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MISSION STATEMENT

IDENTITY HISTORY




OUR MISSION

WE ENCOURAGE AND SUPPORT INDIVIDUAL'S
DECISIONS REGARDING THEIR FAMILY GROWTH,
HEALTH, AND PEACE OF MIND—EMPOWERING
PEOPLE TO MAKE INFORMED DECISIONS TO LIVE
FULL AND HEALTHY LIVES.

Planned Parenthood Rebrand
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IDENTITY HISTORY

Planned
Parenthood

WHERE WE WERE

The icon consists of two elements of a similar structure positioned one
in front of the other. From the one hand, these elements can be regarded
as two “P's” (the initials of the organization's name). On the other hand,
it can be a man and a woman. Also, it can be interpreted as a parent and a
child. Planned Parenthood has a focus on family planning and reproduc-

tive health.
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INITIAL IDEAS

WHAT ARE THESE INITIAL IDEAS?

The first step to take in a rebrand should always start with a pencil and
paper. Writing down any and all ideas that connect together to form a
web if inspiration will be a place to pull from when stuck. Earlier ideas

can be used throughout the process and it's important to track them—

they might be handy later on.
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ROUND 1: KEY PHRASES

WHAT IS A “ROUND”?

Each “round” presented throughout the visual research phase showcases
the concepts that were built off the best ideas from the previous round.
“Round 1” is the starting point where the presented sketches show all of

the ideas that came to mind for each of the key phrases, separated into
their own sections. This step will be the most broad and serves as the best
place to get any and all ideas out onto the paper. The best ideas shown are

marked, then refined to showcase the final selections in each section.

“Round 2” will showcase the best ideas from round 1—building upon the
refined selections into many more variations to explore. This process of
refinement and moving to a new round with evolved ideas and concepts

continues until a final selection is chosen and finalized.

14 Planned Parenthood Rebrand

WHERE DOES INSPIRATION COME FROM?

Keywords and key phrases are equally important and invaluable steps

in the research phase of creating a new identity. These words and phrases
provide the foundation for the brand—inspiring each component of an
identity, which relates back to the mission statement. The key phrases

were derived from our keywords: Informed, Accessible, and Inclusive.

WORRY LESS, FOCUS MORE (ON YOU)
YOUR BRIDGE TO WELLNESS

HELPING ALL WITH OPEN ARMS AND HEARTS

Visual Development Guide 15




ROUND 1: LOGO PROCESS
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KEY PHRASE 1.
WORRY LESS, FOCUS MORE (ON YOU)

Planned Parenthood Rebrand

INFORMED

We aim to take away the mental burden people have when it comes to
their health. We will focus on your health so you can focus on other
things. Someone who is informed has been given relevant and accurate
information that enables them to make well-informed decisions with

a comprehensive understanding. We aim to provide this information

to people so they can worry less about the research and focus more on
themselves and how they want to move forward in different aspects of
their lives. The following sketches have been inspired by the key phrase
developed from the keyword "Inspired".

Visual Development Guide
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ROUND 1: LOGO PROCESS
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KEY PHRASE 2:
YOUR BRIDGE TO WELLNESS

Planned Parenthood Rebrand

ACCESSIBLE

Health and overall wellness are 2 of our focuses that allow us to help
you cross that bridge to live the life you choose to live. We aim to
promote the idea of making things available and usable to the widest
possible range of individuals. We support people of all backgrounds and
work hard to ensure people have access to the support they need when

they need it without worry.

Visual Development Guide
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ROUND 1: LOGO PROCESS

KEY PHRASE 3:
HELPING ALL WITH OPEN ARMS AND OPEN HEARTS

INCLUSIVE

Our goal is to be prepared to help guide any person, regardless of back-
ground, financial stability, sexual orientation, or choices they make for
themselves. We are here for everyone and want to help them live the
lives they choose to lead. In an inclusive environment, everyone feels
valued, respected, and welcomed. We aim to foster a sense of belonging
and equal opportunity for people of all backgrounds, sexual orientations,

and circumstances to ensure they are treated justly.
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ROUND 1: REFINED SKETCHES—INFORMED
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ROUND 1: REFINED SKETCHES—ACCESSIBLE
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INCLUSIVE

REFINED SKETCHES—

ROUND 1
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ROUND 2: KEY PHRASES

WAIT, WHY A ROUND 2? EMPOWERED

Key words and phrases are constantly evolving throughout the research A S ﬂ |- I D Fﬂ U " DAT I ﬂ N Fﬂ B P Eﬂ P I- E TU

and developmental stages of creating an identity. With new ideas comes

new words and phrases that better capture the spirit of the mission state- M UV E Fﬂ BWA B D _TUWA R D S T H E PAT H s
ment. By combining the ideas behind the previous key phrases (Informed,

Accessible, and Inclusive) new words and phrases begin to form. TH EY CH u U S E

40 Planned Parenthood Rebrand
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ROUND 2: LOGO PROCESS

NEW KEY PHRASE:

A SOLID FOUNDATION FOR PEOPLE TO MOVE
FORWARD, TOWARDS THE PATHS THEY CHOOSE.

