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Good design is good business.

We designers see this statement as a

self-evident truth, and there are few

financial decision-makers around these

days who would disagree. ‘Designed’

communications – across websites and

newspapers, corporate and brand

identities, packaging and retail,

advertising and marketing, signage and

wayfinding systems  – are a fact of life,

and the graphic design industry in

Australia and worldwide is a substantial

and rapidly growing sector in itself.

But questions remain. What is meant

by good design? And who decides? Is

there an agreed benchmark, a common

standard, a professional rating system,

as one would expect in financial

services, or medical practice, or real

estate? Too often one person’s great

design can be another person’s visual

turn-off, and it is this factor that

makes the business of design different

to any other sector. As much as cold

type and diagrams, graphic designers

deal in moods and emotions,

aspirations and dreams, ideas and

symbols, perceptions and reality. 

Much has been written about

successful brand identity, which the

venerable British designer Wally Olins

once described as ‘the visual

expression of a business philosophy’.

Whether we are talking about the Nike

swoosh on a cap, the tourism identity

of a city, the packaging of a computer,

a bottle of wine on the shelf, an

interior fit-out, or a trucking fleet,

graphic design has a crucial part to

play in the successful expression of

brand ‘essence’. Perversely, when most

successful it may be invisible. It is

often when design is unsuccessful or

inappropriate to its purpose, that we

notice it at all.

In our view, good design is design that

‘works’ for business, where form

follows function, and where inspired

creative visual solutions arises from a

thorough analysis of the problem.

These are concepts that are familiar to

business executives, but analysis alone

does not make good design. It is only

when the other aspect of our work –

call it creative brilliance, or intuition,

or even luck – achieves a synergy

between the strategic and the creative,

that we have can expect a 100%

successful implementation. A winning

idea perfectly realised in the right

medium at the right time at the right

price. This is what we call good design.

We also call it experience.

In this, the first of our casebook series,

we investigate design problems we

have successfully solved for businesses

and organisations small and large, and

show how each is a unique solution,

and how our strategically-based design

approach is delivering outstanding

business outcomes to a wide variety of

clients in many sectors of the economy.  

design for business

Photo: Brendan Read



01

TAB Limited is the new name of the

privatised betting giant, formerly known

as the Totalisator Board of NSW. 

With interests ranging from high street

betting shops, gaming and wagering

technology, to broadcast media and a

large property and investment portfolio,

their new corporate headquarters 

at 495 Harris Street, Sydney, is 

the flagship building of the TAB

corporate empire.

Interior designers Group GSA

approached dna creative in 2001 to 

take on the major task of creating

graphics and signage that would

complement and enhance their design

for the interior and branding concepts. 

The scale of the project is large, with

three disparate buildings being united

across four levels to deliver a visually

flowing and coherent sense of order.

Graphics operate at several levels within

the overall design. They are never merely

decorative, and are designed to enhance

the sense of visual order, to brand the

many different TAB business centres,

and to deliver colour into the workplace

in a thematic way that assists

orientation and wayfinding within a

complex, mainly open-plan environment.

The materials used are similarly diverse,

ranging from etched glass panels

(overleaf), embroidered silk hangings,

tensile fabrics, giant digital wall-

mounted prints and suspended banners,

transparent films and vinyls applied to

glass; steelwork, lighting, and an

internal signage system. 

Parallel to this process TAB Limited has

conducted a separate corporate identity

program, and dna creative has worked

with these elements to develop

case study 1: corporate hq

PROJECT DETAILS
Design of supergraphics, signage and banners
for the interior refurbishment of TAB Limited’s
Harris Street corporate headquarters, a major
project involving the uniting of three separate
buildings over 4 levels. 
CLIENT: TAB Limited
INTERIOR DESIGNERS: Group GSA
GRAPHIC DESIGNERS: dna creative
PROJECT MANAGERS: APP
CONSTRUCTION: Prime Constructions
DIGITAL GRAPHICS PRODUCTION: 
Flash Photobition
GLASS ETCHING: John Crichton
SAILMAKER: McNeil Sailmakers
SILK BANNER: Meredith Hughes
STEEL SIGNWORK: Arrow Signs
SIGNAGE PRODUCTION: A&W Signs

