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The graphic design industry is one of the world’s most vibrant and growing creative sectors. Valued at over $50 billion globally, this field plays a crucial role in how we communicate, connect and build brands. More than that, it’s an art form in its own right, connected to the changing story of human communication, stylistic movements, visual arts and
boundary-breaking artists through history.This industry has been shaped by a range of artists and creators, including famous graphic designers from the early 20th century whose work still influences visual communication trends. At Superside, we know this legacy well. We work with the world's top 1% creative talent—designers who live and breathe
this craft, and push visual boundaries every day. Their work builds on a century of design excellence while shaping what’s next.So, who inspired us?Let’s look back at the most influential graphic designers in history—those who redefined visual communication—and meet the modern icons our Supersiders admire most.The secret ingredients of famous
graphic designersWhat makes a famous graphic designer? There’s no single magic formula, but all the top graphic designers on our list have pushed design boundaries in their own ways. Some bring radical new innovations, while others slowly change design culture through long careers and iterative contributions to the field. Many top graphic
designers have broken boundaries simply by being who they are, in a field historically dominated by white males in Europe and the United States.Whether through iconic logos, timeless fonts or digital-first branding, the best designers push boundaries, reflect the times and leave a lasting mark.The famous graphic designers on our list do have a few
things in common, though. If you’'re hoping to follow in the footsteps of the greats, you might want to pay attention to these points.1. Iconic works and designsGraphic designers often achieve fame and lasting influence by creating a truly iconic design or body of work. This design might, for example, be a corporate logo or typographic design, such as
Paul Rand’s famous 1950s IBM logo or Max Miedinger’s Helvetica font. Others have shaped contemporary design via album covers, innovative magazine design or packaging design.Some designers’ lasting influence comes from a general approach to their work that becomes iconic. Alvin Lustig was one of the first famous graphic designers to treat
book cover design as an art form, while April Greiman was one of the earliest contemporary designers to use computers in graphics at a time when this was still highly uncommon.2. Innovative and unique styleFor lasting fame in the design world, you need a unique style that sets you apart. This element is as true in the past as it is today.Aaron
Douglas, for example, was a notable African American designer in the 1930s, known for using Art Deco and Ancient Egyptian stylistic influences to create a unique visual language. Today, the work of famous graphic designers like Morag Myerscough is immediately recognizable by their distinctive use of color, space and unique experiential
approach.3. Social media influence and visibilityToday, graphic design recognition isn’t just built in studios—it’s built online:Social media platforms like Instagram and Pinterest let designers showcase their work to global audiences.Viral visuals and shareable content now shape branding as much as traditional campaigns.A strong personal brand and
authentic voice can launch a designer into the spotlight overnight.Modern fame requires modern tools. Designers today must be creators and creative strategists.Subscribe to our newsletterJoin our community of 60,000+ who regularly receive the best in design and marketing content.5 top graphic designers chosen by SupersidersAs global leaders in
graphic design, including advertising design, illustration, motion graphics, videography and branding, Superside’s creative team has unique insight into the best graphic designers working today.I asked our talented team to share their top graphic design heroes and tell us why they love these icons’ work.1. Jessica WalshJessica Walsh has run her
studio, &Walsh, in New York City since 2019. Her illustrious career includes seven years partnering with Stefan Sagmeister as Sagmeister & Walsh.This designer is known for her fearless use of color and a cutting-edge, surrealist aesthetic, as well as her activism and support for women and non-binary people in design.2. Jon ContinoJon Contino is a
New York-based contemporary graphic designer with a unique style that combines historical design aesthetics, street art and hand-drawn lettering. He runs his own studio and boasts an impressive client list. Contino has received several awards in the U.S. and abroad.3. Timothy GoodmanTimothy Goodman is a graphic designer and artist who has
shaped the design industry through his work with major brands.He combines typography with illustration in a vibrant style reminiscent of Keith Haring’s Pop Art masterpieces of the 1980s. He’s also known for his viral collaboration with Jessica Walsh, 40 Days of Dating. Goodman held his first solo gallery exhibition at the Richard Taittinger Gallery in
2021.4. Camille Anne FerreolCamille Anne Ferreol is a Filipino designer currently based in Boston and working as an associate creative director at Right Left Agency. Here, she plays a key role in marketing, branding and book design.Camille’s ability to use her design skills to create warm, accessible yet modern brand identities makes her one of the
Superside team’s top young rising designers to watch. 5. Mike PerryMike Perry is an Emmy Award-winning graphic designer, illustrator and animator. He’s been running his Brooklyn-based studio since 2006 and is known for his playful use of color. Perry also loves playing with patterns, types and typography.In addition to his commercial work, Mike
has participated in over 40 group and solo exhibitions and several public art installations worldwide. The 20 most influential graphic designers of all timeThe term “graphic design” didn’t become commonplace until around the 1950s. Early graphic designers were sometimes called “commercial artists,” while visual communication in advertising was
seen as secondary to text until surprisingly recently.Today, thanks to many of the pioneers on this list, graphic design is a crucial element of contemporary marketing and communication strategies.6. Saul BassSaul Bass (1919-1996), one of the 20th century’s most famous graphic designers, created some of the top iconic movie posters and title
sequences of the 1950s. If you’'ve seen Hollywood classics like Psycho, The Man With the Golden Arm, and North by Northwest, you’ll be familiar with his work. Bass was one of the first designers to move away from garish portraits of stars on film posters, pioneering a new, simplified, minimal style with organic forms and fluid hand-lettering. He also
designed well-known logos for brands such as Kleenex and AT&T.7. Cipe PinelesCipe Pineles (1908-1991) made her name in magazine design at a time when men dominated the profession. From 1937, she was an art director at Glamour. She subsequently moved on to Seventeen, Charm and Mademoiselle. Unusually for the 1940s and 50s, Pineles was
a lover of modern art and often commissioned magazine artwork from painters such as Ben Shahn, Lucille Corcos and Andy Warhol. In 1943, Cipe became the first woman admitted to the New York Art Directors’ Club and the first woman inducted into the Art Directors Hall of Fame.8. Charles DawsonCharles Dawson (1889-1981) was a Chicago-based
