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BRAND POSITIONING STATEMENT

LOGO MARK

LOGOTYPE

Cody Crittenden

Cody Critt 

codycritt@outlook.com

(573)718-3331

codycritt.com

@cody.critt

@Cody Crittenden

For unique brands wanting to make an impact on their target market, Cody Crittenden is 
the creative workforce that delivers an outstanding brand awareness because only Cody 
Crittenden is prepared to work alongside your company to create exactly what you desire.

Azo Sans
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

1234567890!?,.

Georgia
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

1234567890!?,.



BRAND
STATEMENT

BRAND STATEMENT
For unique brands wanting to make an impact on their target market, 
Cody Critt is the creative workforce that delivers an outstanding brand 
awareness because only Cody Critt is prepared to work alongside your 
company to create exactly what you desire.

The logo mark may be used only in circumstances in which the brand is recognized 
or when the word mark is too small to be legible. The horizontal logotype should 
only be used as a headline or in tighter areas where the logo mark is already known.

VALUES
We value being able to make your brand stand out in any market, 
differentiating yourself from competitors but still keeping the brand 
identifiable.

VISUAL
GUIDELINES

LOGO MARK LOGOTYPE

LOGOTYPE (HORIZONTAL)

1 2



COLOR VARIATION

MINIMUM SIZE
This is the smallest the logo should ever be shown, no smaller than inside 
of a 1in by 1in square.

COLOR PALETTE

PMS: 534C
CMYK: C-55 M-43 Y-0 K-60
RGB: R-46 G-58 B-102
HEX: #3c4d78

PMS: 1-1C
CMYK: C-0 M-0 Y-0 K-0
RGB: R-255 G-255 B-255
HEX: #ffffff

PMS: 1665C
CMYK: C-0 M-62 Y-88 K-18
RGB: R-210 G-80 B-25
HEX: #de6626

PMS: Neutral Black C
CMYK: C-0 M-0 Y-0 K-90
RGB: R-0 G-0 B-0
HEX: #000000

SPACE
& COLOR

1in X 1in 1in X 1in

CLEAR SPACE
Clear space is defined by the size of the orange circle giving clearance 
around the logo and never to be any closer to text or other objects.
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INCORRECT LOGO USAGE

Logo may not be squeezed, stretched, or distorted in any way.

Logo may not be stack in this way.

Nothing other than approved colors may be used unless 
authorized otherwise.

Nothing should be deleted from the logo for any 
reason, unless approved.

LOGO VARIATION
This is how the logo can be shown when separated into the logo mark or 
logotype.

VERTICAL

VERTICAL

HORIZONTAL

HORIZONTAL
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Typography

SANS SERIF

AZO SANS MEDIUM
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890!?,.

AZO SANS LIGHT
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890!?,.

SERIF

GEORGIA REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890!?,.

GEORGIA BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890!?,.

SANS SERIF ALTERNATIVE

CENTURY GOTHIC REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890!?,.

CENTURY GOTHIC BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890!?,.

SERIF ALTERNATIVE

LUST
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890!?,.

Cc
Cc

Cc Cc

These are the two options of text style and weight when used as body text 
or headlines. Headlines should always be bolder than the copy.
San serif Can be used for body copy and Headlines, serif may only be used 
for headlines. 
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LETTERHEAD
All writing starts level with the orange dot and 1.75” away from the left 
side of the page.

BUSINESS CARD
This is the business card that will be handed out to acquaintances or new clients.
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SOCIALS &
WEBSITE

I continue to expand my social networks to gather information from 
like-minded individuals and inspire my community of designers that 
will help build our knowledge and businesses. I will communicate with 
designers and personnel who see value in our services and use our 
platform to promote creativity and positive reenforcement. To accomplish 
this, I will stay in contact with those who want to be active in the design 
community and regularly showcase my work.

FAVICON
16 px for use in all browsers and 114 px
for use on iPhone home screen icons.

INSTAGRAM/FACEBOOK AVI
This will be used on social media accounts 

as the  profile image.

LINKEDIN
This will be used on LinkedIn account 

as the  profile image.

