Compared to other supermarkets (4) their vision is 

made clear and simple, whereas others clutter a variety of 

visual  colours, imagery and information. In this case less is 

more.

Co-Op Membership Card
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 The Co-op focuses on the 

community to create convenient, localised 

stores, hence why signage is created 

with individuality and personalism in 

mind. Each store is identical with every 

signboard working with a slate-grey, 

panelled backboard. The localised area 

is also displayed in an individual letter, 

interactive sentence that makes the 

consumer feel they are being personally 

invited to shop; the idea of creating 

something for each individual consumer. 

 The corporate font is used in a 

contrasting white, complementing the 

grey tone and sized to the lower corner of 

the board in order to be juxtaposed next 

to the logo.

 This muted, neutral colour is 

particularly settling, chosen so shoppers can 

browse with ease, hence It is also flexible in 

terms of working with other colours. The 

wood-panelled effect can be associated with 

authenticism and hand-craft, emphasizing 

the notion they are lovingly relative to 

suburban or small town surroundings, and 

is appropriate for the consumer who lives 

there. 

 The company logo is displayed on 

a projecting bracket, the concept of using 

the ‘projection’ to visually pinpoint  where 

they are located within a surrounding area. 

They use only the silhouette, in the colour 

of the company’s identity, large enough 

to constrain within the proportions of the 

signboard. 

 You can see they understand the 

symbolism  of their logo, its harmonious 

shape and rhythmical design. Moreover 

are brave enough to play with the outline, 

knowing the consumer instantly recognise 

what it is. This works from far distances, as 

light comes into play with the shape and 

material, if it was placed onto a square 

plaque, the flat surface would not be 

recognised to the great deal as the former.

 

 The natural wood theme also runs 

throughout various stores, shown left.

Co-Op Stores
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 The logo is also featured across various printed 

media, once again you can see to the extent of it’s 

adaptability. The subject of each book is subtly displayed 

using full, cropped photographs that reveal an image or 

shape associated with the context of the inner printed 

media. 

 The logo is consistently and clearly displayed in 

the corner in ‘cut’ white which is flexible with any colour, 

texture or background. This minimalist approach looks 

professional and corporate, giving a formalised tone 

and displaying how the brand identity can be applied to 

uplifting, gentle yet also important and difficult matters.

 

 The Co-op brand and logo is an iconic and fantastic 

example of good design, something that works in a flexible 

context, is appropriate for the particular business and viewing 

for the consumer.

 Its well balanced design is memorable and ageless, 

showing that even a retro style (even though slightly 

modernised) is still relatable, and moreover progressive that 

comments on the business’ values, - past, present and future.

Co-Op Services booklets
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Channel 4
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~ Past logos ~

1968 1991 (Unused) 1996 1999 2004

 Channel 4 is a British television broadcaster, 

publicly owned although mainly commercially self-

funded. The channel came about from the idea of a fourth 

UK television service, in the late 70s both major political 

parties agreed that the new service should serve the public 

with an alternative image, catering for minority and other 

groups that were not reached by the BBC or ITV. The design 

was launched in 1982, aiming to “fulfil our remit and be 

commercially self-sufficient”.

 

 Unlike the BBC or ITV they have no in-house 

production, as all of their programming is commissioned 

by a broad variety of UK production companies. Their  

service reflects cultural diversity within the UK, testing 

experimental and innovative ideas, delivering non-

conformist and challenging views, showcasing new and 

upcoming talent in hope to inspire debate and change in 

people’s lives.

 

 “We are a publicly-owned, commercially-funded 

public service broadcaster. We do not receive any public 

funding and have a remit to be innovative, experimental and 

distinctive.

 Our overall role is to champion innovation in TV, 

film & digital – nurturing and growing new ideas, formats, 

views and voices, faces, talent, audiences and production 

companies.”(5)

(Channel4.com, 2017)

 

 Akin to the Co-op, the 4 ident has been recently 

redesigned, back in 2015 4Creative, their in-house creative 

agency collaborated with London based companies DBLG 

and SQUA, Brody Associates (for custom typefaces) and 

filmmaker Jonathan Glazer to create an on-air identity that 

could transfer to other applications such as print.