Left: the TAB Limited headquarters features a 
new central stairway located at the intersection of
the three old buildings, providing a spacious
vertical artery with adjacent ‘breakout’ spaces at
each level. dna creative designed an enormous
supergraphic running the full height of the
stairwell, from ground to third level, which contains
graphic motifs derived from the many aspects of
the Tab Limited business (see detail, above left).
This provides a subdued but powerful colour field
that complements the blackbutt timber of the
staircase. To the left, also running the entire height
of the void, are stretched fabric ‘sails’, which are
dramatically lit from above and below, in colour
schemes that change to reflect the seasons. 
Above right: hanging banners are suspended
through the narrow void opposite the staircase. 
The central banner is a specially commissioned
embroidered silk hanging made up of racing silks
and gaming icons, flanked by seasonally changing
vinyl banners visible at each landing. 
Photography: Martin van der Wal
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Left: etched and edge-lit floor to ceiling glass
panels on the ground level provide a transparent
sporting ‘hall of fame’ from the main entrance
lobby towards the central stairway, through which
can be seen ‘arena’, the in-house restaurant and
café which also functions as an informal meeting
place for the many business visitors to TAB
Limited’s headquarters. Featured here, in pictures
and words, are Cathy Freeman, Rod Laver and
Paralympian Louise Sauvage. 
Above: additional glass panels on the executive
level 3 depict Phar Lap, Sir Donald Bradman,
the iconic image from the ARL Grand Final
trophy (the Wests and St George captains
embracing, based on John O’Grady’s 1963
photograph), and Australia II’s Americas Cup
Victory in September 1983.

complementary typographical and sub-

branding solutions, for instance in the

graphic identity for the ground level

arena café (visible left, beyond glass

panels), which is applied to major

signage, menu boards, printed materials

and other collateral. 

THE PROCESS

Understanding the brand

TAB is a corporation of diverse business

centres, in the process of dynamic

change. To most of us the TAB sign on

pubs and betting shops is the most

visible aspect of the brand, making it

one of the most recognised logos in

NSW. But TAB the organisation is

about far more than just wagering. 

At the heart of the brand essence is

sport, and not just racing. Even more

importantly, it is about the sporting life,

the love of the game, the willingness to

have ‘a bit of flutter’ on a sporting

outcome. A natural extension of this 

is ‘the gaming life’, and of course the

media which deliver the pictures and 

the results – Sky Channel, with all the

unique attributes of a major satellite

broadcasting business. 

So how can brand identity be manifested

through the interior design of a building,

and what is the aim of the exercise? Too

often ‘branding’ is seen as the

manifestation of the brand to its

audience or market, forgetting that the

primary users, the most frequent

‘experiencers’ of a brand, are the people

that work in the organisation, who daily

communicate the organisation’s

philosophy to the public at large. It has

often been said that if the people who

work for an organisation (starting with

the chief executive) do not believe in

their own corporate identity, then it will

likely be a failure with the public.

Architecture and interior design are

therefore a powerful vehicle for brand

identity, and nothing could be a more

important expression of the corporate

culture, of ‘The Quality’, than the

working environment itself.

In this context then, branding is

something that goes far beyond the

placement of departmental or business

centre logos to remind us for whom we

work. It is much more subtle than that.

It must be something we can pass many

times every day and never tire of.

Something that adds quality and value

to our working environment in ways

which we may never directly notice. 

Visual motifs
In their design vision for the Harris

Street headquarters, Group GSA from

the outset planned for a major graphic

component to add layers of colour and

texture to a fairly minimalist and cool

architectural approach. At the heart of

GSA’s concept is a subtle ribbon-like

flow of form, where walls curve in both

horizontal and vertical planes, and

carpets and joinery combine to amplify

this theme, providing a gentle organic

articulation to corridors and open-plan

areas alike. 

Meeting and conference rooms,

executive offices and special business

centres are often walled with translucent

laminated glass or blinds (see overleaf),

while open plan workstation areas are

defined with a series of specially

designed rotatable louvres rather than

solid partitioning, all contributing to the
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sense of openness and ease of movement

through the space. 

Intense bursts of colour are provided 

by the fabrics of task chairs, which 

vary from floor to floor, and a

combination of vibrant translucent

graphics on glass partitions, walls, and

in some cases ceiling-hung banners,

which change according to the seasonal

colour scheme, also reflected in the

lighting and banners in the central stair

area (see preceding pages).

Evocative of many aspects of racing and

sporting culture, the ribbon threads its

way through the space, briefly becoming

prominent then disappearing, only to re-

emerge somewhere else.

