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 A manual of visual identity is a normative and space functional precise instrument. The develop-
ment of an identity is not an event in a single time, but a continued process. 

It have four phases of process: Orientation, Design, Applications and Control. 

Phase of Orientation: The behavior of the company is examined along with the groups that are 
related. It includes the objectives, strategy of development, budget, a model of organization, com-
munication and marketing.

Having to define the following necessities: 

- Historical in relation to its past and company continuity. 
- Structural organization.
 -Internal and external Communication. 
- Economic on the basis of its budget. 
- Quality referred to the present image or to do in relation to the existing competition. 
- Technical referring to the standardization of advertising forms.

In order to exemplify the previous phase, I present  a design of my friend Ivan Krizan, Croatian 
European designer who after the direction process, creates an identity based on a suitable phase of 
historical direction, communication, quality and standardization in his application of Menu. 

Phase of Design: Graphic design develops  visual elements: logo, colors, typography. Determining its 
different versions, corect and incorrect uses by means of application norms. 

The result is a corporative manual obtained as a functional one that includes signs and their struc-
turing to the guidelines and the precise forms of application, that it will serve for any person whom 
it has to do with the use of corporate image. 

Murphy (1): Recommends certain basic directives of the corporative image: 

1. Make sure that logos work in black and white, in gray scale and that colors are well specified. 

(Design of Logo of Farmacija)
 photo: (farmacija1) 

Foot of photo: Right use of corporative identity when being understood in black and white and
 Related to a car in super market. 
Design by Iván Krizan. http://krizands.hr/MENUidentities.htm 



2. Avoid design solutions that depend on the fashion of the moment. Trying to use a timeless qual-
ity.

(Application of identity of Farmacija in vans) 
photo: (farmacija 2)

 Foot of photo: When using 4 circles, a atemporal quality appears, being able to be any circular object like the tablets, 
independent to some fashionable element. 

Design of Iván Krizan. http://krizands.hr/MENUidentities.htm 

3. Avoid that logos float and have obvious reference points that they indicate in where to locate 
itself. 

(Application in business card  of Maharajda Restaurant)
 photo: (maharajda 2)

 Foot of photo: Logo of Maharajda always will be align to center, allowing that design obviously is centered. 

Design by Iván Krizan. http://krizands.hr/MENUidentities.htm 

In the next number we will see a case of success related to office industry, analyzing its organiza-
tion and operation of its corporative identity. 

1 Murphy J. and Rowe M. (1989).How to design marks and logos.1st. Edition. Gustavo Gili, Barcelona. Spain.