 As well as updating the linear channel the 

corporate image was also updated, reflecting the whole 

service. The previous theme of abstract idents had proven 

still fresh and popular with the viewers. With this in mind 

they re-imagined the original concept as a metaphorical 

story, breaking down the ‘4’ into its individual parts, which 

forms the foundation of the new branding, used across 

on and off-screen graphics to the adjusted typeface. They 

now free-flow throughout the channel’s virtual world 

and its multiple platforms to illustrate the company remit 

(shown on the identities application) The edgy block shapes 

are compared to kryptonite (shown in Jonathan Glazer’s 

idents), suggesting the origins and influential impact of 

the channel’s past and present history.

 The individual blocks are representative of the 

channel’s diverse, alternative and individual qualities. This 

revised image visually reflects the company’s values and 

interests to consider their current and evolving identity within 

British television. A prime example of a purposeful design.
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Channel 4 logo 
+ on-screen 
graphics

 “We didn’t want to tell what channel they’re 

watching. We wanted to tell them why they’re watching it 

in the first place. They watch because Channel 4 stands for 

something important. We wanted the new branding to reflect 

this”(6)

(Channel4.com, 2015)

 The new logo has been flattened to a degree, 

parallel to the eye. However in some applications has kept 

a dimension and consequent shadow to display the now-

individual, interactive parts; in addition they appear to 

be further spaced apart, there to accentuate the separate 

nature?

 

 The ident (on-screen) is shown in a non-cohesive 

colour palette, juxtaposing high tints and dark shades to 

rich and dull saturations. Once again to demonstrate the 

remit?

 Although I love the identity, I am bothered by the 

particular representation (on the right). They have applied 

a dry paint-like texture? (Notice the difference between the 

top and bottom graphics?) The clean, smooth pieces in the 

lower image correspond well within a crisp, virtual context - 

something which I think disagrees with the textual nature of 

the upper.
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 Design agency Neville Brody have designed the 

new info-graphics, consisting of two fonts, Chadwick (the 

information) and Horseferry (display headers). They were 

inspired by and evolved from the idents constituent blocks, 

threading together the various typographic elements. 

Although similar, they appear personified, as one-half of 

each other. Horse’’ angular quirks suggests as the chaotic 

ego to neutral Chad’. 

 This playful nature accentuates the off-beat identity 

of ‘4’, whilst also toying with the viewers interpretative 

capabilities of written word. The non-conforming 

unpredictability of Horsewick leaves me to think if it is a 

worthy long-term solution? The chadwick font resides as 

a modern and functional typeface, described by Brody as 

“the dependable language of our motorways, railways and 

information systems” hinting at the similarities and legibility.
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Individual blocks
(Graphics and on-
screen menu/featurette 
displays)
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 Instructions on the specific 

boards to use for promo features, with 

varying scenarios to cater for text length 

and subject matter etc.

Channel 4 On-Air Promo 
Style Guide
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 Using text within the boards. 

Multiple colours and block-activity are 

used to contextualise mood and tone 

of the specific programme featured, for 

example for documentaries of darker 

themes (e.g. death, crime) corresponding 

darker colours and little activity is used, 

whereas for lighter themes (birth, love, 

comedy) colourful, brighter/neutral and 

vibrant contexts.

Channel 4 On-Air Promo 
Style Guide
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 These grids are used for the title 

sequences, displaying the spacing and 

constraints for varying programme titles, 

short and long.

Channel 4 On-Air Promo 
Style Guide



Sam Pearson Foundation Degree Graphic Design | Corporate Identity

 Rules to follow to keep a 

consistent style with the end boards.

Channel 4 On-Air Promo 
Style Guide
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 The on-screen imagery is graphically pleasing, 

utilizing the individual blocks that make up the logo, subtly 

transferring the brand across every picture. They are scaled 

to perfectly fit the screen top to bottom when arranged side 

by side. Additionally they are given perspective that lays 

parallel to the vertical layer of the screen display, enhancing 

the notion they are physically moving throughout the 

channels realm. Each block is displayed with information 

that is equally scaled to justify into each significant shape.

