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LOGO

BRAND NAME

The logo reads “Feeding the 

“HARDY HOUND”

Hardy Hound since 2013”.

Black (C0,M0,Y0,K100)
and White (C0,M0,Y0,K0)

The logo can adapt in 
colour. The silhouette of 
the dog and the text can 
be any two shades as 
long as the text is visible 
(the colours should be 
chosen from the brand’s 
colour scheme). Colours 
in the examples: Black 
(C0,M0,Y0,K100), Beige 
(C19, M17, Y29, K0), Grey 
(C66, M59, Y58, K40) and 
White (C0,M0,Y0,K0).

“Hardy Hound” can be used 
without the silhouette,  with or 
without “Feeding the” and “Since 
2013” (although if the two latter 
phrases are used they should 
both be used, or neither). 

The logo’s silhouette can be 
used without the text inside, 
but only in addition to  “Hardy 
Hound” or the  whole logo. The 
chosen colour should be from 
the brand’s colour scheme.

Original colours:



FONT

a b c d e f g h i j k l m n o p q r s t u v 
w x y z

a b c d e f g h i j k l m n o p q r s t u v w x y z

0 1 2 3 4 5 6 7 8 9 

0 1 2 3 4 5 6 7 8 9 

A B C D E F G H I J K L M N O P Q R S 
T U V W X Y Z

A B C D E F G H I J K L M N O P Q R S T U V 
W X Y Z

SANCHEZ 

ST. MARIE (Thin) 

HARDY (Custom-made for the brand)



COLOUR
MAIN COLOURS:

ADDITIONAL COLOURS:

Black (C0,M0,Y0,K100)
For logo, text and other smaller elements.

For the tomato and other smaller elements.

For the turkey and other smaller elements.

For the turkey and other smaller elements.

For the spring onion and other smaller elements.

For the spring onion and other smaller elements.

For the measuring cup and other smaller elements.

For logo, text and other smaller elements.

For background, logo and other smaller elements.

For background, logo and other smaller elements.

White (C0,M0,Y0,K0)

Sandy Beige (C19, M17, 

Coxy Grey (C66, M59, Y58, K40)

Dirty Peach (C27, M37, Y52, K1)

Musky Pink (C18, M31, Y38, K0)

Cheeky Pink (C23, M53, Y52, K2)

Soily Green (C42, M30, Y70, K4)

Misty White (C10, M11, Y11, K0)

Grandma Grey (C0, M0, Y0, K58)



*nutrients guide

We know that

So, we maSo, we makke sure the recommende sure the recommendeed* d* 
vavalluuees of s of aall mll maajor  nutrients are jor  nutrients are 
iincncllududeed d iin our products:n our products:

*recommended by the Institute of Dog Food

DOG EATS
what your

Luckily, HARDY HOUND  makes sure that
as your pooch is plotting the demise of numero 
uno nemesis Mr. Squirrel, your friendly hero 
has sustained the energy he or she needs. 

proper
food.

That’s why we’ve sourced all of 
our ingredients from organic farms
and have a team made up of cooks,
nutritionists,  and vets.

4 cups*

3 cups*

2 cups*

1 cup*

*serving per day

= 5 kg 

 

body weight
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BROCHURE
Holds information on the nutrients, ingredients 
and serving portions.



PACKAGING

We recommend 1 cup 
per 5 kg body weight.

3500 g

INGREDIENTS:
Organic Fresh Chicken, Organic Rice, Organic Barley, Organic Oats,
Organic Brown Lentils, Organic Rice Protein, Organic Fish Meal, Fibre,

We recommend 1 cup 
per 5 kg body weight.

3500 g



INGREDIENTS:

Organic

 

Fresh

 

Chicken,

 

Organic

 

Rice,

 

Organic

 

Barley,

 

Organic

 

Oats,

 

Organic

 

Brown

 

Lentils,

 

Organic

 

Rice

 

Protein,

 

Organic

 

Fish

 

Meal, Fibre,

We

 

recommend

 

1

 

cup

 

per

 

5

 

kg

 

body

 

weight.

3500

 

g

The packaging 
is made from 
recycled paper.



POINT OF SALE
The hanging poster’s height can 
range from 1.5-3 meters depending 
on the height of the shelves. The 
poster hangs from the ceiling with 
natural fibre rope. 

