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INTRODUCTION

The second assignment of this semester was 
about creating the visual identity of a compa-
ny.   It was a group project and involved work-
ing with concepts like: target group analysis, 
communication plan, problem formulation etc. 
The tools for this project were basically Pho-
toshop and Illustrator, but we also were intro-
duced to InDesign. The purpose of the project 
was to create and develop elements of visual 
identity that in the end will be identified with the 
company.

In this case, a fictitious company, called Dream 
Tours, wished to change their visual identity in 

order to attract more clients and gain more 
market share. Our job was to come up with a 
proposal for their new visual identity as well as 
ad campaign.  Alma, Kristaps, Razvan, Line and 
Irina were the team members for this assign-
ment.

The report for this project is structured in three 
major parts. 
The first part is Analysis and Documentation, 
were we will present our choices for the design, 
colors, logotype and fonts as well as the com-
munication plan and problem formulation.

The second part, Design and Implementation, 
will be a presentation of the Visual Identity and 
will also show how the products will look in dif-
ferent media.
The last part of this report is dedicated to the 
evaluation of the project and the purpose of 
this part is to specify our learning goals as well 
as achievements as a group.
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ANALYSIS AND DOCUMENTATION

An important part of the time allocated for this project was dedicated to documentation and analysis. We started out by making a Gantt chart plan 
which helped us with allocating resources and deadlines, a problem formulation and a communication plan.
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PROBLEM FORMULATION

The company “Dreamtours” wants a new cam-
paign advertising their services. Along with this 
new campaign, they want a new visual identity, 
which will help them gain market shares.

The company specialises in customizable 
holidays and they want to move from being a 
niche company with only a small target group 
to becoming a company who provides a more 
widely used way of booking/planning a holi-
day, appealing to a much larger target group.

The company’s aim is to appeal to anyone who 

wants to plan their own holiday, no matter what 
age group and budget. 
The idea is to provide a completely customiz-
able experience suitable for any dream.

OUR APPROACH: 
As part of our documentation, we had to es-
tablish what our client’s expectations/demands 
are and how we’re going to approach them.

After brainstorming and discussing our ideas, we 
came up with the following approach:
We want to create a completely new visual 

identity for the company, including a brand 
new logo, website design and ad campaign. 
The ad campaign will include posters, newspa-
per/magazine advertisements, flyers, merchan-
dise and GO cards.
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COMMUNICATION MODEL

Once the problem formulation and the approach was in place, the next logical step was to create a communication model to determine the sender, 
the message, the media to be used, the receiver and the intended effect. 
In order to do this best, we started out by going through the 24 questions listed in the book “24 Questions” by Jan Krag Jacobsen.
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COMMUNICATION PLAN

SENDER
The main sender is the company, Dream Tours, 
who wants their message transmitted and 
heard by future customers. 

This message, created and transmitted with our 
help, is that they can make your dream come 
true in form of a personalized holiday plan. 
“You dream it - we provide it” and “Think of the 
places you can go - we will take you there”

The secondary sender is our group of five multi-
media design students. We’re the ones who will 
create the new visual identity for Dream Tours, 
and help transmit the message to the public, in 
form of a new ad campaign.

MESSAGE
The message is to communicate to people that 
a personalized holiday is within reach and that 
your dream holiday can be fulfilled with Dream 
Tours, no matter your expectations and wishes.
It is to create awareness of Dream Tours, and 
the kind of specialized service they provide. 

Dream Tours aim to communicate that tailor-
made holidays are achievable for everyone. 
Our idea is that Dream Tours offer a large 
number of destinations and several types 
of holidays. Because of the target group of 
“everyone interested in planning a customized 
holiday”, it is important that the message we 
transmit to the public, represents this idea.
Dream Tours is not just your average travel 
agency, but a travel agency who cares about 
the customer’s wishes and dreams and who is 
prepared to go to great lengths to make sure 
that every customer gets the perfect holiday 
experience, planned to the very last detail.

MEDIA
In order to have this message aired, we will or-
ganize an ad campaign focused on print and 
online media.

- Posters on busses, bus stops, train stations 
- Advertisements in newspapers and travel 
magazines

- Merchandise with company logo
- Website

Posters advertising the company should be 
produced and placed on busses, at bus stops 
and train stations. 
Advertisements should be placed in newspa-
pers and travel magazines – these ads could 
be advertising a specific holiday package or 
the kind of service that Dream Tours offer.
A new website fitting to the company’s new 
visual identity will be created.
Merchandise with the company logo should 
also be produced and available for customers.

The tools used for creating this product are Il-
lustrator, Photoshop and InDesign.
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COMMUNICATION PLAN

RECEIVER
-young working people with families 
-couples 
-single people 

As the receiver, we considered future clients 
along with the current ones.

Our target group could be young working 
people, couples or singles, which has or in-
tend to have family. It could also be students 
wanting a low-budget adventure holiday or a 
retired married couple, with adult children who 
has moved away from home long ago, want-
ing a luxurious cruise around the world.

To anyone, we offer customizable holidays, 
based on their budget and dreams.

EFFECT
The intended effect on the target group is 
to create awareness of this way of planning 
and booking your holiday. The target group 
should realize that it can be easy to plan and 
customize every step of your vacation, if you 
just receive the right guidance – which is what 
Dream Tours offer.

The purpose of this it will be not only to spread 
this message, but also to make Dream Tours 
the first choice people make when thinking 
about planning a vacation.

NOISE
When creating an elaborate marketing cam-
paign with the intended purpose of gaining 
clients and thus more market share, there will 
always be competitors creating noise.

These competitors will first of all be competing 
travel companies offering similar services as 
well as established - and perhaps also low-
cost - travel agencies who might not provide 
the same full service as Dream Tours, but who 
would be attractive to customers on a budget.