TAB Limited has a strong and ongoing

association with iconic moments in

sport, and we are all accustomed to a

constant diet of photographic images of

this kind through news media. Including

such imagery into architectural graphics

requires a somewhat different approach.

They are something we have to live with

in the long term, providing interesting

texture and colour to our working world,

without unduly demanding our attention.

The graphics at TAB feature a wide

range of sporting moments, but those

images are layered and muted, allowing

the eye to either treat them as

wallpaper, or on closer inspection, to

discover an amazing amount of high-

resolution detail. We may be dimly

aware of a bright red wall in a breakout

area (left), but it is only if we really

study it that we become aware of giant

close-ups of golf balls and golf clubs.

These graphics are the backdrop for

corporate life, and are designed not to

become tedious after a short time. The

same can be said for the technological

and gaming iconography that is layered

into many graphics throughout the

interior. TAB is a high technology

business on many fronts, delivering a

fast-moving and ever-changing flow of

information to countless outlets

throughout the state. Employees don’t

need to be overtly reminded of the ebb

and flow of figures and odds which is the

life-blood of the business, yet this aspect

of the corporate culture needs to be

represented somehow, and made to be

visually appealing and even exciting.

It is through the successful weaving 

of all of these threads into one cohesive

whole that we achieve an effective

environmental expression of the TAB

Limited philosophy – modern, dynamic,

exciting and forward looking, yet at 

the same time established, reliable,

efficient and trustworthy – a new

business with an old tradition, a good

corporate citizen and an icon of

Australian enterprise.  

Wayfinding
Unlike many public buildings, for

security reasons there are no unescorted

visitors to the TAB Limited building.

Signage therefore has a different role to

play, and is designed as an unobtrusive

orientation system, to assist staff

unfamiliar with the layout of levels other

than their own, or visiting from other

TAB offices. 

Signage synergises with other aspects of

the interior, enhancing the colour

scheme of each level, and also delivers

necessary statutory information in a

visible but low-key way. 

A signage design and production manual

has been produced, outlining typographic

standards and layout principles.

Left: Breakout areas adjacent to the central
stairway are designed as informal ‘time out’
spaces for eating, meeting or chatting.
Supergraphic wall panels, colour coded to each
level, feature playful takes on sporting imagery. In
the case the executive level 3, golf balls and clubs
provide the decorative motifs.
Above: The same breakout area seen through the
blinds of a nearby meeting room.
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Logan Wines are a boutique Australian

wine label with a distinguished product

range, and a ten year history of

spectacular sales growth in a crowded

marketplace. 

One of the early champions of the

vineyards around Orange NSW,

winemaker Simon Gilbert has produced

for Logan a growing range of varietals

with an increasing following among wine

buffs nationwide, and the Logan

trademark of a grape-stained footprint

has become well-established in

Australia. However, when it researched

a move into the USA market, Logans

found that a very similar registered

trademark already existed. This is where

dna creative came in. Having designed

the original successful footprint identity,

we went back to first base with

copywriter Greg Logan, investigating

new ways to convey the Logan values in

a vast and untested market.

The grapes are from the Orange region,

and burnt orange is a colour readily

associated with Australia, so this

provided the starting point for visual

concepts that investigated landscape,

geometry, vine leaves and grapes, as

well as purely typographical solutions.

In the end, the client settled on a subtle

combination of the geometric and the

iconography of viticulture, and delicate

illustrations were commissioned from

Sydney’s Drawing Book Studios. With

the classic Logan typography and a vivid

colour palette, this product range has

proved a notable success in the North

American market.

case study 2: export credits

PROJECT DETAILS
Packaging design for Logan Wines ‘Orange’, 
a range of mid-priced Australian varietals
produced for export to the USA.
CLIENT: Logan Wines
GRAPHIC DESIGNERS: dna creative
ILLUSTRATOR: Drawing Book Studios
COPYWRITER: Greg Logan

Left: Logan Australia ‘Orange’ Reserve
Chardonnay.
Above: labels for the Shiraz, Chardonnay and
Cabernet Sauvignon packaging.
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HSBC probably needs no introduction,

being a highly visible multinational

banking and financial services company

known for its intelligent text-driven

advertising campaigns.

Like many banks, HSBC is a keen

sponsor of major sporting and cultural

events, among them the Sydney Festival

and the Australian Grand Prix’s Team

Jaguar, and the NSW Waratahs.