EMPOWERED

Empowered is a combination of "informed" and "strength". Round 1
was a blank canvas to start exploring all the possibilities this could go.
Round 2 is a combination of all the best ideas, but has been refined to

better visually express our core beliefs.
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ROUND 2: REFINED SKETCHES—EMPOWERED
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ROUND 3: 1060 PROCESS
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Planned Parenthood Rebrand

WE DON'T SLEEP UNTIL WE ARE DONE.

Entering into round 3, the best sketches from round 2 have been refined
and flushed out into more hand-drawn ideas. These ideas were then
further explored and brought to the computer. The beginning of the

computer roughs are starting to form.

Visual Development Guide
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ROUND 3: COMPUTER ROUGHS
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IDENTITY FUTURE

planned

WHERE WE ARE GOING

We are introducing Planned, a sister company to Planned Parenthood
that encompasses the different areas in life we plan for. We aim to signify
strength, information, accessibility, inclusiveness, and empowerment for

all people to feel free to make choices for their lives.

Planned Parenthood Rebrand Visual Development Guide 63




INSPIRATION

INTRODUCTION
ANALYSIS OF INSPIRATION
LOOK ALIKE LOGOS

‘n
@ e
Lo8%¢

]
[
10%0°

’
e

2
J




INTRODUCTION

VISUAL GUIDE INSPIRATIONS

Visual research is an important step when developing a brand. A visual
guide helps to better communicate a brand's visual standards to those
looking to understand the decisions a brand makes regarding how their
identity is used. Every brand has it's own rules as to why and how their
visual standards are to be used as well as clearly stated rules regarding
how not to use their visuals. In this section, we will analyze existing
examples for visual standards as a way to draw inspiration for this
brand's growth and development. Through this research, we aim so

strengthen our own visual guides.
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ANALYSIS OF INSPIRATION

YMware Corporate grana Guiaelines

Why Change?

aice as an indus!
tone because we

ngustry

Reasons for change

1: NEW IDENTITY INTRODUCTION - VM WARE

VMware addresses it's past in order to set a foundation for the future.
They explain that they wanted to match the new tone they've grown

into so they can accurately reflect their values and characteristics.

68 Planned Parenthood Rebrand

Vil ety guidaioen > Our ioga >

Our PwClogo

urpymbsd {'har' and ‘panats’)
o et Sl vl

Dien't atbemps 1o masch colown in the ymbel
10 create standard pall-ou paschs.

2: LOGO ANATOMY - PWC

PWC provides a thorough explanation of what each part of their logo
is and what it represents. They call out that it is a combination of a
wordmark and a symbol and provides a detailed analysis for what they

stand for.
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ANALYSIS OF INSPIRATION

FEDEX MATCH COLOR PANTONE® CMYK AGE 'WEE-SAFE HEX
FedEx Purple PANTOME 2685 £30 M100 YD KO R0 GO B153 650098
FodEx Light Platinum* PANTONE 877 COMI YO KIT R153 G153 B153 939393

FedEx Light Platinum Reverss®® R204 GH04 BZa" CCCoce

FedEx Light Gray PANTONE Cool Gray § COMOYD K37 RIZ3G1ERE1EE mw|n
FedEx Light Gray Reverse™* R G B0 [
FedEx Orange PANTOME 021 COMES Y100 KO R255 G102 B0 FFE600
FadEx Gresn PANTONE 361 C75 MO Y100 KO RO G204 B0 00000
FedEx Blue FANTONE Process Bue C100 M3 YO KO RO G153 8204 0093 (T
FedEx Red PANTOME 186 COM00 YED KO R255 G0 B5t FFO033
FodEx Yallow PANTOME 1235 COM20 Y100 KO R255 G204 BD FFCCO0
FedEx Yellow Uncoatedi PANTONE 116U+