commercial artist who worked in the 1920s and 30s. As one of the few Black professional designers of the early 20th century, he faced racism and exclusion, including, at times, the denial of credit for his work. Nonetheless, he became a well-known commercial and editorial illustrator, working on product illustrations, posters and more. Dawson was
the only Black artist included in the Century of Progress Fair held in Chicago in 1933-34. He also designed and self-published a book of linocut portraits, ABCs of Great Negroes, celebrating the achievements of Black and African leaders.9. Lester BeallLester Beall (1903-1969) was a self-taught graphic designer who pioneered using visual design as a
primary communication tool in advertising and marketing.Before the 1930s, visual imagery usually came second to text in commercial design, and Beall’s use of strong, clear iconography and color was a radical departure.Among Beall’s best-known works is a remarkable set of posters promoting the Rural Electrification Administration’s campaign to
bring electricity to rural United States.10. Paul RandPaul Rand (1914-1996) was the art director and graphic designer who created some of the best-known American brand designs of the 20th century. His legacy of corporate logo designs includes iconic work for IBM, UPS, Enron, Westinghouse and ABC. Rand was one of the earliest proponents in the
U.S. of the International Typographic Style, a modernist-inspired movement that profoundly influenced midcentury graphic design. Rand was known for his simple, clean, impactful corporate identity design approach. Variations on many of his original logos are still in use today.11. Abram Games“Maximum meaning, minimum means.”This was British
designer Abram Games’ (1914-1996) graphic design philosophy.Games built his name creating over 100 official posters during the Second World War. His style was unique for the time, using gradients, flat color planes and minimalist geometric shapes and stencils to drum up support for Britain’s wartime efforts. He went on to an illustrious career in
commercial, television and book design.12. Alvin LustigAlvin Lustig (1915-1955) is best known for his cutting-edge book designs, revolutionizing the appearance of book covers in the 1940s.At the time, the most common approach to book design was to supply one image, often garish or overly literal, summarizing the book’s contents. Lustig’s
approach was to read the book and translate its content, style and atmosphere into a unique design.He was strongly influenced by Modernist art movements such as the Bauhaus movement. Although Lustig died prematurely at just 40, his simplified shapes, flat colors and clean typography continue to influence graphic design today.13. Jacqueline
CaseyJacqueline Casey (1927-1992) was an American graphic artist and poster designer best known for her work with the Massachusetts Institute of Technology (MIT) from 1955-1989. She was strongly influenced by the Swiss design style she first encountered while working with Swiss designer Thérese Moll. Casey was known for her precise
technical execution and intelligent use of design parameters such as the grid. Despite her tendency towards visual minimalism, she loved wordplay and visual puns and often incorporated these elements into her designs.14. Massimo Vignelliltalian graphic designer Massimo Vignelli (1931-2014) co-founded Vignelli Associates with his wife, Lella, in
1971. Initially trained in architecture, he moved to New York in 1966 and headed up the New York branch of Unimark International.At Unimark, Vignelli produced his most enduring and famous design: An abstracted, geometric map of the New York City Subway system. The new map was easy for commuters to understand and follow, liberated from
the literal representation of the city above ground.He was committed to the idea that good design always involved understanding the user's true needs.15. Milton GlaserMilton Glaser’s (1929-2020) most enduring legacy is his famous “I ® NY” logo of the 1970s, which still adorns posters, mugs, tourist T-shirts and more.Glaser and three friends
founded Push Pin Studios in New York in 1954. Over the next twenty years, the firm grew into one of the city’s most respected graphic design firms.Beyond the iconic logo, Glaser is known for his poster design: He created over 400 posters, displaying his love of psychedelic color, silhouette and bold outlines.16. Ikko Tanakalkko Tanaka (1930-2002) is
widely considered the “father of Japanese graphic design.”Tanaka combined his deep knowledge of Japanese calligraphy and aesthetics with Western-style geometric images and bright colors, creating a uniquely modern hybrid style.He often worked with fashion designers, including Hanae Mori, Kenzo, Issey Miyake, and with the Japanese homeware
brand Muji. Tanak is also known for his book and poster design, often using text and typography as a graphic medium.17. Alan FletcherBritish graphic designer Alan Fletcher (1931-2006) founded the studio Fletcher/Forbes/Gill in 1962, later becoming the global design superpower Pentagram.Fletcher was responsible for some of the previous
century’s iconic brand identities, including boundary-pushing work for Penguin Books, Pirelli, the Victoria & Albert Museum and Reuters. His work for Penguin Books in the 1960s, in particular, shaped a brand identity for the publisher that remains instantly recognizable today.18. Sheila Levrant de BrettenvilleSheila Levrant de Brettenville (b. 1940)
is one of the most influential feminist graphic designers of the 20th century. In 1971, she founded CalArts’ first dedicated design program for women. She was also one of the co-founders of the Women’s Building in Los Angeles, which was dedicated to feminist art production and education. In 1990, she became director of the Yale University Graduate
Program in Graphic Design and was the first woman ever to receive tenure at the Yale University School of Art.19. Archie BostonArchie Boston (b. 1943) is a trailblazing graphic designer and educator. Based in Los Angeles, he established Archie Boston Graphic Design in the 1970s and was the first Black designer elected president of the Los Angeles
Art Directors’ Club. He was also the first Black designer to receive the American Institute for Graphic Arts (AIGA) Fellows Award in 2007.Boston is known for designs with courageous, hard-hitting messages that don’t shy away from the realities of racism and discrimination, often with a touch of dry humor.20. Paula ScherAmerican graphic designer
and painter Paula Scher (b. 1948) joined design powerhouse Pentagram in 1991, becoming the firm'’s first female principal. She’s worked on major branding projects for Bloomberg, Microsoft, The New School, the Museum of Modern Art, the Metropolitan Opera, the New York City Ballet, The Public Theater and many other cultural and corporate
clients.With an instantly recognizable, accessible design style, she is known as a “master conjurer of the instantly familiar.” She’s received multiple prestigious awards and honors, including being inducted into the Art Directors Club Hall of Fame in 1998 and the AIGA Medal in 2001.21. Sylvia HarrisSylvia Harris (1953-2011) was an American graphic
designer deeply committed to social impact and improving public life. Her experiences of growing up as a Black woman in the 1960s shaped her commitment to social justice and a desire to use design for social good. She founded Sylvia Harris LLC in 1994, later renamed Citizen Research and Design, focusing on using design to solve problems. In