 This minimal and perspective formation blurs the 

boundaries and space between the viewer and screen realm, 

almost erasing the physical barrier and creating a three 

dimensional space that interacts and plays with the viewers 

senses.

  

On-screen menus
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 For me, the on-screen idents by Jonathan Glazer 

are the peak of the re-brand. Creating sci-fi, ancestral 

narratives within mystical scenarios that display the logo 

pieces in the surrounding environment as a material of the 

earth.

 This almost avant-garde take is abstract, eerie 

and risky for domestic spectacle, hence why it may leave 

some confused. However I think this is appropriate for the 

channels character, giving context and puzzling together 

the relationship of the logos separation in an exciting and 

subtle  manner, emerging from their competitors. This broad 

approach can also give them scope to develop and rework 

this theme in the future.

On-air idents



Sam Pearson Foundation Degree Graphic Design | Corporate Identity

Social Media/
Online Publicity

 The online presence of 4 is similar to many TV 

corporations I have seen before; branded to be trendy - 

creating live-interactive communications and playing to 

the audience’s interest to exchange reaction and opinion, 

such as using ‘hash-tags’ on Twitter to cite contextual 

emotion and where the conversation is at. A good example 

is the recent TV series Humans(3). Their full logo is featured 

across the advertising, however what makes this interesting 

is the marketing that created an alternative and pseudo 

brand image within the public eye, something that I would 

expect of the channel’s character, opening a physical store 

within London that displayed the new ‘synths’ (servant 

anthropomorphic-robots), selling them on an fake account 

on the e-commerce site Ebay, and creating social media 

accounts dedicated to customer-service.

 This campaigning tactic is an alternative and clever 

method to get the attention of the public. What’s interesting is 

the campaign was launched with no context and no relation 

that it was fake, especially if taken at point-blank. This I feel 

relates to the loose and abstract image of the new brand, if 

taken the same?
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 The print applications define a consistent visual 

and informative language. Type composed loosely and 

freely in the Horsewick font. Hyphenation and spacing 

is used extensively to accentuate the idea of alternative 

content, also it appears the composition is decided 

depending on the theme or mood of the content.

 Although the visual language is clear, I question the 

compositions and their consistency and ability for continuity. 

The varying type sizes, positions and spacing I feel will 

dissipate over time as the channel regains a steady ground for 

its new image. 

  

 

 The unorthodox imagery and visual language 

developed here displays that to fully realise a good design 

it must meet its purpose and context of what it represents, 

which is what this does for ‘4’.

 The playful nature allows it to be transferred to 

different platforms and still represent who they are as a 

company.

Off-air brand 
applications (Print)
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TREND

 It’s clear that a particular trend of minimalist 

designing is now happening, companies rebranding 

themselves to simpler guides and flat visuals, so they can be 

appropriated to the modern developments and social trends 

within the digital age and other forms of new platforms. 

 Also reusing retro logotypes and returning back to 

origins, branding within an authentic and retro context to 

convey a language of nostalgia and naturalness, perhaps 

returning to when they were performing at their best?

 I plan to take forward the elements and solutions 

I have seen and analysed, applying them to my own ideas, 

contextualising depending on the purpose and content of 

the identity I choose.



Sam Pearson Foundation Degree Graphic Design | Corporate Identity

Sources

1. Creative Review, creativereview.co.uk/look-again-think-again-how-north-refreshed-the-tate-brand/?mm_58a10c43d7989=58a10c43d8ef0

2. http://www.bbc.co.uk/news/business-27049101

3. coop-design-manual.herokuapp.com

4. media.lifehacker.foxtrot.future.net.uk/wp-content/uploads/sites/55/2014/09/promo-22-620x349.jpg

5. channel4.com/info/corporate/about/channel-4s-remit

6. channel4.com/info/press/news/channel-4-refreshes-iconic-main-channel-brand