FedEx Gray PANTONE 404 COME YIB K5O R153 G153 B153 999999
White COMO YD KO R255 G255 BasE FFFFFF
Black 00 KAD YO K100 ROGOED 000000

e o e fnte . o s PN TOL ™ o £, e e bk cae by b comrt ke o PENTON leradn e Thorcallors sk o thie paps snd
Peminas, lnc. e X TS ——

Donsstnttpogaic waiment s 4 BCDEFGHIJKLMNOPQRSTUVWXYZ
critical to establshing & proprietnry ook

o ésir beaid abedefghijkimnopgrituveexys 1234567890

Sl e

Schwab Serif and Minion form the

When [ knoar that L've helped ABCDEFGHIJKLMNOPQRSTUVWXYZ

a clent reach his or her goals,

that's a good feeling. L ..‘.I et E 2 Minicn Regutar
latters of Mirion support cwr brand
ikt o] betiion. ABCDEFGHIKLMNOPOQRSTUVWXYZ
Retabirahip saeants (s shown o ADCOEfghijkimnopgrstuvwxyz 1234567890

tha lefi) utlize the Schwab Serif font.
Thass will b U5 wida Fange af

e it e o of fea L g Patmer oo sy e Fecta gt B
— T
communcation materals, ogethar win
the system hypography, Schwak Sans  ABCDEFGHUKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz 1234567880

coeemperary by by T Bohwats Bacs Serif R
example shows: typographs t
on o product brochure coves.

Subsaquert guidel ABCDEFGHUKLMNOPQRSTUVWXYZ
mare detal on use of bypography in abedefghijkimnopqrstuvwxyz 1234567890

FedEx Purple FedEx Light Platinum®  FedEx Light Gray FedEx Drange FedEx Graen FedEx Blue

FedEx Red FedEx Yellow FedEx Gray

Feint and ather applications.

3: TYPE SPECS - SCHWAB 4: MAIN ID COLORS - FED EX

Schwab provides the typefaces they utilize, as well as the weights and FedEx provides a thorough color guide that includes the Pantone,
treatments the typefaces can be used. They explain why, how, and when CMYK, RGB, and HEX colors for each of the colors they utilize within
to use each one to keep the branding consistent across the vast aspects the brand. They go on to explain how each color is to be used to main-
within the brand. tain a consistent visual standard across all of their factions.
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ANALYSIS OF INSPIRATION

02 Symastec Lagn Brand Guidelines April 2017

Symantec Logo Design Control

Only use the logo files approved by the Symantec brand team for all
applications, Never alter the color, proportions, or alignment of any of the
logo elements, including the word Symantec.

The exampbes on the right are inappropriate renditions of the Symantec
Loga; all should be avoided.

Do not transtate the word Symantec into ather languages.

5: LOGO DON’TS - SYMANTEC

tec.

36 et ehanga the size
Fetatinnyp batween any
the loga lements.

40 nod 1 he center of the
‘symbol with anything other
than the background color.

&=

Do st enclese the loge In
2 1hape

Sntg_g

U0 not add bext 1o the legs
i wiotation of the chear
space gudetnes, The tag
e is the oely exception

¥ Symantec

(i nat set the type for
the name yoursl. Mways
e the approved digal
artwork provised, without
ahwrations

Do ot place the logs e
Bachgroends that do
nof provide sulficient
comratt, compromising

Tegibility,

Do mat place the bages on
phatographi backgrounds
that compeomise legibiity

¥

D0 ot distort the kgo.

-

D st aler the el of
the loge.

Symantec provides a detailed guide on how not to use their logo to

ensure consistency. They explain that their logo should never be altered

to other colors or shapes, as well as the different background that are

not allowed to be used underneath.

72 Planned Parenthood Rebrand

Color Versions

devon devon

devon devon

6: ALTERNATE VERSIONS OF THE LOGO - DEVON

Devon kept their alternates simple and explain that the logo is available
to use in two-color and one-color versions and give us a visual example

on the correct usages as well.

Visual Development Guide
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LOOK ALIKE LOGOS

DOES THIS ALREADY EXIST?

Throughout the initial stages of logo creation, a lot of styles and ideas
come out to play. Once those ideas get more refined and developed, they
begin to resemble the final result. It is important to research existing

logos that could be similar because nobody wants to put in all that work
vodafone
targeT O€QS pebo P

to find out that logo already exists. These logos are similar in idea and

GUCCI CHANEL

will serve as a visual example of what not to do while fine-tuning the

final logo.
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LOOK ALIKE L0GOS

LOGOS WITH LEAVES

1. Adidas: Known as the "Trefoil" logo, symbolizes the three pillars of the

brand: performance, style, and authenticity.