Having commissioned dna creative to

create signage (above) for its

sponsorship of Sydney Festival 2002,

HSBC has gone on to work with us on

promotional solutions for other events it

sponsors, including VIP invitations to a

range of their special events held all

around the country, allowing their clients

to rub shoulders with sporting greats. 

Combining the elegance and authority 

of a major bank with the excitement and

pizzazz of championship sports, some of

the materials developed for HSBC are

featured opposite.

case study 3: the main event

PROJECT DETAILS
Design of special event signage and printed
materials for the events and sponsorship
department of a banking multinational. 
CLIENT: HSBC
GRAPHIC DESIGNERS: dna creative
SIGNAGE PRODUCTION: Look Digital
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Solution 6 is a fast-growing Australian

software and IT services company,

providing solutions for the accounting

and legal professions, government, and

small to large businesses.

Solution 6 approached dna creative 

to design a range of publications and

exhibition systems that would help to

visually consolidate the brand,

coinciding with the merging of several

products ranges and user bases.

The accountancy profession is a

conservative one, but Solution 6 wanted

to stand out from the crowd with a

range of visual assets that could be

easily put together by busy staff at trade

shows, and also carried through into

vibrant small-run targeted print

materials promoting various seminars

and other user forums.

This strategy has proved a successful

one, and the initiative has provided a

strong visual coherence to a company 

in the process of dynamic change, 

and proved very popular with both 

the market and its prime users, the

Solution 6 marketing team.  

case study 4: software solutions

Left and above: the new Solution 6 corporate
identity comes to life in vibrant and colourful
montages that reflect the fast-moving digital
culture of modern corporate accounting. This
livery was applied to modular exhibition stands,
print collateral, and a visual asset library that
can easily be used in-house by non design
professionals to create consistent and
professional communications across the
organisation. 

PROJECT DETAILS
Design of a range of publications, exhibition
solutions and a visual asset base for a fast-
growing financial management software
developer.
CLIENT: Solution 6
GRAPHIC DESIGNERS: dna creative
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AT&T is one of the world’s largest

multinationals, with interests in

telephony, broadcasting, satellite

systems, digital technology and space-

age communications systems.

With a substantial presence in Asia,

Australia and the Pacific, AT&T has

worked hard to create a distinctive

brand identity in each of these regions,

and it has done so in part through

sponsorship of sporting and cultural

events in many countries.

AT&T approached dna creative to create

a distinctive VIP package for its

sponsorship of the Australian tour of a

production of ‘the Flood Drummers’ by

the famous French ensemble Theatre du

Soleil, based on Japanese and  Chinese

mythology and storytelling traditions.

Invitations were die-cut and folded in

the shape of a fan, and each VIP guest

received a hand-crafted ‘showbag’

containing various oriental ephemera – 

a mini bonsai kit, a book of Chinese

proverbs (for men), or a traditional

wooden fan and a miniature zen 

garden (for women). Materials were

very delicate and tactile and the whole

package evoked respect for culture,

combined with a very contemporary 

branding of AT&T’s association with 

the event.

This was reinforced by signage at the

venue, and by various other promotional

initiatives taken by AT&T. Realised on a

modest budget, the promotion helped

differentiate the AT&T brand with key

cultural and business contacts.

case study 5: west meets east

PROJECT DETAILS
Design of a promotional package for AT&T’s
sponsorship of ‘The Flood Drummers’, involving
invitations and response materials for VIP
guests to the opening night event, and a
commemorative gift bag for those attending.   
CLIENT: AT&T Asia Pacific
GRAPHIC DESIGNERS: dna creative

Left: The invitations echoed the contents of 
the special commemorative gift received by
guests attending the opening night event.
Above:  a scene from Theatre du Soleil’s
production of ‘The Flood Drummers’, and an
example of venue signage which incorporated
elements of the AT&T logo. Photo: Michele
Laurent, courtesy Theatre du Soleil/Sydney
Festival

proud sponsors of 

The Flood Drummers
Théâtre du Soleil

THE ART OF 
COMMUNICATION
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Australian Plantation Timbers no 

longer exists as a company, having 

been absorbed by a larger entity, which

may be considered a success story,

depending on your point of view. From

our perspective, this case study is a

valuable one, because it demonstrates

that explicit ‘green’ values can also 

be good business. 

