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B R A N D  P O S I T I O N I N G

Lot 3 Studios is for 
those who yearn for the 
unpretentious & candid 
poise of a time gone by.
  
We are a design studio  
that longs to bring 
organization & structure  
to advocators of play 
through the storytelling 
power of graphic design.
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C O N T E N T S

This is Sonny. Every time you see this little egg, there is a helpful piece 
of info that you don’t want to miss. Keep an eye out for him!
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O U R  L O G O

Primary Logo

Secondary Mark
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E L E M E N T S  O F  O U R  L O G O

1. The O
The O in Lot can be used in 
patterns in marketing collateral

2. The 3
The 3 can also be used as a pattern 
within marketing collateral.

While neither of these objects should 
function as a logo in themselves, they 
do combine to form our secondary 
mark. This is used when a smaller 
version of the Logo is needed.

1 2

The Primary Logo of Lot 3 Studios functions as both mark and logotype and 
should not be separated into individual pieces when it is functioning as the 
sole representative of the brand. However, within our branding, we can use 
aspects of the Logo to create objects that call back to the mark.
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C L E A R  S P A C E  R E Q U I R E M E N T S

The width of the “o” 
in “studios” is to be used 
when arranging how close 
the Logo can be to other 
objects around it. This 
allows for white space 
and readability.

M I N I M U M  S I Z E

The Logo should never 
be smaller than .75 in. 
tall. In any instance 
where a smaller form is 
needed, the Secondary 
Mark can be used.

.7
5’

’
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C O L O R S

#62b3b1
Pantone 7472 C
C62 M11 Y33 K0
R98 G179 B177

#1f1e3a
Pantone 4146 C
C89 M86 Y47 K55
R31 G30 B58

Full Color

Reverse Treatment

This is used when the Logo is placed 
on a background that does not provide 
adequate contrast. 

Single-Color

Only use these versions of the Logo in 
approved circumstances, i.e. when color 
printing is not available. 



10

U N A C C E P T A B L E  L O G O  U S A G E

The Logo should only be used in approved ways that represent the brand 
well. Here are some examples of unacceptable ways to use the Logo:

Do Not Distort
The Logo should not be 
skewed in any way. In many 
programs, holding the SHIFT 
key while scaling keeps the 
image in correct proportions.

Do Not Recolor
Never recolor the Logo as it 
might change the tone of the 
brand. Use only approved 
color variations. 

Do Not Reorder, Resize, or 
Change Any of the Elements
The typography of the Logo 
and its arrangement can 
not be altered. Approved 
typefaces can not be used to 
change the Logo.
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U N A C C E P T A B L E  L O G O  U S A G E

Some Elements of the Logo can be pulled away and used in fun ways in our 
branding. These are only to be used as  supplementary imagery.

Personifying The O 
as a Fried Egg
Approved with permission.
Sonny is used as a character 
that is used within our 
branding. Have fun with him!

Seamless Patterns
The O and The 3 can 
be used in approved 
seamless patterns.
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Brother 1816 Printed Thin 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Brother 1816 Printed Book 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Brother 1816 Printed Regular 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Brother 1816 Printed Medium 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Italic versions of these weights are also 
acceptable. Do not use any other weights.

Aa

Aa
Aa
Aa

Brother 1816 Printed

The approved sans-serif typeface to pair with the Logo is Brother 1816 
Printed. If this typeface is unavailable, please use Calibri as an approved 
substitute. Sans-serif is the preferred type in all digital and print collateral 
that warrants it. This can be used as body copy or headlines.

T Y P O G R A P H Y

Sans - Serif
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Rogliano Ultra Light 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Rogliano Regular 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Rogliano Bold 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Rogliano Extra Bold 00 pt
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,;:#!?)

Italic versions of these weights are also 
acceptable. Do not use any other weights.

Aa

Aa
Aa
Aa

Rogliano

The approved serif typeface to pair with the Logo is Rogliano. If this typeface 
is unavailable, please use Georgia as an approved substitute. While serif type 
is not preferred, this option is given to use in instances where a serif would 
improve readability or give needed visual contrast. This can be used for 
body copy and headlines in print collateral.

T Y P O G R A P H Y

Serif
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V I S U A L  I D E N T I T Y  S Y S T E M
Letterhead

.5 in 1.75 in

1 in

.5 in

Letters written on the Letterhead should be written in Brother 
1816 Printed at 10.5 pts. The leading should be set at 17 with 0.125 

in of space after each paragraph - this replaces the awkwardly 
large space that comes from a normal hard return. 