2014, she was posthumously awarded the AIGA Medal for her contribution to graphic design.22. Susan Karelf you’ve ever touched a computer, you're familiar with the work of Susan Kare (b.1954). Between 1983 and 1986, Kare designed screen graphics, icons and typefaces for Apple, setting the parameters for icon and user interface (UI) design for
decades to come.Her design work contributed significantly to creating early personal computer interfaces that were accessible, intuitive and fun.23. David CarsonDavid Carson (b.1955) is an American designer whose design approach breaks all the rules. Throughout his career, he’s defied the established rules about grids, image placement and
consistency to create a uniquely deconstructed style. Carson’s work for iconic 90s music and culture magazine RayGun and other clients continues to influence countercultural design trends. In 2014, he was honored with an AIGA Gold Medal.24. Peter SavilleFrom the same generation as David Carson, British designer Peter Saville (b.1955) is best
known for his album cover designs. His designs for Factory Records visually defined much of the great music of the 1970s and 80s. His work for bands like Pulp, New Order, Suede and Joy Division stands out.Carson’s astronomy-inspired cover for Joy Division’s Unknown Pleasures (1979) remains iconic, appearing on posters, tattoos, clothing and
animations.25. Gail AndersonGail Anderson (b.1962) is best known for her creative use of typography as a graphic design element.She was the creative director at SpotCo from 2002-2010, where she created theater-oriented work, including playbills, posters and book covers. In 2013, she was commissioned to produce the commemorative postage
stamp for the 150th anniversary of the Emancipation Proclamation.Anderson has received major awards from the Type Directors Club, the Art Directors Club, Graphis, Communication Arts, Print and the Society of Publication Designers. In 2008, she received a Lifetime Achievement Award from AIGA. Explore Superside's full range of design
capabilities with creative examples of our work for clients, like Amazon, Salesforce and Puma. Although Fred Woodward, Alan Fletcher, Bob Gill and Paula Scher might be the obvious ones to follow or research, at Shillington, we think it's also good to draw inspiration from the latest talent. Whether you’re moved by the Mavericks that challenge the
norm or designers with their distinctive flair, here’s an expert’s view, a ‘who’s who’ that every novice graphic designer should know. 1. Kati Forner Kati Forner is a Los Angeles-based designer with over 12 years of experience in print, digital design and production. She began her professional career in Chicago, working with several innovative
agencies. Five years ago, she launched her creative studio in LA where they’ve since developed comprehensive identities for beauty, fashion and lifestyle brands. Her style is minimalist and elegant, and we especially love her recent editorial design for Victoria Will. Kati Forner's book design for Victoria Will Currently working in Amsterdam, Marta
Veludo is inspired by pop culture, folk art, pound shops and Tumblr, fascinated by inventions, colour, movement and compositions. Whether in the digital realm or on a three-dimensional scale, she combines different disciplines and mediums to build engaging experiences. Clients include Adidas, Reebok, LEGO and Vice. A recent highlight project was
her redesign for the "all the time" Staples primary school black book, commissioned by Staples and Departamento.com. Marta Veludo's design for Staples and Departamento.com Aries Moross is an art director, illustrator and graphic designer. Their work spans art direction, moving imagery, typography and illustration. In 2012, Kate founded Studio
Moross, a London-based multidisciplinary design company as an expansion upon their work and a way to collaborate with other creatives. We love their recent live mural at Uniqlo's flagship store on London's Oxford Street. 4. Alex Trochut Born in Barcelona, Alex Trochut established his design studio in his home city before relocating to New York.
Through his design, illustration and typographic practice, he has developed an expressive visual style that has attracted the attention of clients such as Coca-Cola, Nike and Apple. He recently lectured at Shillington in New York too. Expect to see a lot more of Alex on the scene. Alex Trochut for Coca-Cola Gabby Lord is an Australian designer and art
director, living in Berlin. Passionate about design for both print and screen, she works on a diverse range of projects for brands such as Jetstar, Qantas and Red Bull Music Academy. Aside from her work, she also spends a lot of time writing a weekly newsletter called OMGLORD - one we'd highly recommend subscribing to. Gabby Lord's work for
Mahlo Brunch Bar Leta Sobierajski is an independent designer and art director based in New York City combining traditional graphic design elements with photography, art, and styling to create utterly unique visuals. Her work is incredibly diverse, ranging from conventional identities to brilliantly bizarre compositions. As of October 2016, Leta
began a design studio with her husband and collaborator, Wade Jeffree, in which they focus their great eye on projects ranging from branding, art direction, installation, to video. Her Instagram feed alone is worth a follow. 7. Ben ]J. Crick Originally from Australia, Ben J. Crick is now based in New York City, working on everything from small passion
projects to branding and identity systems for brands as big as Spotify and Coca-Cola. Design Week named his work with Collins for Spotify as some of the most globally defining to date. Ben ]J. Crick's work with Collins for Spotify Annie Atkins specialises in graphics for filmmaking, which means that she makes any graphic pieces outlined by a period
film script. Like postage stamps and banknotes to help create Wes Anderson’s fictional State of Zubrowka or shopfront signs and fake passports for Steven Spielberg’s New York. Work by Annie Atkins for Wes Anderson's The Grand Budapest Hotel Based in Austin, Texas, Will Bryant's work is full of humour, fun and positivity. With clients ranging
from Nickelodeon, Dropbox and Google, his illustrations and installations are bursting with colour. We loved his limited edition artist series for Shacksbury Cider. Will Bryant's limited edition artist series for Shacksbury Cider Frank Chimero is a designer, illustrator, and author working as a visual partner across branding, publication, and digital
projects. Aside from recognition from Print Magazine and The New Yorker, in 2012, he wrote and published The Shape of Design, a little, philosophical handbook about making things for other people. The book is in classrooms around the world, but its message has found a home in all kinds of creative disciplines, from chefs to woodworkers. Frank
Chimero's work for Abstract Ben Grandgenett is a Brooklyn-based graphic designer and art director, born and raised in Nebraska. He graduated from The School of Visual Arts in 2013 and is currently the Deputy Art Director at The New York Times Magazine. Ben Grandgenett's recent work for The New York Times Morag Myerscough is the award-
winning brains behind Studio Myerscough, which she founded in 1993, and one of the UK's most prolific designers. Combining traditional graphic design and typography with craft, her work is always bold and eclectic, often eccentric. She has designed many exhibits for London's Design Museum, including its only permanent one. Morag
Myerscough's installation for the Design Museum. Photography © Gareth Gardner Chip Kidd is an award-winning graphic designer and writer based in New York. His groundbreaking book jacket designs for Alfred A. Knopf are most notable. And he's worked with hundreds of other writers, including John Updike, Katharine Hepburn, Cormac
