Observational writing
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Figure 1: Hive Mind mead, (2025), Hive Mind Facebook page

The first of the three areas I have decided to focus on while looking at this design is the typeface implemented in the logo. I will be utilizing concepts from Barthes (1972) theory of myth to highlight the denotative and connotative aspects of the structure used to create the words HIVE MIND. The first thing to say about the typeface would be the denotation of the lettering. On the surface layer the words appear big, bold and black. This feeds into the connotative side where this prominence and structure give them confidence and unity as well as helping them to stand out and be seen. The thick black lines and capital letters also enforce this same message adding to the overall readability of the design. This sense of structure and unity is purposeful as it could be associated with bee hives and their similar methodical, efficient way of looking.  At the level of myth, the hand-crafted lettering points to the idea that HIVE MIND Meadery represents authentic, communal craftsmanship.
Moving on from the appearance of the type we can also appreciate the effort and thoughts behind the name itself. To do this I will be referencing Saussure’s (1916) theory of semiotics to help take apart just how associations are made from the words themselves. The signifier in this case is the form of the word HIVE MIND. The associations from this word instantly draw to ideas of a collective consciousness and its links with insects like bees. Furthermore, in relation to the brand itself (a small valley mead brewery) there are also significations in the feeling of connection through the work of bees and how supporting the business almost makes you part of the ‘hive mind’. Through Cultural associations this pairing also evokes imagery of bees working harmoniously, aligning with the brand’s identity as a Meadery that draws on natural, communal associations. This in turn does an excellent job of linking the product to the consumer and making it feel almost like a ‘club’ where you are enjoying the work of the bees, nature and its ethical produce. 
Finally, the last area I will touch upon in this design is the colour and texture. Chandler (2017) has a similar stance to both Saussure and Varthe in that we make sense of visual signs through codes and systems of meaning that are learned culturally. He argues that audiences interpret visual elements through culturally established codes, in this case allowing the hand-crafted feel of the lettering to connote authenticity. This suggests the mead is handmade or natural rather than mass-produced and signals to craftsmanship being at the heart of the brand. 
When I first viewed this logo, I was attracted to the rustic, natural, almost printed feel to it. I loved how it was so unique and seemed to fit so well with what I saw as their brand identity. Following this semiotic analysis, I can now see how and why this use of texture attracted me to the brand and helped me to subconsciously understand who they are and what they stand for as a brand. Additionally, my understanding of the meaning behind the words has shifted from a simple connection to a deep understanding as to exactly why ‘hive mind’ became the name of their brand and how it connects people to them, their work and passion for like-mindedness.
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Illustrations
Figure 1: Kingdom and sparrow (2023) Hive Mind mead and brew co. https://www.facebook.com/hivemindmead/ (accessed 3.11.25)

Manifesto
My Manifesto:
1. Always work towards an open mind
2. Find balance in all that you do
3. Stay true to yourself
4. If in doubt; Breathe
5. Experimentation is always learning
6. The truest form of human expression is art
7. Find your comfort zone, then run as far away as you can from it
8. In a world often caught in up chaos and ignorance, choose to listen

Always work towards an open mind
I truly believe open mindedness is one of, if not the most important skill that you can learn to practice in life. I find myself trying to utilize this skill in every day of my life, whether it be in relation to others and their views, in regard to my work, or how I experience the world around me. Paula Scher is an artist/ designer who stood out to me when further looking into the idea of open mindedness in work and life as her beliefs and thought processes are like my own. Scher has described creativity not as a rigid formula, but as the ability to be open to ideas from “all kinds of places.” She wrote designing well “is being able to have an open mind about something.” (Scher, 2017, p. 67). This is a belief that deeply resonates with me as having the ability to work freely and open mindedly is where creativity can really shine. This is also evident in her own work such as Figure 2 shown below. There are few to none design rules present, yet her work is nonetheless punchy, inspiring and visually brilliant.
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Figure 2: Paula Scher works (special edition), (2017), The Print Arkive