Set your margins to be 1.75 in at the top, .5 in at the sides, and 1 in 
at the bottom. Give enough hard returns before the addresser’s 

name to leave room for the signature. Do not indent; keep 
paragraphs justified left.
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V I S U A L  I D E N T I T Y  S Y S T E M

Letterhead
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V I S U A L  I D E N T I T Y  S Y S T E M

Business Card
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A D D I T I O N A L  M A R K S

Website Favicon
The Favicon for all company 
web pages will be the 
Secondary form of the Logo. It 
is simpler and more suitable 
for 16 x 16 px applications. A 114 
x 114 px size can be used for 
iPhone apps.

Social Media Profile
When using the Logo as a 
profile picture on social 
media, follow sizing guidelines 
appropriate for the platform.* 

Instagram: 110 x 110 pixels .png
Facebook: 180 x 180 pixels .png

*Platforms like LinkedIn and Behance are 
more personal and will be filled with work 
created by the owner (business, personal, 
and otherwise.) The Lot 3 Studios logo will 
not be used on these sites. 

Email Signature
All correspondence from the Lot 3 Studios email will 
be accompanied by an appropriate email sign-off. 
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R E S U M E

M a y  2 0 2 1  r e s u m e .  R e c e n t  v e r s i o n  a v a i l a b l e  o n l i n e .

https://014ee7bd-fe2a-4c91-bd0b-9d2b75d78aea.filesusr.com/ugd/432bde_ec08fc05dcb3412ca4c6f3f48d8524d0.pdf
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C O V E R  L E T T E R
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T H A N K  Y O U  N O T E
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W E B S I T E

saradoerfler.wixsite.com/lot3studios

http://saradoerfler.wixsite.com/lot3studios
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S O C I A L  M E D I A
Mission Statement:

“We use social media to bring our playful spirit into the array of art and 
design personalities. We share the projects that are currently tumbling  
in our brains, what events we are dipping our toes into, and interact  
within our little community to better understand our craft and our 
customer base. We aim to have a brand tone that is friendly, a little  
silly, and always in tune with our child-like heart.”

Social Media Calendar:
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Instagram: @lot3studios

https://www.instagram.com/lot3studios/
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To start my brand’s presence on Instagram, I 
curated finished pieces and WIPs for my work. 
I also gave the content variety by incorporating 
quotes and featuring other artists my audience 
may enjoy and linked them in Flutree in my bio.

To help keep track of my post frequency, I used 
Later.com to schedule uploads while still keeping 
an element of spontaneity by allowing myself  
to post from Instagram itself as well. Instagram 
stories assisted this need for “free” posting.
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LinkedIn: /saradoerfler

My LinkedIn feed was largely dependent 
on what I shared on Instagram. I mainly 
used it as a way to cross-promote to 
my Instagram page, which is used more 
often. I did adapt the posts for this 
different audience, however.

I will say that this platform allowed me to 
share links easier, specifically to helpful 
articles and upcoming events. 

https://www.linkedin.com/in/saradoerfler/
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Behance: @saradoerfler

https://www.behance.net/lot3studios


30

B U S I N E S S  P L A N S
OUR IDENTITY:

What’s your full name? 
Sara Kay Doerfler

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’m so indecisive. I’m not sure yet, but I have a couple of different options for 
whichever way I decide to go.

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.” 
In Batesville, Arkansas in my 40-some-odd-foot camper!

Where would you rather work (when the pandemic clears and you have a choice)? 
Virtual from home or at a physical office? 
I could do either, but I’ve got to say, my husband works from home and I’ve gotten 
spoiled being able to work from the same home office as him. If we end up being 
mobile with the RV, I’d probably have to work from home.

S.W.O.T. OF LOT 3 STUDIOS:

S - Strengths

1. Detail-oriented 
2. Dedicated to customer satisfaction - getting it how they want it! 
3. Willing to go the extra mile

O - Opportunities

1. Marketing strategies 
2. Videography - Video editing techniques 
3. Display tablet
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W - Weaknesses:

1. Procrastinator 
2. Fear of failure 
3. Bad at saying “no”

T - Threats:

1. Lack of business in small towns - mobile lifestyle 
2. Low budget for supplies 
3. Lack of local design community

OUR MISSION:

What drives you? What keeps you motivated? What are you passionate 
about? 
Other people being dependent on me keeps me motivated (I’m bad at 
motivating myself), and I’m passionate about creating/designing things that 
solve a problem and/or bring people joy.

