
   



5. CASE STUDIES: BRAND IDENTITY
Exploring student brands that stand out.

Defining your brand is a deeply personal process that can help you move with 
purpose through a transitional period of your life. As a designer, you have 
the opportunity (and you are expected) to create visuals (logo, business card, 
website) that communicate your brand attributes, express your personal style, 
and boast about your design capabilities. Each visual identity touchpoint you 
create has the potential to engage and connect with a potential employer.  
As a designer who has hired others, I see every designer’s identity project as 
an opportunity to get to know them better, even before we’ve had a chance 
to meet. A compelling personal identity (along with great work) is much 
more likely to score a job interview because it kindles a desire to learn more 
about the person who created it. 

The work you’ll see in this 
chapter did not come easily 
to the students who produced 
it. Whenever I ask students to 
design their personal brand 
identities, I watch them fight 
their way through Dante’s nine 
circles of Hell. (I am exaggerat-
ing, but it seems to feel like that 
to some of them.) This tends  
to happen because the work is 
hard, and it requires introspec-
tion and research to find your 
true and authentic self. No tips, 
tricks, or shortcuts will get you 
there. However, I promise that 
if you spend time on the person-
al self-assessment and analysis  

exercises outlined in this section, 
you will become confident and 
capable of creating a mean-
ingful, relevant, flexible, and 
distinctive personal brand 
identity. Remember, there is no 
computer or design publication 
that can define your brand, 
nor any book that can design a 
logo that represents you. Just as 
you work strategically to build 
projects for your portfolio, you 
must take the same approach in 
creating your personal brand. 

The examples in this chapter 
are the work of my students 
at the Robert Busch School 
of Design. Each brand has a 

unique personality and reflects 
the identity of the person who 
created it. Each student used 
the information contained in 
their creative brief to build a 
relevant, meaningful, differen-
tiating, and memorable visual 
identity. Long after they’ve left 
my classroom and found their 
place in the world, I will re-
member these students through 
the echo of the personal brand 
stories and identities they have 
created for themselves.

What is your true and authentic 
personal brand identity? Share 
it on my Twitter page: #Stand 
OutIdentity.
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STAND OUT



To change the world through design.
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Imagination, inspiration, laughter—inspired by design. 
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Colorful, witty illustrations with powerful impact.
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Advertising design that resonates without invading.
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Exceptional work inspired by meaningful relationships.
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