
STONECUTTER

1) Simplify the logo by dropping “Records” from the name:

The icon implies the fact that Stonecutter is, indeed, a record label. It communicates this notion 
simply and artfully through the hammer and chisel striking the “record” at the bottom of the icon. 
Using the word “Records” is an unnecessary redundancy that complicates, and compromises 
the overall aesthetic of the logo. In researching other record label logos and music industry 
branding only a fraction actually incorporate the word “records” into their design. The majority, 
including almost all major labels have a simple, strait-forward logo that effectively communicates 
without unnecessary embellishment. I feel that eliminating the word “records” from the logo will 
help simplify it and make it more versatile.

In thinking about the usage of the Stonecutter Logo and Visual Identity I feel a few 
things can be done to improve its functionality and streamline its usage throughout 
internal and external communications. The following pages will outline and pres-
ent solutions for using the Stonecutter’s visual assets in a unified way. Unifying all 
visuals will greatly improve the label’s visual presentation to the outside world by 
giving it a concise, professional look. By also developing standards for logo, type 
and color usage we can create a cornerstone and reference point for future visual 
communications.
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2) Develop 3 to 5 variations of the logo:

Different variations can be applied to different uses. Ex., a one-color variation of the logo is ef-
fective for simple marketing materials such as, decals and apparel. Or a slight variation in the 
design could be used for a different purpose than would the main design. Ex., imprint on CD art-
work. In most cases the logo for a typical record label is displayed in a small space on the back 
of the album or in inconspicuous places on materials not directly communicating for the label 
itself. The design must be clear and concise enough to effectively be seen and communicated 
no matter how it is presented. A complicated design would be ineffective utilized in that way.

Single Color Variants 4-Color Logo

Alternate logo icons
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3) Choose a concise color palette. Develop standards for the 
logo and brand identity:

In researching past promotional and communication materials for Stonecutter, I have found that 
there are several variations in color usage. Particularly in the use of blue. In some uses it ap-
pears royal blue, others navy or purple, and in the case of the current web presence, it displays 
in the default “electric blue” most browsers will display. From a professional standpoint this needs 
to be changed. A concise color palette needs to be decided upon, and efforts made to ensure 
accurate color representation across the brand. Once this is accomplished it can be utilized as 
a cornerstone for all future visual identity projects and will effectively help to unify all marketing, 
promotional, and communication materials. It is not enough to simply represent a logo. It needs 
to be consistently and accurately displayed. Developing standards for color usage, values, font 
and typeface usage, size and proximity guidelines will help to control and effectively communi-
cate the Stonecutter visual identity.

STONECUTTER

Using the blue from the full-color logo I chose five additional colors that contrast and compliment 
the originating blue. Using the six total colors will give Stonecutter a complete and concise color 
palette to use throughout all visual communications and allow for accurate color representation 
and reproduction across web, electronic and print media.
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Copperplate Gothic Bold 
(Limit use to “Stonecutter” name only. Use with no other titles or headings so that the typeface is unique to the name.)

Copperplate Gothic Light
(The “Light” version may be used with titles and headings. But its use should be sparingly.)

Rockwell Bold (Always use upper case when using Rockwell. Limit use to titles and headings.)

Rockwell Regular

Text displayed with logo or communications should use:

Helvetica Neue - Light, Light Italic, Regular, Regular Italic
Arial - Regular, Italic, Bold, Bold Italic

1.   Titles should be in all caps using either particular font. Body text, upper and lower case.

  - 14 - 16 pt on printed & digital art materials, 16 - 20 px on web presence.

2.   Body text should be displayed using upper and lower case text.

  - 11 - 13 pt on printed & digital art materials, 12 - 14 px on web presence.

  - Line spacing / Line Height should be no less than 15 pt & no more than 25 pt on printed and digital art.

  - Line spacing / Line Height should be no less than 18 px & no more than 30 px on web presence.

3.  Text can be displayed in any color that compliments the overall design and color scheme of design.

 

4) Develop and implement type standards for Stonecutter 
visual identity.

The next step to implementing full visual standards for Stonecutter is to set and adhere to type 
standards. These type standards should be utilized throughout all visual communications. They 
will provide consistency and unity across all brand communications and representations. Below 
are the standards I felt would best serve the brand.



4) Develop mainstay corporate communication materials, updated 
web presence and visual assets using new standards:

This is necessary because it will provide another foundation block for the Stonecutter brand and 
visual identity. We need to develop a design for simple marketing materials, (i.e., letterhead, 
envelopes, business cards), web presence, e-mail templates, and standardized visual collateral. 
These would serve as effective communication tools both internally and externally.

In searching through the graphic archives I noticed that several of these pieces have a been 
created at some point in the past but there seemed to be no real unification of them. This is 
understandable if they were designed by different people at different times. I found a letterhead 
sample that looks different in color and design from the current business card. I also noticed that 
there was a lot of color variation in different sets of business cards. Some looked blue while oth-
ers looked purple. I would like to remedy this problem.

Along with the new site design, I will be developing these materials in the near future utilizing the 
standards I have set forth in this presentation. Doing so will give Stonecutter a strong foundation 
for further visual designs intended for print media.



http://stonecutterrecords.com  (HTML, CSS, Javascript)

Updated Web Presence For Stonecutter



Media Portal & Artist Media page

http://stonecutterrecords.com/trioglobomedia  (PHP, HTML, CSS, Javascript)



Press Release Email Template

(HTML, CSS)



Artist Page: Trio GLobo

Strict adherence to Stonecutter visual standards would not be necessary for individual artists. 
These pages could vary with each artist and be visually tailored to communicate their particular 
style, such as I have done with Trio Globo, using inspiration from “Steering By The Stars” to 
create the overall aesthetic of their particular page. Each artist page could serve as a mini-web 
presence if they do not have a full site of their own and include the same elements like the music 
player, videos, links to social media, and the Stonecutter online store.

http://trioglobo.com  (HTML, CSS, Javascript, Flash)