McCarthy, Henry Louis Gates Jr., James Ellroy, Karen Russell, Michael Crichton, David Sedaris, Sharon Olds, Orhan Pamuk, Paul Simon, Neil Gaiman, and Haruki Murakami. His first novel, The Cheese Monkeys, was a national bestseller. His most recent book, Go: A Kidd’s Guide to Graphic Design is the first book to teach graphic design to children
and has over 60,000 copies in print. Chip Kidd's book, Go: A Kidd’s Guide to Graphic Design Llew Mejia is an illustrator skilled in hand-drawn illustration, pattern and print, packaging, branding, and computer-generated illustration. In his younger years, his family travelled back and forth between Mexico and the Southwestern United States. As a
result, he is bilingual and has a unique perspective on American as well as Mexican culture. Clients include Apple, Google, Starbucks and Nike. Llew Mejia's illustration work for Red Bull Jessica Walsh is a designer and art director working as a partner at NYC based design firm Sagmeister & Walsh. She lectures about design at creative conferences
and universities internationally. She teaches design and typography at The School of Visual Arts in NYC. Her work has won numerous awards, and her impressive client list features Jay-Z, Museum of Modern Art and The New York Times. We love her visual identity for Milly, the fashion brand founded by designer Michelle Smith. Jessica Walsh's
identity for Milly Elana Schlenker collaborates with brands of all sizes, specialising in visual identities, interactive work and printed matter. Select clients include The New Yorker, Princeton Architectural Press and Condé Nast. Aside from her commissioned projects, Elana publishes Gratuitous Type, an occasional magazine of graphic design featuring
interviews and projects from leading creatives, and she runs Less Than 100, a travelling pop up shop dedicated to achieving gender wage parity. Reverberations exhibition catalogue design by Elana Schlenker Hom Sweet Hom is the studio of Lauren Hom, a designer and letterer based in Detroit. Known for her bright colour palettes and playful
letterforms, Lauren has created work for clients like Starbucks, Google and YouTube. And her work has been recognised by Communication Arts, the Type Directors Club, and the Webby Awards. Lauren is also the author of the popular blog and book Daily Dishonesty. Typography poster design by Lauren Hom Jessica Hische is a lettering artist and
author with a "tendency to overshare and a penchant for procrasti-working." Currently based in San Francisco where she shares a studio with fellow lettering artist Erik Marinovich, she has just launched a new book entitled Tomorrow I'll Be Brave in partnership with Penguin Workshop. We love her new identity for Oddfellows, a design and
animation studio based in San Francisco and Portland. Jessica Hische's recent identity for Oddfellows Timothy Goodman is a designer, illustrator and author. His art and words have populated walls, buildings, packaging, cars, people, shoes, clothing, book jackets, magazine covers and galleries all over the world. Clients include Google, Samsung,
Uniqglo and Netflix, to name just a few. And he has also recently launched his global collection of clothing with Uniqlo. 20. Mike Kus Mike Kus is a UK based designer, specialising in branding, graphic design, illustration and photography. He has a worldwide client roster, and his work is often featured in design-related publications. Mike is also a
regular speaker at design and tech conferences. We loved his project for Getty Images, where he designed a set of three posters exploring the design possibilities of combining imagery with graphic design and typography. Poster designs for Getty Images by Mike Kus The #1 email marketing and automations platform* that recommends ways to get
more opens, clicks, and sales. Discover the creative geniuses behind legendary logos! Explore 10 top logo designers who crafted visual identities that transformed global brands.10 Logo Designers Who Shaped the World's Most Iconic BrandsHave you ever wondered who's behind those unforgettable logos you see daily?You know, the ones that make
you go, “Blimey, that's clever!”Well, buckle up because we're about to dive into the world of logo design royalty.These aren't just your run-of-the-mill doodlers. Oh no.These are the creme de la créme, the big cheeses, the... well, you get the idea.l remember when I first started Inkbot Design. I was a wide-eyed newbie, dreaming of creating logos that
would stand the test of time.Little did I know, I was following in the footsteps of giants.So, without further ado, let's meet the maestros who've been painting the corporate world in vivid hues for decades. TL;DR: Discover the top 10 logo designers who've left an indelible mark on branding history. From Paul Rand's IBM masterpiece to Paula Scher's
Citibank revolution, these creative geniuses have shaped the visual identities of the world's biggest brands. Learn about their best works, design philosophies, and how their innovations influence modern logo design.If logo design were a mafia, Paul Rand wouldn't just be in the game—he'd run it. Picture Don Corleone with a sketchpad instead of a
Tommy gun, crafting visual identities with the same precision the mob plans a heist. No horse heads here—just the undeniable influence of a man who transformed corporate branding into an art form.Sale Paul Rand: A Designer's Art Hardcover BookEnglish (Publication Language)256 Pages - 11/15/2016 (Publication Date) - Princeton Architectural
Press (Publisher) IBM - The eight-bar logo that's so timeless it could outlast civilisation itself. If aliens ever find Earth's ruins, they'll probably think IBM was our king.UPS - The shield that still feels sturdy enough to protect your most precious cargo.ABC - A minimalist masterpiece, proving simplicity isn't boring—it means unforgettable.But Paul Rand
didn't just design logos; he redefined the game's rules. He made us realise that a logo isn't just a pretty picture—it's the face of a company. This visual handshake builds trust, recognition, and loyalty.Rand lived by one golden rule: “Keep it simple, stupid.” He didn't call anyone stupid (at least not to their face), but his work speaks louder than words. A
logo, he believed, should be:Distinctive: Stand out or don't bother.Memorable: It's not about what people see but what sticks.Timeless: Trends fade, but great design? That's forever.Rand wasn't just a designer; he was a problem-solver. Case in point: When Steve Jobs needed a logo for NeXT, Rand charged $100,000—an eye-watering amount for the
time. Jobs thought he'd get a handful of concepts to choose from. Rand's response?I asked him if he would come up with some options.And he said, no.I will solve your problem for you.And you will pay me.You don’t have to use the solution.If you want options, go talk to other people.But I will solve your problem for you, the best way I know how.Use it
or not, that’s up to you. You're the client.But you pay me.That's not arrogance; that's expertise backed by decades of delivering greatness. This kind of confidence comes from knowing your worth and your work. And spoiler: Jobs used the logo. Of course, he did.Paul Rand's designs didn't just help companies—they shaped them. His logos are like the
Beatles of branding: you recognise the genius even if you don't know who made them.Related: Top 10 Most Iconic Government LogosSo, what's the lesson for us? Whether crafting a logo, building a brand, or pitching your next big idea, channel your inner Paul Rand. Solve the problem. Keep it simple. And know your worth—because when you do, the