2. Air Canada: The red maple leaf is a symbol commonly associated with

Canada, representing their identity as the flag carrier airline of Canada.

3. Greenleaf Kitchen & Cocktails: Contains a 4-leaf plant with a knife

and fork that replaces the "a" in "Greenleaf".

4. Maple Leaf: The maple leaf is a central symbol that represents the
company's Canadian heritage and its commitment to providing quality

food products.

5. Nature's Path: Nature's Path's logo incorporates a green, leafy design

with the company's name displayed within.

6.The Body Shop: The leaf logo is a symbol of The Body Shop's dedica-

tion to sustainability, biodiversity, and community trade.

7. Timberland: Timberland's logo includes a silhouette of a tree, with

leaves subtly represented in the branches.

8.Tropicana: Features a stylized orange with a green, leafy crown at the

top. The leaf symbolizes the natural and fresh qualities

9. Faithful to Nature: Represent their commitment to environmentally

sustainable and natural products.

10. Whole Foods: A stylized leaf was added to the "o" having it resemble

an orange with a stem and leaf. This ties into their health food persona.

11. Betula Restaurant: Depicts a more detailed leaf with the veins

showing. It signifies the fresh ingredients that are used.

76 Planned Parenthood Rebrand
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LOOK ALIKE L0GOS ,

Panasonic

LOGOS WITH A "P" 1 2
1. Pinterest: Features a stylized letter "P" enclosed within a red square.

The red square represents the platform's pinboard-like interface.
2. P&G: A simple and distinctive representation of the company's identity

3. Panasonic: A bold, uppercase font, typically rendered in blue.
4. Prodigy: Lowercase letters, rendered in a friendly and approachable font s

4
5. PayPal: Two overlapping, lowercase "P" letters in a blue color in a P d o
custom, rounded font creating a sense of movement and flow. Symbol- ro Igy ‘ aypa’
izes the ease and convenience of PayPal's online payment services.

6.Polytron: The "P" is often depicted with angular lines, giving the logo

a tech-inspired appearance. 6 7 8
7. PlayStation: The "P" is often depicted with a slanted line cutting

through the loop, creating a dynamic and modern appearance.
8.Peppermill Casino: The "P" is often designed using custom typography
that reflects the brand's sleek and modern identity.

Visual Development Guide 79
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LOOK ALIKE L0GOS

8o

LOGOS WITH A "+"

1. American Red Cross: A simple yet powerful symbol recognized world-

wide. A bold, equal-armed cross with arms of equal length.

2. Ion Television: Rendered in a modern, sans-serif font and are often

depicted in a shade of blue or teal.

3. Paramount+: Uses a custom, bold font. The "+" symbol is often stylized
with rounded edges and is slightly larger than the letters, drawing

attention to it as a focal point of the logo.

4. Google+: Consists of the lowercase letter "g" with a plus sign ("+")

symbol, forming a stylized "g+" combination.

5. Plus: The word "Plus" works in tandem with a rectangle divided into 4
sections. The bottom right section is filled using the word "Plus" but

uses the same spacing as the other sections.

6. Slack: The hashtag symbolizes channels within the Slack platform

where users can organize conversations and collaborate on projects.

7. Swiss: Consists of a stylized Swiss cross, which resembles a plus sign

(+), positioned within a red shape resembling the tail of a plane.

8.Disney+: Consists of the word "Disney" written in their signature font,

with a plus sign ("+") symbol added as a superscript.

9. Microsoft: The boxes are arranged in a grid pattern, creating a cohesive
and visually appealing design. The negative space between the boxes

resembles a plus (+) sign.

10. Flipboard: The letter "F" is stylized as a corner of a digital "page"
being flipped. This design element represents the flipping motion

users make when browsing through content on the Flipboard app.

Planned Parenthood Rebrand
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THANK YOU

FOR MORE INFORMATION, BE SURE TO EXPLORE MORE OF THE
REBRANDING PROCESS IN:

BOOK 1: THE VISUAL BRANDING GUIDE
BOOK 3: THE VISUAL STANDARDS GUIDE

BOOK 4: THE VISUAL EXTENSIONS GUIDE

YOU CAN ALSO VISIT US ONLINE TO LEARN MORE AT

WWW.PLANNEDEMPOWERMENT.ORG
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