APT approached us in 1999, with a

brief to design and image a vast array

of publications formats prior to their

public launch on the Australian Stock

Exchange in 2000, as well as templates

for newsletters, website, powerpoint

presentations, exhibition stands and a

highly targeted advertising campaign,

appearing in serious financial and

investment journals. 

dna creative advocated an overtly green

message, combined with hard-headed

financial detail, and backed up with a

very authoritative and spacious

typographical and layout style, creating

a balanced message that making money

and investing in the environment are not

mutually exclusive.

case study 6: the green stuff

PROJECT DETAILS
design of publications and interactive
communications templates for a large
investment corporation specialising in plantation
timbers, olives and other sustainable crops.
CLIENT: Australian Plantation Timbers.
GRAPHIC DESIGNERS: dna creative

Left: APT prospectuses, publications and
advertising formats were designed to form a
strongly themed suite of elements, often grouped
together in presentation folders. Each plantation
type (forestry, plantation hardwoods, olives etc)
had a different distinctive green livery, and a
consistent approach to imaging was carried
across print, web and electronic formats in such
a way that a consistent message of quality and
environmental responsibility was delivered.
Above: pages from a brochure dealing with
forestry investments. Information-heavy pages
were given a spacious and ordered visual
treatment, and highly pictorial diagrams and
illustrations helped readers to easily navigate
through complex layers of financial information.
Photography: stock libraries. 
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Sydney Festival is featured here because

more than any other arts festival in

Australia, it is run as a business, and

thankfully, stays in the black. Whereas

most comparable festivals receive major

public subsidies, Sydney Festival is

heavily reliant on its box-office results,

and the balancing act between risk-

taking and solid performance in the

marketplace is one that many business

executives would appreciate.

Corporate Australia is also highly

supportive of Sydney Festival, and this

relationship is one that is fostered

through the marketing, business

development and design teams working

in synergy to deliver high visibility for

business sponsors, imaginative cross-

promotional opportunities, and most

important of all, a Festival for

everyone… a popular summer event

that succeeds on all fronts.

dna creative is itself a Festival sponsor,

and we have designed the 2002 and

2003 Festival identities, print materials,

advertising and signage, and worked

with the talented web design company

Massive Interactive to ensure that the

Festival’s online presence is an effective

extension of the its marketing.  

The Festival’s effort has paid off

handsomely, with web hits increasing

exponentially year on year, and an

astonishing  200% increase in online

bookings from 2001 to 2003. 

The business of shows is a serious one,

and design can make a major difference

to both audiences and business partners.   

case study 7: show.biz

PROJECT DETAILS
Festival designers for 2002-2004, involving
Festival identity, print, outdoor, advertising and
online collateral.
CLIENT: Sydney Festival
GRAPHIC DESIGNERS: dna creative
WEBSITE DESIGN: Massive 
SIGNAGE PRODUCTION: Look Digital

Left: the Sydney Festival main marketing
brochure appears with the Sunday Telegraph 
in November of each year, and over 250,000
copies circulate Australia wide. This is backed
up with a Pocket Guide, print, television and
radio advertising, outdoor billboards and
posters, and a major investment in the 
Festival website.
Above: Promotional collateral produced for 
the Festival is applied to outdoor advertising,
VIP invitations, and online. 
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Stephen Goddard
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Bryce Tuckwell
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Michael Alday

Nicole M. Barakat

John Berté

Kim Butler

Edwina Circuitt

Jill Colvin

John Crichton

Ken and Camilla Done

Don Bradman Museum
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Cathy Freeman

Katie Gleeson

Elizabeth Glover

Meredith Hughes

Rod Laver

Virginia Lovett
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Miles Goddard Project