world doesn't just notice; it remembers.Ever been to New York?Of course, you have. You've been there in spirit even if you haven't set foot in the Big Apple. And I'd wager you've seen (or owned) an “I ® NY” t-shirt. You can thank Milton Glaser for that—though he'd probably smile and shrug it off. I ® NY Logo - A cultural icon, not just a design. It's a
logo that doesn't just represent a city; it makes you feel something for it.Bob Dylan Poster - A kaleidoscope of colour and coolness, perfectly capturing the groovy, rebellious spirit of the '60s.Brooklyn Brewery Logo - A badge of honour for craft beer lovers everywhere, with just the right amount of hipster flair.Glaser didn't design logos; he designed
emotions. His work isn't just visually appealing—it's approachable, warm, and deeply human. It's the art that gives your eyeballs a warm hug and says, “Hey, relax. You're going to like this.”Milton Glaser didn't believe in design for design's sake. His approach was simple but revolutionary: “Make it human. Make it relatable. And, for heaven's sake,
make it enjoyable.”Take the “I ® NY” logo. It wasn't born in a fancy design lab. It came to life in the back of a cab, sketched on a scrap of paper. That's Glaser in a nutshell—no pretence, just brilliance. He distilled the city's grit, charm, and chaos into three letters and a heart.And then there's the Bob Dylan poster. With its vivid, flowing colours and
minimalist silhouette, it doesn't just depict Dylan; it is Dylan—bold, enigmatic, and unforgettable.The Brooklyn Brewery logo? It's not just branding; it's a love letter to Brooklyn's creative spirit. One glance, and you're transported to a neighbourhood where every corner is buzzing with stories and artisanal energy.Glaser knew that design isn't about
what's trendy; it's about what resonates. His work doesn't try too hard, leaving an indelible mark. It's friendly, approachable, and invites you into the experience.So, what can you learn from Milton Glaser? Simple:Speak to people, not at them.Create designs that evoke emotion, not just admiration.And remember, great work doesn't have to shout. It
just has to connect.Whether you're crafting a brand, a campaign, or just trying to make something people will remember, take a page from Glaser's book: make it human, make it warm, and make it last.If Paul Rand were the godfather, Saul Bass would be the Alfred Hitchcock of logo design—a master of suspense who turned branding into high art.
His work doesn't just sit quietly on the page; it builds anticipation, sets a mood, and practically demands its dramatic soundtrack.AT&T Logo - The globe that became the symbol of global communication before “going viral” was even a thing.United Airlines Logo - A sleek, modern design that could take flight independently.Bell System Logo - The
ringing embodiment of connectivity in an age when the telephone was king.But Saul Bass wasn't just a logo maker but a storyteller. His creations weren't just about making a mark but about making meaning.Take his work for AT&T. The design wasn't just a pretty sphere but a visual shorthand for connectivity and innovation. People didn't just see the
logo—they felt the message: “We're bringing the world closer together.”And when Bass got his hands on the Bell System, he didn't just rebrand it. He gave it a new identity, crafting a logo that communicated trust, clarity, and technological progress in a single, elegant mark.But where Saul Bass truly changed, the game was in motion. His film title
sequences weren't just intros; they were cinematic events. From the swirling graphics of Vertigo to the frantic energy of Psycho, Bass proved that design isn't confined to the static—it can move, breathe, and immerse.Related: The 7 Different Types Of Logos & How To Use ThemBass had one core belief: “A logo should tell a story.” It should intrigue.
It should captivate. And it should leave people wanting more. His work wasn't about piling on details; it was about stripping away the unnecessary until all that was left was the essence.He didn't design logos to decorate; he created them to communicate. Every line, every curve, every colour choice was deliberate, purposeful, and steeped in
meaning.Saul Bass teaches us that design isn't just about looking good; it's about feeling right. It's about creating something so intuitive and natural that it's always been there. A great logo doesn't explain; it evokes.A great logo doesn't follow trends; it creates timelessness.And a great logo doesn't just represent a brand; it tells its story.So, the next
time you're staring at a blank canvas, wondering how to encapsulate a brand in a single image, ask yourself: What's the story? How can you intrigue, captivate, and leave your audience wanting more?If Saul Bass taught us anything, it's this: A logo isn't just an emblem. It's an experience.Alan Fletcher proves that not all British designers are stuck
sipping tea and nibbling on crumpets. Some are busy redefining what it means to be brilliant. Fletcher wasn't just a designer; he was a thinker, a visual problem-solver who approached logos like puzzles begging to be solved. And when he solved them, the results weren't just good—they were iconic.V&A Logo (Victoria and Albert Museum) - A
typographic masterpiece that's as much art as it is design.Reuters Logo - A dynamic visual rhythm that practically reports the news.Pirelli Brand Identity - Stretching the boundaries of branding—literally and figuratively.Like a Savile Row suit, Fletcher's work is tailored, refined, and stylish. It doesn't scream for attention because it doesn't need to.
It's confident, elegant, and always a cut above the rest.The V&A logo isn't just a clever use of typography—it's a masterstroke of lateral thinking. Fletcher took the ampersand, a symbol most of us overlook, and turned it into a bridge between two letters, seamlessly tying together history and modernity. It's so clever that it makes even the most
challenging crossword puzzle seem pedestrian.But Fletcher's brilliance wasn't confined to museums. His Reuters logo transformed the flow of information into a visual language. It's a cascade of dots, suggesting speed, movement, and connectivity—a perfect metaphor for the relentless pace of news.And let's talk about Pirelli. Fletcher's work with the
brand didn't just stretch the iconic “P”; it stretched the imagination of what a logo could represent. It's bold, dynamic, and unapologetically daring—much like Fletcher himself. Alan Fletcher's approach to design can be summed up in three words: “Think. Look. Solve.”He wasn't satisfied with the obvious. He looked at problems from every angle,
flipped them upside down, and poked at them until something clicked. His work wasn't just about aesthetics; it was about big, bold, unforgettable ideas.Fletcher believed that design was a dialogue, not a monologue. He didn't just want his logos to be seen; he wanted them to be understood. They weren't decorations; they were solutions.Look beyond
the surface. The obvious solution is rarely the best one.Design is thinking made visual. If your work doesn't solve a problem, it's just art.Simplicity is sophistication. Strip away the unnecessary until only the essential remains.In a world where trends come and go faster than you can say “Helvetica,” Fletcher's work remains timeless. It's not because he
followed the rules but because he rewrote them. He understood that great design isn't about being flashy—it's about being unforgettable.Related: Can a Company Exist Without a Logo Design?So, channel a little Fletcher the next time you're staring at a brief. Think laterally. Look at the problem from every angle. And when you've run out of ideas?
