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BRAND! 
 

name that 
 





SORRY –  
trick question 

 
 

is the Nike LOGO,  
not their brand.  

The  



 
 

is NOT the reason  
people spend $100 on 

sneakers. 
 
  

The  



 
 

Nike didn’t build the most 
successful athletic wear 

company because of their 
logo…  

RANDOM FUN FACT: 
The designer who created the Nike swoosh was paid $35 for her logo.  
Mr. Knight, the founder of Nike told her,  

“Well, I don't love it, but maybe it 
will grow on me” 

 
 



 
 Nike didn’t build the most 

successful athletic wear 
company because of their logo…  

… and your YBK staff won’t 
create the best yearbook your 
school has ever seen because 

of a design element. 



BRAND 
 

Let’s look closer at the Nike 
 



 



 



 



 



Nike knows who they are. 
They play to their strengths. 
They clearly communicate who they 
are to their audience. 

Catchphrase: “Just Do It” 
  

Graphic: 
  

  

BRAND: 
  

  



Simon Sinek – 

"How Great Leaders Inspire Action" 



make  
WHAT DO WE DO?  

yearbook  a 



-look to pros for inspiration 
-go to camp to get everything started 

-work after school and on weekends to 
make it the best it can be 

HOW DO WE DO IT?  



WHY DO WE DO IT?  

The difference between good and great books? 
Great books start with the WHY. 



THEME 
 

It’s not just a catchphrase 
  

It’s not a graphic 
  

It’s WHY  
you do everything 

  



THEMES 
of the past 

STRONG 

CONCEPTS 
 

 Pretty covers 
 Clever 

catchphrases 
 Section spin-offs 
 

 A Cover you can judge the book by 

 Organization of your book makes sense 
for your concept 

 Typography that speaks your concepts 
“voice” 

 Design choices that are consistent with your 
concept 

 Writing style it’s not just what you say - 
but how you will say it, too 

 Coverage - both HOW and WHAT 

 All the little details - folios, index, 
reference sections… 



1995 McLean HS YBK 1996 McLean HS YBK 

before we look forward, LET’S LOOK BACK 



1995  
McLean HS YBK 
“Forever Plaid” 

1996  
McLean HS YBK 
“Beam Me Up Scottie” 



1995  
McLean HS YBK 
“Forever Plaid” 

1996  
McLean HS YBK 
“Beam Me Up Scottie” 



1995  
McLean HS YBK 
“Forever Plaid” 

1996  
McLean HS YBK 
“Beam Me Up Scottie” 



1995  
McLean HS YBK 
“Forever Plaid” 

1996  
McLean HS YBK 
“Beam Me Up Scottie” 



 

Keep your 
 

in mind as you make decisions about  
• the stories you will tell,  
• the tone you will use  
• and the visual & verbal voice your book will have 



  

Your concept tells a 



We celebrate our GROUP IDENTITY 

  

Park View HS – VA. 



We celebrate  
the INDIVIDUAL  
as part of the  
group 

  

McKinney HS – TX. 



LOCATION, LOCATION, LOCATION! 

  

Hayfield SS– VA. 



DETAILS, DETAILS, DETAILS! 

  

Loudon County HS – VA. 



We are the QUIRKY 

  

TJHSST – VA. 



We are the CHAMPIONS! 

  

Chantilly HS – VA. 



We are in TRANSITION 

  

Corning Painted Post West HS– NY. 



We defy STEREOTYPES 

  

Hayfield Secondary School - VA 



We have a great REPUTATION, a LEGACY 

  

Brentwood School– CA. 



We’re all CONNECTED 

  

Westfield High School– VA. 



CHOICES 

  

Robinson MS– VA. 



ENJOY YOUR BURRITO (live in the moment) 

  

Antelope HS– CA. 



it starts with a  CONCEPT 

you may not see it but, yeah, 
THIS IS HAPPENING 



what a  
CONCEPT! 

A COVER  
you can judge the 
book by 
 

 



what a  
CONCEPT! 
 A COVER you can 

judge the book by 
 

 

 COLORS: Bright blue, 
green, orange & purple will 
be important 

 
 DESIGN: vertical feel, 

stacked text, larger 
lowercase mixed with 
smaller all caps  
 
 TONE: Sassy, 

conversational 
 
 CONTENT: focus will be 

on the surprising moments 
 



what a CONCEPT! 

ORGANIZATION of your book that makes sense for your concept 

 
 

 cover  
 



what a CONCEPT! 

 TYPOGRAPHY that speaks your concept’s “voice” 
 

 organization 
 

 cover  
 



what a CONCEPT! 

DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
 



what a CONCEPT! 

DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
 



what a CONCEPT! 

DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
 



what a CONCEPT! 