EMAIL SIGN-OFF

11am 
Post image of  
personal or client 
work, explain what 
it is and what it 
was for.

5pm 
Share image to 
story and a 
possible post from 
by a large 
account. 

7pm
check status of 
post as well as any 
DM’s

11am 
Post image of  
personal or client 
work, explain what 
it is and what it 
was for.

5pm 
Share image to 
story and a 
possible post from 
by a large 
account. 

7pm
check status of 
post as well as any 
DM’s

11am 
Post image of  
personal or client 
work, explain what 
it is and what it 
was for.

5pm 
Share image to 
story and a 
possible post from 
by a large 
account. 

7pm
check status of 
post as well as any 
DM’s

11am 
Post image of  
personal or client 
work, explain what 
it is and what it 
was for.

5pm 
Share image to 
story and a 
possible post from 
by a large 
account. 

7pm
check status of 
post as well as any 
DM’s

11am 
Post image of  
personal or client 
work, explain what 
it is and what it 
was for.

5pm 
Share image to 
story and a  
possible post from 
by a large 
account. 

7pm
check status of 
post as well as any 
DM’s

5pm
Post image of  
personal or client 
work, explain what 
it is and what it 
was for.
+ 
Share image to 
story and a  
possible post from 
by a large 
account. 

5pm
Post image of  
personal or client 
work, explain what 
it is and what it 
was for.
+ 
Share image to 
story and a  
possible post from 
by a large 
account. 

11am
Check and reply

11am
Check and reply

11am
(Check and reply)
Post a piece I 
made with a story 
of how it was 
started and 
created

7pm
Check status of 
post

11am
Check and reply

11am
Check and reply

11am
Check and reply

11am
(Check and reply)
Post a piece I 
made with a story 
of how it was 
started and 
created

7pm
Check status of 
post

MON TUE WED THUR FRI SAT SUN
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INSTAGRAM LINKEDIN

15 16

https://www.instagram.com/cody.critt/
http://www.linkedin.com/in/cody-crittenden-513345184


WEBSITE
CODYCRITT.COM

17 18

http://www.codycritt.com


body copy/personal information

Headline/title of piece/directory

new webpage/preview

scroll up/down page 

images of work

logo

contact/resume

resume

about

home

portfolio

clickable preview images

expanded image from project

resume link

WEBSITE WIREFRAME

WOW, THAT 
WAS A LOT OF 
INFORMATION.

LETS TAKE A 
SECOND TO 
BREATHE...

PROCEED 
WHEN READY
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BUDGET
RESUME
COVER LETTER

Letterhead: Brilliant White 24lb
50 sheets: $40

100 sheets: $65
250 Sheets: $125

Src: VistaPrint.com

Envelope: Policy Envelopes Bright White 80lb
(4 in) x(9.5 in)

50 cnt: $21.08
100 cnt: $42.16
150 cnt: $63.24
200 cnt: $84.32

Src: Amazon.com

Business Cards: Super paper, raised spot gloss, soft touch 
50 cnt: $41.99

100 cnt: $83.98
150 cnt: $125.97

Src: Moo.com

Business Cards: Super paper, raised spot gloss, soft touch 
100 cnt: $33.74
250 cnt: $37.79

500 cnt: $42.29
Src: Vistaprint.com

Website: codycritt.com
Combined: $164 yearly

Hosting/Domain Src: Squarespace.com

BUDGET
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RESUME

May 2020 resume. Recent version available online.

COVER LETTER

23 24

https://www.codycritt.com/resume


THANK YOU LETTER MERCH
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MORE MERCH FINANCIAL
PLAN
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HOURLY ESTIMATE HOURLY INVOICE
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PROJECT ESTIMATE PROJECT INVOICE
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BUSINESS 
PLAN
Would you like to create a brand that refers 
to you as a person or you as a thing? In other 
words, do you want to have a business that is 
known by your name or by another name?
I want the client to view me as a person, so 
whenever I create something that has my 
“brand” attached to it I will be easier to find for 
future clients.

What is the location of your business? If you 
do not know yet, state your ideal location. 
Or you could explain something like “A large 
city in the U.S.” or “A medium-sized city in the 
northeast region of the U.S.”
I would like to start off my career around Little 
Rock or Fayetteville.