Find balance in all that you do
Balance is something every human on this planet should strive towards. It is prevalent in every single aspect of our entire universe and us as humans are no exception. Seeking balance in your life will lead to consistent happiness and contentment in a way nothing else can provide. I bring this application of balance into as many aspects of my life as I possibly can, my art and work as a graphic designer being one of those things. Bruno Munari is an artist who shares a similar thought process to my own and finds himself embodying balance in much of his work. He often writes in relation to balance, “The designer must find the point where everything is in its place, where nothing is too much and nothing is missing.” (Munari, 1966, p. 104). I found his work with faces (as seen below) to be ingenious. He draws on the knowledge that the human mind is always looking for faces and seeing just how far it can be taken is by removing all unnecessary elements to create a form of balance.
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Figure 3: Bruno Munari, fantasy as an exact science, (1966), Pinterest

The truest form of human expression is art
I believe the complexity of the human species and mind points to art being the rawest and most true form of expression that we can create. Art is freeing, beautiful, and intrinsic. Its only real purpose is unfiltered self-expression and an excuse to let your imagination run wild. Art is a feeling, a response to the intricacy of the human brain and every single person can create it with any amount of experience. Kandinsky argues that “art is the language of the soul” (Kandinsky, 1912, p. 24). This is a belief that I share with Kandinsky, along with the premise that art is a direct extension of inner emotion and that colour and shape communicate feelings language cannot. I believe the reason humans even invented art was because there is no other way to express one's inner self than thorough the uniqueness of art. Not only that but this reflection of inner identity is perfectly presented with Kandinsky's work as seen below, there is an innate feel about it, almost childlike in colour and form but tied together with balance and structure that elevates it to a higher level. 
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Figure 4: Wassily Kandinsky, Circles in a circle, (1923), King and McGaw
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Figure 2: Paula Scher, (2017), Paula Scher: Works (special edition), Available at: 
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Practice based writing
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Figure 5: Goat branding, Tavian James, A level coursework

This is one of my favourite pieces of work that I have created to date which is why it became the instant choice when deciding on a design to write about for this section. My brief was to create a brand that linked to me, my hobbies, and interests. I settled on an outdoor apparel company that I named ‘GOAT’ to create a multitude of branding for. During my design process this was one of the logos that I came up with that combines the name of my company with the head of a goat. 
[bookmark: _Int_ocW2e2cp]When creating this logo, I was keen to embody a sense of confidence, intention and personality. To do this I incorporated consistent bold black lines that distil dependability and trust. In turn this enhanced the certainty behind the design and helped it to appear prominent and daring. Another aspect I had in mind during the creation of this logo was to form a fluid connection between the letters and imagery that they created. Wally Olins said, “A brand is simply an organisation, or a product, or a service with a personality… something that people can relate to.” Olins (2008, p. 16). To refine this personality, I had to keep in mind that falling out of balance would either sacrifice the legibility of the word or the recognisability of the goat head. Finding this middle ground took much trial and error however I feel the outcome successfully reflects Olins belief of a brand needing a strong personality to be related to.  
“Typography is the craft of endowing human language with a visual form.” Bierut (2015, p. 25). This is a quite from Michael Bierut, a Master of Graphic Design who links perfectly to my process of creating this logo. He believes typography is where words become sensory, where their tone, personality, and emotional weight become visible. Giving words a personality is exactly what I hoped to achieve in the creation of this logo, and I feel as though I did just that. Paula Scher is another designer who believes in the significance of type and its ability to create whole new forms, she wrote “Typography is painting with words.” Scher (2002, p. 131). This is such a beautiful way to describe the limitless possibilities of type and its ability to come in so many forms, shapes and sizes. I really wanted my logo to be fluid and logical in its creation and painting with words is exactly how I would describe my thought process.
Overall, I feel this intricate attention to detail made for a strong, successful logo that holds a strong sense of personality, legibility and fluidity. There are few things I would do to change this logo even with the further knowledge I have gained in the years since its creation. However, if I was to have another look at improving this logo there is one area I would revisit, that being the eyes. I conducted much research on goats in this project and one of the key pieces of information that was carried through into many of my other logo ideas was the recognisable rectangular pupils that goats have. I feel as though this was a missed opportunity to further enhance the recognisability of the imagery as well as improve the legibility of the letter O.
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Illustrations
Figure 5: Tavian James, (2023), Goat, (accessed 29.11.25)
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