Look again. Because brilliance, as Fletcher showed us, isn't just about talent—it's about tenacity.Ivan Chermayeff's work is like modern art that finally got its act together. It's bold, functional, and valuable. (Apologies to the banana-taped-to-wall crowd—you'll have to deal.)Mobil Logo - That cheeky red “o0” doesn't just catch your eye—it leaves a
lasting impression.Chase Manhattan Bank Logo - A geometric wonder that screams stability and trust.Smithsonian Institution's Yellow Sun Logo - A warm, glowing beacon of knowledge and discovery.Chermayeff wasn't just a designer; he was a visual poet. His work was deceptively simple, like a riddle hiding in plain sight. At first glance, you see a
clean, elegant design. But the more you look, the more layers of meaning you uncover.Take the Mobil logo, for instance. Two colours, five letters, and one bold red “o0.” It seems straightforward, but that single design choice injects movement, energy, and a sense of innovation. It's the kind of logo that makes you think, “Why didn't I come up with
that?”—the hallmark of great design.Then there's the Chase Manhattan Bank logo. At first glance, it's just a series of interlocking shapes. But look closer, and you see a symbol of security, trust, and perpetual motion—a perfect encapsulation of what a financial institution should represent.And let's not overlook the Smithsonian sun. Bright, warm, and
instantly recognisable, it doesn't just represent a brand; it radiates the institution's mission to illuminate the world with knowledge and culture. Ivan Chermayeff's approach can be boiled down to one simple idea: “Less is more—but only if less is everything.” He understood that minimalism isn't about doing less; it's about doing more with less. Every
line, every colour, and every shape in his designs had a purpose. Nothing was arbitrary.For Chermayeff, design wasn't about showing off but about showing what matters. He stripped away the noise and left only the essence, creating logos that weren't just beautiful and brilliant.Simplicity isn't simple. It's easy to clutter a design, but it takes real skill
to pare it down to its core.Design is a riddle. The best logos don't just look good—they make people think.Every detail matters. When you only have a few elements, each has to pull its weight.Chermayeff's designs aren't tied to trends or fleeting aesthetics. They're timeless because they're rooted in clarity and purpose. He didn't just create logos; he
created symbols. Symbols that endure because they're as functional as they are beautiful.So, the next time you're tempted to overthink a design, ask yourself: What would Chermayeff do? He'd probably say, “Cut the fluff. Focus on what matters. And make your ‘less' mean everything.”If letters could throw a party, Herb Lubalin would be the guest of
honour. He didn't just design type; he made it perform. He took the humble alphabet and turned it into a stage for creativity, emotion, and storytelling.Mother & Child Logo - A masterclass in minimalism and metaphor, this logo says more with negative space than most can with an entire paragraph.Avant Garde Logo - Bold, innovative, and, dare I say,
downright futuristic. It's the logo equivalent of a time machine.PBS Logo - So smart and versatile, it's the visual shorthand for “quality programming.”Let's start with the Mother & Child logo. At first glance, it's just two words. But then you see the baby nestled within the “0” of “Mother.” It's so simple yet profound that it makes you want to slap your
forehead and shout, “Of course!” That's Lubalin's genius—he made the complex look effortless.Then there's Avant Garde, which isn't just a logo; it's a revolution in typography. The custom typeface he created for the magazine went on to redefine modern design, pushing boundaries and challenging conventions. It's not just ahead of its time; it's
practically in a league of its own.Related: Exploring the Symbolism of Animals in BrandingAnd let's not forget PBS—the three simple letters that come together with such elegance and precision that you can almost hear the soothing narrator's voice as you look at it. Lubalin understood that even in simplicity, there's room for personality. Herb Lubalin
didn't see typography as a passive element in design. To him, it was the star of the show. His mantra? “Typography is a voice—let it speak.” And speak it did. Whether whispering a subtle message or shouting an audacious idea, Lubalin's type was always saying something meaningful.But it wasn't just about aesthetics. Lubalin believed typography
should evoke emotion. He pushed letters to their limits—stretching, twisting, and merging them—until they became something more than letters. They became art.Typography is a storyteller. Don't just use it to say something; use it to mean something.Negative space is your best friend. Lubalin's work proves that what you leave out is just as
important as what you put in.Break the rules—carefully. Lubalin didn't follow conventions; he rewrote them. But he did so with precision and purpose.Lubalin's designs aren't just visually stunning—they're emotionally resonant. They tap into something deeper, something human. That's why his work still feels fresh decades later.So, the next time
you're staring at a blank screen, trying to figure out what to do with your typography, remember this: Herb Lubalin didn't just design with letters. He collaborated with them. He gave them a voice, a purpose, and, most importantly, a soul. What's stopping you from doing the same?Raymond Loewy wasn't just a logo designer; he was the Swiss Army
knife of design. Whether it was logos, cars, trains, or entire corporate identities, Loewy didn't just dabble—he dominated. His portfolio reads like a greatest hits album of 20th-century design.Shell Logo - This branding is so iconic that it feels like seashells exist because of Loewy, not vice versa.Lucky Strike Packaging - Loewy didn't just redesign the
pack; he redefined how a product could influence culture.Coca-Cola Bottle Redesign - He didn't invent it, but his refinement made it the global icon it is today.Loewy's designs were like a snapshot of mid-century optimism fused with a futuristic flair. His work wasn't just functional—it was aspirational. Take the Shell logo, for instance. It's so
enduringly brilliant that you could slap it on a building 100 years from now, and it would still feel fresh. It's clean, recognisable, and utterly timeless.Then there's his work on Lucky Strike packaging. Before Loewy, it was just another cigarette pack. After Loewy? It became a cultural symbol, immortalised in everything from “Mad Men” to modern