WRITING STYLE it’s not just what you say 
- but how you will say it, too 

 

 organization 
 

 cover  
 

 typography 
 

 design 
 



what a  
CONCEPT! 
 cover 
 organization 
 typography 
 design 
 writing style 

COVERAGE - 
both HOW and 
WHAT 
 
 
 

 

MOD Coverage 



what a CONCEPT! 

COVERAGE - both HOW and WHAT 

 organization 
 

 cover  
 

 typography 
 

 design 
 

MOD Coverage 



what a CONCEPT! 

COVERAGE - both HOW and WHAT 

 organization 
 

 cover  
 

 typography 
 

 design 
 

All Coverage Device (ACD) 



what a CONCEPT! 

COVERAGE - both HOW and WHAT 

 organization 
 

 cover  
 

 typography 
 

 design 
 

All Coverage Device (ACD) 



what a CONCEPT! 

COVERAGE - both HOW and WHAT 

 organization 
 

 cover  
 

 typography 
 

 design 
 

Coverage of the UNEXPECTED 



what a CONCEPT! 

ALL THE LITTLE DETAILS - folios, index, reference sections… 

 

 organization 
 

 cover  
 

 typography 
 

 design 
 

 coverage  
 



it starts with a  CONCEPT 

Source: www.nineliondesign.com/about 



what a  
CONCEPT! 

A COVER  
you can judge the 
book by 
 

 



what a  
CONCEPT! 
 A COVER you can 

judge the book by 
 

 

 COLORS: Bright aqua, 
yellow and pink will be 
important 

 
 DESIGN: horizontal and 

vertical lines, stacked text – 
not aligned, mixed fonts (all 
caps, all lowercase, bold, italic…)  

 
 TONE: To the point 

 
 CONTENT: focus on the 

short STORIES that make up 
a long year  
 



what a CONCEPT! 
 cover 

ORGANIZATION of your book that 
makes sense for your concept 
 

 



what a  
CONCEPT! 
 cover 
 organization 

 TYPOGRAPHY 
that speaks your 
concepts “voice” 
 

 



what a CONCEPT! 

DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
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DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
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DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
 



what a  
CONCEPT! 
 cover 
 organization 
 Typography 

DESIGN 
choices that are 
consistent with 
your concept 

 
 



 



what a CONCEPT! 

DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
 



what a CONCEPT! 

DESIGN choices that are consistent with your concept 
 

 organization 
 

 cover  
 

 typography 
 



what a CONCEPT! 

WRITING STYLE it’s not just what you say - but how you will say it, too 
 

 organization 
 

 cover  
 

 typography 
 

 design 
 



what a  
CONCEPT! 
 cover 
 organization 
 typography 
 design 

WRITING 
STYLE it’s not 
just what you 
say - but how 
you will say it, 
too 
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 cover 
 organization 
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 design 

WRITING 
STYLE it’s not 
just what you 
say - but how 
you will say it, 
too 
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you will say it, 
too 
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 cover 
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 typography 
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WRITING 
STYLE it’s not 
just what you 
say - but how 
you will say it, 
too 
 
 

 



what a  
CONCEPT! 
 cover 
 organization 
 typography 
 design 

WRITING 
STYLE it’s not 
just what you 
say - but how 
you will say it, 
too 
 
 

 



what a  
CONCEPT! 
 cover 
 organization 
 typography 
 design 
 writing style 

COVERAGE - 
both HOW and 
WHAT 
 
 
 

 



what a  
CONCEPT! 
 cover 
 organization 
 typography 
 design 
 writing style 

COVERAGE - 
both HOW and 
WHAT 
 
 
 

 



what a  
CONCEPT! 
 cover 
 organization 
 typography 
 design 
 writing style 

COVERAGE - 
both HOW and 
WHAT 
 
 
 

 



what a CONCEPT! 
 organization 
 

 cover  
 

 typography 
 

 design 
 

 writing style 
 ALL THE LITTLE DETAILS - folios, index, reference sections… 

 

Headline Design 



what a CONCEPT! 
 organization 
 

 cover  
 

 typography 
 

 design 
 

 writing style 
 ALL THE LITTLE DETAILS - folios, index, reference sections… 

 

Index Design & Coverage 



THEME 
 

steps for moving forward 



THEME: steps for moving forward 

 
 

#1: know the STORY 
you want to tell 

#2: use your theme to 
make VISUAL, VERBAL & 

COVERAGE decisions 



THANK 
YOU! 