There are free samples in a 
basket under the poster. 
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April 2013

INTRO
THE TASK
The assignment was to create a brand name, logo, brochure (with infographics), packaging 
and a point of sale for my own dog food brand. 

MY PLAN
The plan was to create an organic and healthy dog food brand. I wanted a natural and earthy 
feel to the design, this would appeal to the crowd who would typically go for organic food. 
But I also wanted to make the design a little edgy to attract the customers who might not usu-
ally do organic, but would pick a product off the shelf just because it looks different. I wanted 
to create a brand that would attract a youthful audience, but still have the brand be traditional 
enough to stay time-less in years to come. I also want to create a feeling that will make it easy 
for the audience to form a personal relationship to the brand (Adams & Morioka 2006:15). 

BRAND NAME
‘Hardy Hound’
Hardy synonyms: fit, fresh, enduring, in good shape, robust, solid and vigourous. (Thesaurus.
com) These are all words I wanted to keep in mind when designing for ‘Hardy Hound’.

RESEARCH AND WORK 
PROCESS
LOGO
I googled dog food brand names, looked up the words ‘dog’ and ‘food’ in a thesaurus, brain-
stormed a bit and finally came up with the name ‘Hardy Hound’ for my dog food. I then 
googled dog food logos, and found that there are a lot of different design approaches to dog 
food brands. In some logos it is very clear that the brand has something to do with dogs or 
food, but other brands have not focused on making this clear at all. 

I wanted to create a logo where there was a link to dogs, and started sketching logos with 
a dog’s head, body and chewing bones. I ended up with refining the design of a dog’s head 
with the brand name inside of it. I took a picture of the sketch, uploaded it to my computer 
and traced the design in illustrator. Once I had the vector design on the screen I made a few 
changes until I was happy with the result. 



BROCHURE
I started out with the logo, and knew I somehow wanted to use the silhouette of the dog’s 
head in the brochure design. I sketched it out and from there I incorporated my custom-
made font ‘Hardy’ (inspired by the logo’s lettering). I had a starting point, but I needed some 
facts and information about the dog food’s nutritious benefits and it’s ingredients. I searched 
for information on what the typical dog food contains, and some of the ‘must-haves’ when it 
comes to nutrients. I had gathered up so much information some of the ‘facts’ were starting to 
contradict themselves. So I made up my own values, and started on the design fase. 

It took a while, and at least one complete re-do of the design, but I finally managed to plot all 
the information in the brochure. 

PACKAGING
The design of the packaging wasn’t as time-consuming as the other elements in this assign-
ment. I had already created the look I wanted. I just had to place the right amount of informa-
tion on the package itself. After looking at a few packaging designs on pinterest I sketched a 
few thumbnails, chose the one I thought was best and refined it in illustrator. 



POINT OF SALE
As I was brainstorming for this part of the assignment I realised that I haven’t really noticed 
that many point of sale displays (at least not that many I could think of). With good help 
from the pictures in the ‘point of sale’ lecture and a few google searches I came up with a few 
ideas for Hardy Hound’s point of sale display. I sketched a few prelimenary ideas out on pa-
per, but did most of the desiging in illustrator. 

DESIGN OPTIONS
LOGO
Because I wanted a different look for my brand than what was already on the market I felt I 
had to design a logo that didn’t have the typical shape or include any mainstream typography. 
But what I did want was some kind of assosiation with dogs. The silhouette of a dog’s head 
gives the brand enough of a link to dogs, but because (according to feedback) it isn’t neccesar-
ily apparent at first glance that it is in fact a silhouette of a dog’s head, there is a certain mystic 
and edgyness to the logo, adding to the unconventional feel I was looking for. As Adams and 
Morioka (2006:33) write: 

 If the viewer is given all the facts there is little reason for him to process the information. 
 Alternatively if the question is presented, and the viewer must provide an answer in his head, 
 he will be forced to spend more time with the message and therefore become more intimate with it.

I knew I wanted to create my own font for the logo. This would give me the freedom to 
design the letters in the style I wanted. I pictured a certain quirkyness to the brand, and by 
drawing the font by hand, with ‘imperfect’ lines, I had created a font with a youthful charac-
ter. I chose to fill the silhouette with ‘Hardy Hound’, and included the phrases ‘Feeding the’ 
and ‘Since 2013’. The former phrase gives a hint as to what the product is without having to 
include the phrase ‘dog food’, and the latter was included as a reminder of when the brand was 
birthed. The classic brands probably didn’t include their ‘since....’ phrase until a few decades 
into their fame, but I thought it would give ‘Hardy Hound’ a sense of adventure and playful-
ness. 