Richard Mulvaney

Gerry North

Gerard O’Dwyer

Brendan Read

Melissa Reid

Kate Renshaw

Brad Roberts

Dean Rowland

Louise Sauvage

Brett Sheehy

Les Spiers

Chris Stanley

Peter Staunton

Peter Stocks

Max Thomson

Theatre du Soleil

Martin van der Wal

Kerry Wilson

Clients 1995-2003
AdvanceBank 

ACON

AMP

Andrew McKinnon Presentations

AT&T Asia Pacific

Ausdance

Australian Broadcasting Corporation

Australia Day Council of NSW 

Australia Council for the Arts

Australian Institute of 
Company Directors

Australian Music Centre

Australian Music Examination
Board

Australian Plantation Timbers 

BAE Systems

Bazmark Live

BMG Australia

Bruce Pollack Publicity

City of Sydney

Coca-Cola Amatil

Colonial First State Investments

Company B Belvoir

Communi(k) Australia

The Entertainment Group

Eyelaser Australia

Firelight Productions

Glen Street Theatre

Great Southern Events

Globe Film Company

Group GSA

HSBC

The Hills Centre

Institute of Chartered Accountants

International Management Group

Judith James Consultancy

Kelly Marque Wines

Lexis Asia Pacific

Lexus Toyota

Living Motion Pictures

Law Society of NSW

Logan Wines

Made to Move

Mulpha Australia

Musica Viva Australia

National Institute for 
Dramatic Art 

NSW Centenary of Federation
Committee

NSW Attorney General’s Dept

NSW Premier’s Dept

Opera Australia

PinPoint Marketing

Sydney Organising Committee 
for the Olympic Games 
– Ceremonies
– Olympic Arts Festival

Sodexho Australia

Solution 6

Sony Music Entertainment

Screen Producers Association 
of Australia

Sydney Festival

Sydney Opera House 

Sydney Symphony 

Synergy Percussion

TAB Limited

University of NSW

University of Sydney

Warner Music Australia

contributors, credits and clients 1995-2003

year, and we have to realise these ideas

in a variety of media, always within

budget limitations, and always with a

deadline that was ‘yesterday’. 

This ability comes from the quality of

our people – not just the core team of

imagineers, writers and art directors

that make it happen, but also our

project managers, freelancers, and the

many highly skilled suppliers and

specialists that we work with each year.

And let’s not forget the client. Without a

client that believes in an idea and is

willing to trust to our judgement and

experience, it will be virtually impossible

to achieve a good outcome. For this

reason we see our clients as ‘ideas

partners’, and in this sense they are the

most important member of the team.

Our work for the Sydney 2002 Olympic

Games, both the Opening and Closing

Ceremony printed programs, and the

Olympic Arts Festival, is among the

most visible work we have done, but a

lot of what we do is ‘below the line’,

visible only to specialised niche markets,

for business, the arts, government, local

authorities, products and services.

In our introduction we talked about the

balance between the creative and the

analytical that is at the heart of our

approach. However, without great ideas,

imagination, and the willingness to take

risks and to go beyond the brief, we

would be like any other design

consultancy.

Many advertising agencies and design

houses make the claim to be ‘ideas

companies’, but too often it is the

quality of the ideas that are at fault. We

only have to look at an ad break on any

of the commercial TV channels to realise

this. It doesn’t matter how much money

you throw at a bad idea – it’ll never turn

it into a good one. Conversely, a great

idea can survive even a shoddy

realisation and still remain a good idea.

So where do good ideas come from? 

We all have them from time to time,

and some have had such a good idea –

the paperclip for instance – that they

have retired on it. At dna creative, we

have to have good ideas every day of the

dna creative was established in 1995,

and since then has earned a growing

international reputation for thoughtful,

innovative and distinctive creative

solutions, backed up by a strong track

record of strategic thinking, and a firm

grasp of marketing imperatives. 

dna creative
ABN 23 070 710 806
www.dnacreative.com.au
mail@dnacreative.com.au

dna strategic
ABN 41 095 588 962
www.dnastrategic.com.au
mail@dnastrategic.com.au

Delivery: Level 1, 1 Taylor Street
Mail: PO Box 356
Darlinghurst NSW 2010 Australia
Telephone: (02) 9331 8122
Fax: (02) 9331 8461
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Opposite page
Top left: concept for a prestige invitation to a
‘Christmas in July’ function at Sydney’s
Museum of Contemporary Art, hosted by
Ericsson for 200 VIP business guests. 
Client: Great Southern Events.
Bottom left: the cover of the 2002 Olympic
Opening Ceremony Program, designed in
collaboration with Ken and Camilla Done,
featured embossed and clear foil stamped
Olympic rings and simple typography on a field
of pure ‘Done’ yellow, keeping secret the
delights within. Client: SOCOG.
Top right: the marketing identity for 
Opera Australia’s 1997 production of ‘Madama
Butterfly’ and its winter season of that year,
featured a pair of painted Geisha lips and the
slogan ‘Opening Soon’. Photographer: Philip 
Le Mesurier. Client: Opera Australia.
Bottom right: the marque developed for Logan
Wines’ Australian product packaging features a
grape stained footprint, illustrated in-house by
Andrew Medhurst. See ‘case study 2: export
credits’ for the Logan Wines USA range.
Client: Logan Wines.

endpiece: the ideas business



© 2003 Design Nation Pty Ltd 
Printed on a Fuji Xerox DocuColour