Where would you rather work? Virtual from 
home or at a physical office?
I want to learn the in’s and out’s of the business, 
so working in a physical office would be ideal.

S.W.O.T.

S - Strengths (internal/personal aspects that 
give you an advantage):
1. I am open minded.
2. I work well with others.
3. I strive to be better at what I do every day.
4. I am confident in myself.
5. I’m happier creating for others.

W - Weaknesses (internal/personal aspects 
that might hinder you or cause problems):
1. I still have strong opinions.
2. I am a stronger leader than follower.

3. I feel as though my work is never good 
enough.
4. I do get down on myself when I can’t figure 
out a problem.
5. I find it difficult to Create for myself.

O - Opportunities (external/public – new 
services, products or markets for you to 
consider):
1. I feel as though there are multiple locations 
my style and mind set could apply well.
2. I try to stay up to date with social media 
trends for design.
3. Graphic design is an ever expanding field of 
learning.
4. I have good connections in Jonesboro that 
could open doors for the future.
5. everyone needs a logo for their business and I 
love creating them

T - Threats (external/public – EX competition, 
government regulations, money, tech?):
1. Opinions in today’s world can be dangerous 
around some individuals
2. I have to be making money; I don’t want to 
have to move back in with my parents
3. Technology is great, but it is getting bigger, 
better and more complicated.
4. Staying up to date with trends.
5. If I leave Arkansas, will people take my talents 
seriously?

What drives you? What keeps you motivated? 
What are you passionate about?
I love creating for others. I also love seeing my 
work out in the world and no one knows who 
did it. I truly am passionate
about graphic design, when I’m not in class 
doing work I’m watching video’s making me 
better.

What is important to you in business? What 
are your ethics, values and reasons for being 
in this profession? What kinds of creative 
work do you specifically want to do? Answer 
this as if money or job availability
 didn’t matter.
Connecting with a client is the most important 
aspect of business, if you can’t get along with 
them why would they give you money. I want to 
help companies make their product stand out 
and I want to design clothing and apparel.

Describe your creative industry. Is it a growth 
industry? What changes do you foresee in the 
industry, short-term and long-term? How will 
you be poised to take advantage of them? If 
you work across multiple industries, you need 
to answer these questions for all of them.
My creative industry is logo design and fashion. 
There is a huge, growing market in street wear 
and I don’t see logo design going anywhere but 
up. Another style of clothing will overshadow 
street wear. Small businesses are popping up
left and right and big businesses are trying 
to modernize their logos. With my creativity 
I believe I could contribute to both creative 
industries by helping them keep up with design 
trends while also being memorable.

Describe your most important strengths 
and core competencies. What factors will 
make you succeed? What do you think your 
major competitive strengths will be? What 
background experience, skills, and strengths 
do you personally bring to this new venture?
I am very open-minded and I can handle 
constructive criticism. As an only child growing 
up playing sports, they kept me competitive. 
Getting older this has taught be to be the best 
that I can be and know there is always 
someone out there

trying to take your spot. I have my clothing 
line that has stayed consistent since 2017 and 
creating logo’s for several clients.

Where do you see yourself in 12 months? This 
does not mean just location. What are you 
doing? Please keep this as much as possible 
to your career, even if you plan to get married 
and/or have a family.
I plan on finding a business where I can learn the 
inner workings of a design firm hopefully near 
Little Rock or Fayetteville.

Where do you see yourself in 5 years?
In 5 years I would like to work my way up to 
make most of my income creating logos.
Where do you see yourself in 10 years?
Possibly running my own design business.
How are you going to make these 
goals happen?
Continue to learn from others and on my own, 
it’s better to keep your ears open than your 
mouth, in most occasions.

Competitive advantages or disadvantages. 