It may also be companies, with a very specific 
target group, such as adventure travels or ex-
treme sports holidays, which is also some of the 
services Dream Tours offers.
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VISUAL IDENTITY PROPOSAL

In order to create an effective campaign, the group decided that the best elements for a new visual identity would be having a brand new logo 
and a new layout for the company’s website. 

These elements will be created using new font types and colors, but at the same time making sure that the branding will stay in line with the com-
pany’s general image. 
To help us in the creative process, we used mood-boards for brainstorming and creating sketches.
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LOGO

The main idea behind the logo was to 
come up with something that would be 
easily identifiable.
Our idea was to create a logo which would 
evoke the feeling of being on holiday and 
doing something fun and exciting.

Dreaming is usually associated with looking 
to the sky or being in the sky. This is how the 
idea of a person with a parachute came 
to mind. We wanted to connect this feeling 
of freedom with the company and with the 
type product and service they offer. 

The logo was developed with the idea that 
the “D” in Dream Tours should represent 
the parachute and that this parachute 
represents the idea of “dream” holidays – a 
holiday where you get to take the trip you 
always dreamed of. 

We started out by having a quite obvious 
parachute vector illustration, but ended up 
altering it to look more like a “D”, so that 
the full word “Dream” can be read upon 
seeing the logo.



FONTS AND COLORS
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FONTS AND COLORS

FONTS
The fonts chosen for the logo are Gill Sans MT 
and Eras Medium ITC. We found it important to 
separate the two words, in order to creates a 
more visual impression of two words, as well as 
emphasise the parachute as the D in Dream. 
We also decided that the first part of the com-
pany name – Dream – as the more important of 
the two, as this is what the company provides; 
dream holidays.
Further to the two fonts, we have used Days 
and Century Gothic for the posters and adver-
tisements.
For the headers on the website, we have used 
Gill Sans MT, and the body text for the website 
is Verdana.

The reason for our choices in fonts was read-
ability for both online and print media and also 

accessibility, all font types being available and 
free of charge on the Internet.

COLORS
Besides fonts and design, another important 
element in creating a great logo is color. 

Since we have established that we wanted to 
evoke a dreamy, free-spirited kind of feeling in 
the mind of the customer, we decided that the 
best color to express that would be orange.

Orange, a secondary color, usually expresses 
warmth, energy, positivity and encourages 
socialization which is exactly what we see as 
the attributes for Dream Tours; a company with 
employees who puts all of their energy into cre-
ating the perfect dream holiday for you, who 
will respect your wishes, and treat you with the 

proper attention and care. 

For the printed media, we chose to use differ-
ent shades of the color blue. 
We mainly chose to use blue for its meaning. 
Blue not only inspires calm, serenity and con-
sistency but blue is largely associated with the 
sea and the sky, which again is associated with 
being on holiday.

Choosing this color for the ad campaign espe-
cially for print was based on the fact that it also 
inspires trustworthiness and credibility. 
We want to create the impression that the 
agency is a sincere and trustworthy company 
who treats every client and their holiday wishes 
with the same attention and importance. 



WEBSITE

WEBSITE LAYOUT
An important part of the process of creating 
the visual identity for Dream Tours was design-
ing a layout for the new website.  

We decided to go for a traditional layout style, 
where we could implement user friendly navi-
gation and search elements.
The navigation has been divided into two 
parts: a small one – placed in the upper right 

part of the page – with information about the 
company and a larger one – placed centrally 
– with search tips, dedicated to customers and 
what they would like as a dream holiday. 

We decided to split the content area into four 
major sections: 

* Search for flights – addressed to customers 
that are interested in just making travel ar-

rangements;
* Choose trip – a search tool for helping cus-
tomers with basic hints for their holiday; they 
also have the possibility of a more detailed 
search using the “Trips” button placed on the 
main menu;
* Window for registered users;
* Last minute – a section for last minute offers 
and promotions that changes every time the 
page is reloaded.
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EVALUATION

The purpose of this project was to teach us the 
connection between communication and de-
sign. We were to create a new visual identity for 
a fictive company – a travel agency specializ-
ing in custom holidays – and we were to come 
up with ways to communicate the company’s 
message to their target group.
As a group we all sat down for a brainstorm 
session on the first day, and decided on a con-
cept for the company. We all agreed that we 
weren’t going to focus on a niche target group 
for this company, but to accept the challenge 
on creating a visual identity and an ad cam-
paign which could appeal to anyone.

One of the learning goals for this project was to 
use the Adobe CS4 package, including Illustra-
tor and Photoshop but most importantly InDe-
sign.
We all had knowledge and were skilled in Il-
lustrator and Photoshop, but none of us had 
worked with InDesign previously. This project 
introduced us to InDesign, and while working 
on the design elements for the Visual Identity, 
we had lessons in how to use this program to 
design our final report.

During the process of this project, we have 
come together as a group – as this is not our 
first group project we all knew what would be 
involved and expected of us – and everyone 
has been excellent at contributing to our proj-
ect. Furthermore we have all improved our skills 
in using the different software required for both 
the planning and the production of this project.

As a group, we are very pleased with the out-
come of this project and we feel that we have 
created a Visual Identity suitable for the type of 
company that we see Dream Tours as being. 

We all went into this group expecting to im-
prove and learn from each other and we all 
agree that we have reached this goal. Every-
one has contributed and applied their knowl-
edge and we have all learned from each 
other.

Creating a Visual Identity is interesting and 
exploring ideas and trends for design is fun 
and educating and we have all really enjoyed 
embarking of this journey that this project has 
been.

We have learned a lot and are all excited to 
learn more in this area.
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POSTERS
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POSTERS
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IMPLEMENTATION
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