design textbooks. He understood that design wasn't just about aesthetics but about how a product felt in your hand and what it represented.And let's talk about Coca-Cola. While the original contour bottle existed before Loewy, he streamlined it, making it even more iconic. He didn't just design a bottle; he crafted a tactile experience. When you held
that bottle, you weren't just drinking soda—you were having a piece of history.Loewy lived by the mantra “Most Advanced, Yet Acceptable” (MAYA). Translation? Push the envelope, but don't make it so unfamiliar that people reject it. He was a master at walking that fine line between innovation and comfort.He also believed that form follows function
—but he never let function get in the way of beauty. To Loewy, a design had to work, but it also had to wow. He didn't see beauty and practicality as opposing forces; he saw them as partners.Most designers specialise. Loewy? He was a polymath. Logos, products, interiors, vehicles—he couldn't improve anything. His redesign of the Pennsylvania
Railroad's S1 locomotive wasn't just about efficiency and creating a visual representation of speed and power.Loewy's genius wasn't just his talent; it was his vision. He could look at something ordinary and see what it could become. He didn't just design products; he designed aspirations. Never Leave Well Enough Alone Loewy, Raymond
(Author)English (Publication Language)466 Pages - 05/15/2023 (Publication Date) - Pathfinder Books (Publisher) Timelessness is king. Loewy's work proves that good design doesn't age; it evolves.Know your audience. His MAYA principle shows that understanding your market is as important as your creative vision.Design everything. Don't limit
yourself. Whether it's a logo or a locomotive, approach every project with the same care and ambition.Related: The Evolution of the Mercedes Logo: A Look at its HistoryLoewy didn't just make things look good; he made them matter. His designs were more than just functional; they were emotional. They told stories, created connections, and stood
the test of time.So, the next time you see the Shell logo, hold a Coke bottle, or glance at a Lucky Strike pack, take a moment. You're not just looking at a design; you're looking at the legacy of a man who redefined what design could be.Carolyn Davidson's story is a masterclass in how monumental impact can come from unexpected sources. She's
living proof that you don't need a long résumé to leave a lasting legacy—sometimes, all it takes is one moment of brilliance.1. Nike SwooshThat's it—just one entry. But when your one contribution to the design world is the Nike Swoosh, you don't need anything else. It's the design that transcends trends and becomes a universal symbol of excellence,
ambition, and “Just Do It” energy.Here's the kicker: Carolyn Davidson created the Swoosh while still a graphic design student. Think about that. Most students are juggling deadlines and dreaming about getting their first paying client. Carolyn? She casually whipped up one of the most recognisable logos in human history. That's overachieving on a
level most of us can only aspire to.Now, let's talk about the deal she got: $35. Yep, that's all she was paid for designing the Swoosh. It's the kind of story that makes every creative professional wince. But here's the redemption arc—Nike made things right years later. They gave her stock in the company and a diamond Swoosh ring, a fitting reward for
a design that helped them become a global powerhouse.Her story isn't just a trivia nugget—it's a blueprint for thinking about creativity, value, and simplicity:Simplicity Wins The Nike Swoosh isn't flashy. It's not trying too hard. It's a clean, simple stroke that symbolises motion and speed. Davidson understood something many designers miss: a design
doesn't have to scream to be heard.Opportunities Can Come From Anywhere. Carolyn didn't walk into Nike with decades of experience or a portfolio filled with high-profile projects. She was a student hired by Nike co-founder Phil Knight for a small project. That's it. No fancy title, no massive budget. Just raw talent and a knack for solving problems
visually.Know Your Worth (Even If It Takes Time) Sure, $35 wasn't a fair price for a design that would eventually be worth billions. But Davidson's story is a reminder that value doesn't always show up immediately. What matters is the legacy you leave behind—and her legacy is untouchable.The Nike Swoosh isn't just a logo—it's a lesson. It teaches us
that sometimes, less is more. That a single stroke can convey a universe of meaning. And that brilliance doesn't always come from boardrooms or design agencies. Sometimes, it comes from a college student with a sharp mind, a creative spark, and a willingness to seize an opportunity.So the next time you're overthinking a project or doubting
whether you have what it takes, remember Carolyn Davidson. One student. One design. One legacy.Paula Scher doesn't just create designs—she crafts legends. Her portfolio isn't just a collection of logos and graphics; it's a design world map. A world where boldness, creativity, and fearless experimentation aren't just encouraged—they're the rule.1.
Citibank LogoScher's redesign of the Citibank logo isn't just a logo. It's an icon. She infused an old, corporate symbol with life, turning it into something dynamic people remember. The bold use of colour and the minimal, sleek design are a masterclass in making something simple unforgettable.Related: The 25+ Best Gifts for a Graphic Designer2.
The Public Theater LogoThis one is alive. It's not just a logo; it's a performance. The Public Theater's logo could step off the page and into the spotlight. Scher captured the energy, the urgency, and the vibrancy of theatre itself. Every time you look at it, the logo is about to burst into a soliloquy and captivate an audience. This is branding at its most
theatrical.3. Tiffany & Co. LogoRebranding Tiffany & Co. was no small feat. But Scher didn't back down. She didn't just redesign the Tiffany brand; she redefined it. What was once a symbol of luxury and tradition was transformed into a modern, sleek, and iconic design. Scher's approach? She took a timeless classic and made it feel fresh and exciting.
It's like turning a beloved classic novel into a page-turning thriller—still elegant, still powerful, but now with a spark that keeps you hooked.Paula Scher doesn't just design for the sake of design. She designs with intention, purpose, and a robust understanding of how visual identity can shape the world. She knows that great design is never passive.