To make the lettering as visible as possible I designed the original logo to include the con-
trasting black and white. Black for the silhouette, to make the logo stand out if the back-
ground is light. But it is possible to adapt the colours if the background is darker, or if it looks 
better if the colour of the lettering matches the colour of the background. Very practical!

BROCHURE
I incorporated a variety of styles in the design of the brochure. There is an underlying earthy 
and natural look to it, with examples such as the beige and the other earth-toned colours and 
the chalk board chart. The thought-bubbles show the fun side of the brand, and the illustra-
tion of the produce, turkey and measuring cup give it a youthful look. The ‘Hardy’ font and 
the dotted lines keeps the brand looking quirky, and the serif fonts, ‘Sanchez’ and ‘St. Marie’, 
keep the brand in the ‘time-less- category. 
The ‘Hardy’ font and the silhouette of the dog’s head link the brochure design to the brand, 
without having to include the whole logo itself. (I felt the layout of the brochure looked too 
crowded with the whole logo.)

I designed the infographics to be an ‘easy read’, without too many numbers. It created a more 
simplistic look, at least as simplistic as I could make it with all the other elements I wanted to 
include in the spread.



PACKAGING

I was torn between cardboard, fabric and recycled paper for the packaging, but ended up go-
ing with recylced paper because it seemed to be the material that I would think most people 
find the easiest to recycle. The average ‘organic food’ buyer is a hobby environmentalist at the 
least, and so I felt having the packaging ooze RECYCLABLE was a must. 

I wanted to include as few elements as possible, without leaving out vital information to cus-
tomer or it being at the expence of the brand’s identity. The front side of the package includes 
the brand name (with it’s two additional phrases), a fun intro to the flavor, the name of the 
flavors with their matching illustrations and a selling outro with it’s dotted borders, printed 
on the brown recycled paper. 

The black sticker at the top is designed to keep the bag closed (at least before opening it the 
first time) and to give the packaging a bolder element to attract the customer. The ingredients, 
bar code, logo, recycle symbol, weight and recommended serving portions on the back are all 
in black and kept to a minimal in size for simplicity.  

POINT OF SALE
In keeping with the earthy and natural theme (and keywords robust and solid), I chose to 
incorporate natural fibre rope, a straw basket and a solid wood shelving unit. Since ‘Hardy 
Hound’ isn’t a glam and glitsy brand it didn;t make sense to go bold, but rather keep it down 
to earth and almost a little reserved. All that to say I think the tall poster and the robust shelv-
ing unit would stand out in any supermarket. 

I included the very important message that the dog food is indeed organic and healthy, I 
clearly showcase the product both in the poster and the shelving unit, and subtily gain the 
customers trust by offering free samples, which in the end (at least in my experience) gener-
ates more sale.

SELF EVALUATION
I had a lot of fun designing for ‘Hardy Hound’ and have learned a great deal when it comes to 
how to integrate brand identity in every aspect of the brand. I started out designing the logo 
with no real vision of the general style of the brand, had a few keywords, but felt very free 
when creating the logo. I wish I spent a little more time thinking through this initial design. 
The shape was meant to be unconventional and youthful, and it is, but it wasn’t an easy logo 
to design around. I would give it a 7 out of 10, it’s fresh and hip, but it isn’t all that practical.

The brochure, packaging and point of sale elements are fun and go with the earthy, youthful, 
yet time-less feel I wanted. I’m happy with the designs, but the more I look at them the more 
things I want to change. At some point I had to stop tweaking the design and just be ok with 
it. I don’t feel the elements have a professional look, to me it just looks like a school project.

But all in all, although Adams and Morioka (2006:18) states that ‘’the brand is the perception 
formed by the audience about a company, person, or idea’’, I do think I have managed to cre-
ate a ‘’brand’’, in the sense that I have formed a foundation of the message, the identity I have 
chosen for ‘Hardy Hound’, with the logo, brochure, packaging and point of sale. I think my 
featured elements are integrated by a design strategy that ‘’allows for change, but is consistent 
throughout (Dabner et al 2010:55).’’
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