 



Why? How? What? This little idea explains why some organizations and some leaders are able to 
inspire where others aren't. Let me define the terms really quickly. Every single person, every single 
organization on the planet knows what they do, 100 percent. Some know how they do it, whether you 
call it your differentiated value proposition or your proprietary process or your USP. But very, very few 
people or organizations know why they do what they do. And by "why" I don't mean "to make a 
profit."That's a result. It's always a result. By "why," I mean: What's your purpose? What's your cause? 
What's your belief? Why does your organization exist? Why do you get out of bed in the 
morning? And why should anyone care? Well, as a result, the way we think, the way we act, the way 
we communicate is from the outside in. It's obvious. We go from the clearest thing to the fuzziest 
thing. But the inspired leaders and the inspired organizations -- regardless of their size, regardless of 
their industry -- all think, act and communicate from the inside out. 
3:13Let me give you an example. I use Apple because they're easy to understand and everybody gets 
it. If Apple were like everyone else, a marketing message from them might sound like this: "We make 
great computers. They're beautifully designed, simple to use and user friendly. Want to buy one?" 
"Meh." And that's how most of us communicate. That's how most marketing is done, that's how most 
sales is doneand that's how most of us communicate interpersonally. We say what we do, we say how 
we're different or how we're better and we expect some sort of a behavior, a purchase, a vote, 
something like that. Here's our new law firm: We have the best lawyers with the biggest clients, we 
always perform for our clients who do business with us. Here's our new car: It gets great gas mileage, it 
has leather seats, buy our car. But it's uninspiring. 
4:00Here's how Apple actually communicates. "Everything we do, we believe in challenging the status 
quo.We believe in thinking differently. The way we challenge the status quo is by making our products 
beautifully designed, simple to use and user friendly. We just happen to make great computers. Want to 
buy one?" Totally different right? You're ready to buy a computer from me. All I did was reverse the 
order of the information. What it proves to us is that people don't buy what you do; people buy why 
you do it. People don't buy what you do; they buy why you do it. 

 



4:36This explains why every single person in this room is perfectly comfortable buying a computer from 
Apple. But we're also perfectly comfortable buying an MP3 player from Apple, or a phone from Apple,or a 
DVR from Apple. But, as I said before, Apple's just a computer company. There's nothing that distinguishes 
them structurally from any of their competitors. Their competitors are all equally qualified to make all of these 
products. In fact, they tried. A few years ago, Gateway came out with flat screen TVs. They're eminently 
qualified to make flat screen TVs. They've been making flat screen monitors for years. Nobody bought one. Dell 
came out with MP3 players and PDAs, and they make great quality products, and they can make perfectly well-
designed products -- and nobody bought one. In fact, talking about it now, we can't even imagine buying an 
MP3 player from Dell. Why would you buy an MP3 player from a computer company? But we do it every 
day. People don't buy what you do; they buy why you do it. The goal is not to do business with everybody who 
needs what you have. The goal is to do business with people who believe what you believe. Here's the best 
part: 
5:49None of what I'm telling you is my opinion. It's all grounded in the tenets of biology. Not psychology, 
biology. If you look at a cross-section of the human brain, looking from the top down, what you see is the human 
brain is actually broken into three major components that correlate perfectly with the golden circle. Our newest 
brain, our Homo sapien brain, our neocortex, corresponds with the "what" level. The neocortex is responsible 
for all of our rational and analytical thought and language. The middle two sections make up our limbic 
brains, and our limbic brains are responsible for all of our feelings, like trust and loyalty. It's also responsible for 
all human behavior, all decision-making, and it has no capacity for language. 
6:35In other words, when we communicate from the outside in, yes, people can understand vast amounts of 
complicated information like features and benefits and facts and figures. It just doesn't drive behavior. When we 
can communicate from the inside out, we're talking directly to the part of the brainthat controls behavior, and 
then we allow people to rationalize it with the tangible things we say and do.This is where gut decisions come 
from. You know, sometimes you can give somebody all the facts and figures, and they say, "I know what all the 
facts and details say, but it just doesn't feel right." Why would we use that verb, it doesn't "feel" right? Because 
the part of the brain that controls decision-makingdoesn't control language. And the best we can muster up is, "I 
don't know. It just doesn't feel right." Or sometimes you say you're leading with your heart, or you're leading 
with your soul. Well, I hate to break it to you, those aren't other body parts controlling your behavior. It's all 
happening here in your limbic brain, the part of the brain that controls decision-making and not language. 
7:29But if you don't know why you do what you do, and people respond to why you do what you do, then how 
will you ever get people to vote for you, or buy something from you, or, more importantly, be loyaland want to 
be a part of what it is that you do. Again, the goal is not just to sell to people who need what you have; the 
goal is to sell to people who believe what you believe. The goal is not just to hire peoplewho need a job; it's to 
hire people who believe what you believe. I always say that, you know, if you hire people just because they can 
do a job, they'll work for your money, but if you hire people who believe what you believe, they'll work for you 
with blood and sweat and tears. 
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