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PROJECT

The challenge here was to create a logo for a client who wanted to start up a 
photography business. The client’s initials are both “C”s so she wanted the name 
of her business to be C2 Photography. The main ideas the client wanted to see 
represented in the logo were that the logo is for a photography business and that 
she wanted her name in it in a clever way. 

CONCEPT

There was a numerous amount of ways that I could have approached this logo. 
Many of those ways would turn out to be trite and boring. My thought process was 
to figure out what I could about my client. I needed to consider her personality, 
interests, style preferences, and probably most importantly, her photography. 
What/who does she photograph? How does she photograph them? What types 
of tones and emotions does she try to evoke in her photographs? These were all 
questions that would help inform what kind of logo I needed to create. Although 
it was important to answer those questions about my client, it was also important 
to research what was out there in regards to photography logos to see what I could 
lean towards and what I should stay away from.
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BRAINSTORMING

It is easy to come up with a concept. However, it takes a whole other set of skills 
to flesh out a concept all the way to the final product. Brainstorming is one of the 
most crucial parts of developing a concept. That is when you put your thoughts 
on paper to physically see. It helps organize and the narrowing down of your 
thoughts. It helps you grasp the foundations of your vision in an efficient manner.

For this project, I created a mind map to layout all of my thoughts in front of 
myself. It also allowed me to pick out the important elements of this ad campaign.
I started with the project name in the middle bubble and wrote down vague and 
broad terms that came to mind that best described the direction I wanted to go in 
for the campaign. After that, I wrote more specific words that helped me figure out 
the exact tone and message I wanted out of this project. 
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PRELIMINARY COMPUTER RENDERINGS

The brainstorming process was an important and necessary step. Once I analyzed 
and collected all of my ideas and thoughts, it was fairly easy to move on to the 
preliminary renderings. I knew quickly what I wanted for these posters. Even 
though the details were not fully executed yet, the basis of what the client and I 
thought the logo should be was built here.
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The preliminary computer renderings ended up in some wild and unexpected 
places. Some of them were good and some were not. All in all, it was a necessary 
stage to learn from. The client and I got to see what worked and what did not 
work. The client wanted to have a noticeable and clean mark with an elegant 
typeface as logotype. She was wanting cursive, but we eventually compromised 
and tried a nice serif typeface to give that elegance she was looking for. These 
two logos below were the best compromises we could come up with out of the 
preliminary renderings.

 REFINED LOGO RENDERING
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DESIGN REVISIONS

The refined logo rendering was definitely a solution to the preliminary renderings, 
but it was not the final solution at all. There was something that felt disjointed and 
weak about the refined logo. The client and I quickly learned that the logo would 
not work with the logo mark saying one thing and the logotype saying another. 
We had to discuss and think about which aspect of the logo would be more 
important. We came to the conclusion that the mark is what is easiest and most 
effective to put on photos, social media, and merchandise. I took the aspects that 
worked about the mark and applied it to the logotype. The logo was then rendered 
in a gamut of ways to see which one would look best.
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FINAL DESIGN

What you see below (as well as the reverse treatment of it) is the final logo. The 
mark has more solid shapes which gives it more presence and weight. The “C” 
also fits better to the camera lens that is on the outside of the logo. The logo 
ended up being stacked which added to the weight of the whole piece. The logo 
type is also tracked out so that the text fills out the width of the logo mark while 
still maintaining an appropriate size for aesthetic and legibility. This logo also 
shortened the name C2 Photography down to “photos” to give the viewer a quicker 
read and the logo more functionality. 
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PROMOTIONAL MERCHANDISE

It is simply not enough for these posters to be an ad campaign and just exist as 
posters. That is why they were placed on these mock ups. A good idea can be 
easily expanded upon. 