It's about making a statement—a bold one.Boldness is Non-Negotiable. If you look at Scher's work, you'll first notice its sheer audacity. From the heavy fonts to the bold colours, nothing is subtle. She doesn't do quiet. Her designs are loud, demand attention, and make people notice. Boldness in design isn't optional—it's the whole point.Bravery in
Design Her approach is fearless. She doesn't worry about what's “safe” or “expected” in the design world. Instead, Scher asks, “What can I do to push the envelope? To challenge conventions and turn them on their head?” That kind of thinking resulted in the Tiffany & Co. rebrand—challenging everything we knew about the brand while preserving its
core identity.Never, Ever Boring Boring is a swear word in Scher's design vocabulary. Her work is far from “safe” or “generic”—it's designed to stand out, to make a statement, and to breathe new life into any space it inhabits. Every piece she touches becomes something unforgettable. You don't look at her work and think, “Meh.” You look at it and
think, “Wow, I need to know more.” Make It Bigger Used Book in Good ConditionScher, Paula (Author)English (Publication Language) Paula Scher's work is a testament to what happens when you push past the limits of conventional design and embrace boldness, energy, and creativity. It's a lesson that transcends logos. It's about approaching every
project, no matter how big or small, with the belief that design should never settle for average. Design is your chance to dare—and Scher dares every single time.So the next time you're sitting in front of your computer, wondering whether your design is bold enough, take a page from Paula Scher's playbook. Don't hold back. Be brave, be bold, and—
above all—never be boring.David Ogilvy might not have technically been a logo designer. Still, his influence on branding and advertising is so colossal that leaving him off this list would be like forgetting to put the kettle on before you make your cup of tea. That's how essential he is.1. Rolls-Royce CampaignsWhen David Ogilvy worked his magic on
Rolls-Royce, he didn't just create an advertisement. He shaped the narrative of what luxury truly meant. The famous ad he penned, with the line “At 60 miles an hour, the loudest noise in this Rolls-Royce comes from the electric clock,” became an instant classic. It wasn't just about selling a car—it was about selling a lifestyle, a level of sophistication
that's now synonymous with the Rolls-Royce name. It's not just an ad; it's practically shorthand for luxury.2. Dove CampaignsDove wasn't always the household name it is today. But Ogilvy took the brand and flipped the script on beauty advertising. He didn't push the typical, unattainable beauty standards that dominated the industry. Instead, he
helped position Dove as the real beauty brand—showing real women, embracing the diversity and authenticity that every other brand was too scared to touch. And guess what? It worked. Dove became a cultural movement, not just a soap. Ogilvy didn't just sell products—he sold an idea, a new approach to beauty that the world was ready for.Related:
Writing Tips for a Guest Post: Crafting Content That Shines3. Hathaway Shirts CampaignHathaway shirts? Never heard of them. That is until David Ogilvy showed up. With his genius stroke of marketing, he turned an obscure shirt brand into a cultural phenomenon. How? By making the brand stand out through a story. The Hathaway shirt ads
introduced a suave man wearing an eye patch, symbolising sophistication, mystery, and intrigue. That eye patch wasn't just a quirky accessory; it became the brand's hallmark. Ogilvy understood the power of stories and used them to turn Hathaway shirts from an afterthought into a household name. David Ogilvy didn't just make ads. He crafted
identities. He knew branding wasn't just about slapping a logo on something and hoping people noticed. It was about weaving a story that people could connect with emotionally. Every campaign he touched became more than just an ad—it reflected the brand's soul. Here's how he did it:Know Your Product Inside and Out Ogilvy didn't just create ads
based on assumptions. He studied his products. He understood them. He knew exactly what they offered and ensured that it came through clearly in every campaign. The lesson here? You're already behind if you don't know your product better than anyone else in the room. Don't just advertise—understand what you're selling.Know Your Audience:
You can't just guess what your customers want. Ogilvy's genius was in his deep understanding of his audience. He knew their desires, fears, dreams, and pain points. He knew how to speak their language, address their concerns, and show them why his product was the solution. This wasn't just guesswork—it was strategy. Ogilvy's campaigns felt like
they spoke directly to you because they did. He took the time to understand the customer at a deep, personal level.Don't Be Afraid to Be Different What made Ogilvy stand out was his willingness to break the rules. He wasn't about doing what was safe or what everyone else was doing. His campaigns didn't follow trends—they created them. Look at
the Hathaway shirt campaign. He didn't follow the typical “buy my shirt” formula. He introduced a character, a narrative, a mystery—which became the campaign's hallmark. If you want to stand out in a crowded market, you must do something different. Be bold. Be unique. And don't be afraid to challenge the status quo.David Ogilvy's legacy isn't
just in the ads he created—it's in how he reshaped the entire marketing and branding landscape. His work proved that ads should never be mundane; they should tell a story, connect with the audience, and create an identity that lasts. He taught us that branding isn't about following the rules but rewriting them.So the next time you face a marketing
challenge, channel Ogilvy's principles: Know your product. Know your audience. And don't be afraid to stand out. That's how you create something legendary.These designers didn't just create logos; they shaped how we think about branding and visual identity.Their work continues to influence designers today, including yours truly at Inkbot
Design.Every time we sit down to create a new logo, we're standing on the shoulders of these giants.So, the next time you see a logo that makes you stop and think, “Cor blimey, that's clever!” remember the legends who paved the way.And if you're thinking about getting a logo that could stand alongside these greats, well... cough Inkbot Design
cough... just saying.Paul Rand is often called the father of modern logo design due to his pioneering work in corporate identity design.Carolyn Davidson was initially paid just $35 for the Nike Swoosh in 1971. However, Nike later compensated her with stock and a diamond ring.The most expensive logo ever designed is believed to be the BP logo
redesign in 2008, which reportedly cost 1 million, including implementation.There's no hard and fast rule, but many experts suggest reviewing your logo every 5-10 years to ensure it remains relevant and aligned with your brand.Simplicity, versatility, and a strong connection to the brand's core values are key factors in creating a timeless logo.While
Al can generate logo concepts, it currently lacks the human touch, creativity, and deep understanding of brand values that professional designers bring.A logo is a visual symbol representing a brand. In contrast, brand identity encompasses the entire visual language of a brand, including colours, typography, and imagery.The logo design process can
take anywhere from a few weeks to several months, depending on the complexity of the project and the number of revisions required.The most crucial factor is ensuring the logo accurately represents the brand's values and resonates with its target audience.While a great logo can enhance brand perception, it can't compensate for a subpar product or
service. The best logos are part of a holistic brand strategy.Modern logos must be more versatile, working across various digital platforms and scaling from tiny app icons to large billboards.The future of logo design will likely involve more animated and interactive elements and increased personalisation and adaptability across different contexts and
platforms.Last update on 2025-05-27 / Affiliate links / Images from Amazon Product Advertising APIHelp us get this in front of 10,000 people like you. Your share counts. X Facebook LinkedIn Stop leaving money on the table with weak branding. We'll build you a complete brand identity that connects with customers and drives real revenue!