• Advertising- I’ve always been great with layout 
and conforming to the clients wants without 
losing my style within.
• Logo Design- I can speak through shapes and 
form better than I can through words. Logos are 
my passion.
• Drawing/Illustration- I’ve worked many 
freelance jobs illustrating for things, enjoy 
clothing or even books.
• Fashion- I’ve created designs for multiple 
companies, organizations, and even my own 
brand.
• Photography- My photography isn’t extensive, 
but it is a skill I am working on and will continue 
to learn because it’s
something I love doing.
• Murals-I’ve received multiple opportunities to 
paint on large-scale walls outdoors and even 
inside a restaurant.
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YOUR COMPETITION:

Creativity:
Someone who has a different style of work than 
me. Most of my work is bold, so if a company 
is looking for a designer with an ornate style I 
wouldn’t be first choice.
Talent:
If someone was more intricate with their words 
and better at explaining an idea, they would be 
more likely to be hired.
Ability:
People will have more skills than me right now, 
with coding, web design, videography and 
video editing.
Training:
I feel as though my professors have given me 
great training, as well as the freelance work I’ve 
done on my own. If someone came in with more 
knowledge in different media, there’s is a chance 
that person would be considered over me.
Experience:
Someone with experience working in a 
professional environment would be more likely 
to get hired.
Values:
I believe the client should be given your best 
work regardless of what they can bring to the 
table. Most people still do not understand 
how graphic design works or what we do, so 
when they do get understand they can feel 
comfortable paying for the service. I don’t know 
how someone could get hired over values?
Specialty:
If someone comes in with extensive knowledge 
on web design or video editing, there’s a chance 
they would be hired over me.

YOUR CLIENTS:

Who is your ideal client(s)? For example, is it 
a small business owner or do you want to do 
contract work for large companies?
I would love to do both at some point, I just 
want my clients to have the best experience and 
product possible.

How will you find your client(s)?
Advertising myself and my work around social 
media, emails, and possibly run commercials. 

Most advertising firms around Arkansas struggle 
with social media.

CUSTOMER RELATIONSHIPS:

How will clients interact you or your business. 
Is it automated or personal? In person 
or online? Explain the client/customer 
experience from start to finish.
I want the experience to be as personal as 
possible. Getting their foot in the door through 
email followed by a face-to-face meeting. 
There’s nothing worse than listening to a 
robot talk or answering questions you don’t 
understand without the help of the company.

What type of marketing/networking will you 
do to get your name out there?
Advertising in local magazines, send out emails 
to businesses, make our presence known on 
social media getting promo’s from larger 
design accounts.

Will the ideal client give you little or full 
control over the project scope? Do you like a 
lot of direction or a little. If it’s in the middle, 
be specific in your answer.
I can work with no restrictions, but you will get 
what I want. The client will be happier if they 
have even the smallest amount of say in the 
product.

Will you give any discounts to clients for
any reason?
I always enjoy treating old clients well with deals 
and promises. I’ve always liked the saying, “We 
help you, you help us”. Newer clients I like to 
throw in something small that wouldn’t cost that 
much as a thank you for choosing us. 

What are your desired results? Number of 
clients or projects per month.
This number is above what I know. If I’m working 
with around 10 people, I think we should be able 
to complete about 10 projects a month.

YOUR FINANCIAL PLAN:

COST-OF-LIVING ANALYSIS:
What are your minimum EXPENSES in 
relation to your business per month?

 Cost of basic Health Insurance:
 $405
 Cost of Equipment (Software and   
             Hardware):
 $29.99
 Cost of Website:
 $14
 Cost of Continued Education:
 $0 Youtube has everything for free.
 Cost of Estimated Quarterly Taxes Set      
             Aside Per Month (1/3 rule set aside 4             
             times a year):
 Approximately $1,000
 Other:
 Rent $700 or under(assuming wifi, water,  
 electricity are bundled in the rent price).  
 $56 vehicle insurance
 TOTAL ESTIMATED COST PER MONTH:
 $2148.99

What are your minimum projected PROFITS 
in relation to your business and its expenses 
per month?

 How much will you charge?
 $30-60
 How many days of the week will you   
 work?
 7 if necessary.
 How many hours per week do you expect  
 to be billable?
 30-40
 TOTAL ESTIMATED PROFIT PER MONTH:
 Approximately $3,300
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THANK YOU 
FOR VIEWING 
MY BRAND 
BOOK. 
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