What is important to you in business? For example, what are your ethics, 
values and reasons for being in this profession? Do you have creative work 
you specifically want to do? Answer this as if money or job availability didn’t 
matter. 
I believed that my artistic ability was created within me by my Creator - 
Jesus. I think that my use of this talent should glorify Him. A creative work 
that I would love to do is illustrate some children’s books for my church’s 
bookstore - they have a lot of literature for adults and I want children to 
learn too! But more simply, I just want to create stories and spread the love 
of Jesus.

OUR FUTURE:

Where do you see yourself in 5 years? Not just location or “successful”, but 
how will you be living? 
I see myself firmly settled in my RV but hankering for a fifth-wheel (or 
a house, who knows, haha.) I see ample rabbits and chickens helping to 
produce eggs and meat for my small family, and I see a decent garden in 
raised beds that can produce eggs and meat for my small family, and I
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see a decent garden in raised beds that can be transported to our next 
destination. I hope to have a better office space with a fancier computer 
where I have started and almost finished my first book. With my established 
place at Ritter (and my retail job far behind), I will be diligently working on 
our latest campaign while dreaming of working for myself.

Where do you see yourself in 10 years? 
I own land - like 10 acres. Or 20. My husband has bought a sheep herd, and 
we are building a house for us and our 2 kids. We’ve learned to become 
fairly sustainable on our little piece of Earth, and we love our remote work. 
I have a few book tours under my belt and I run most of the social media 
presence for my local church.

How are you going to make this 10-year goal happen? 
Keep in mind that money doesn’t always get me where I want to be. 
Remember what I’m really put on this Earth for. Hustle and always consider 
opportunities that are given to me where I can grow in my design and art. 
No gig is too small.

OUR PRODUCTS AND SERVICES:

Drawing/Illustration 
I have a skill at recreating what I see - I have taken Drawing I, II, and III, so I 
have education in the basics and in the human figure. I have illustrated for 
the cover of a periodical and an event program and get commissions for my 
artwork. This is where a lot of my joy in art and design is found, so my heart 
is in this area.

Writing 
To pair with my major in Graphic Design, I have a minor in Writing Studies. 
I have a background in academic writing (and how to break the form), in 
researching what writing is (and how graphic design is writing in its own way), 
and in creative writing (with most of my strength lying in creative-nonfiction 
essays and fiction).
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Film/Video 
I think I have more film experience than some other new designers. I have 
created several YouTube videos, Instagram videos, etc. I edited my church’s 
virtual Youth Convention maneuvering through different camera angles and 
sound, to create a video that flowed through an intro, music, and singing, 
and a sermon nicely. I can make my way around Premiere Pro adequately, 
and I enjoy this as a platform for telling stories.

OUR COMPETITION:

Creativity/Ideation: 
My competition would be the great idea person. Someone who just exists 
and things flow into their head unhindered by preconceived notions, fear, 
and structure. They speak their mind no matter what, and they are smart 
enough to know how to articulate their thoughts in a productive and 
intuitive way.

Training: 
Full Sail - the art college all art colleges. The graduates are my competition; 
students who are absolutely covered in all things tech and modern graphic 
design and art techniques. My competition has a working knowledge of 
every area of creating (coding, logos, film, advertising, marketing, identity, 
illustration, animation...everything), leaving me in the dust.

Experience: 
They have been hustling since high school. Every chance they got in college, 
they designed for a club or organization. Every design team had their name 
in the books. All their spare time was spent on the grind. No stone was left 
unturned, and no internship was left untaken.

Specialty:

A specialty in reading people...now that’s how one could really capture the 
essence of a business or a challenge. My competition has the skill of truly 
engaging with people on a deep level where they can piece together what 
they really want visually and tackle the root of their problem.
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OUR CLIENTS:

Who is your ideal client(s)? 
I think I would prefer to work in-house somewhere if I wasn’t freelancing 
and working on my own projects. I find myself getting really loyal to the 
companies that I work with, and being in an internal marketing/design 
department would keep me searching on how to make the company/brand 
better - not just doing it once or when they’re ready for a facelift. I want to 
live in the company, know it, care about it, feel like a part of it.

Will the ideal client give you little or full control over the project scope?  
Do you like a lot of direction or a little? 
I like a lot of direction - or rather maybe just a lot of knowledge about what 
I’m working on and what it touches/impacts. I want to know what function is 
expected, but I would want some reign on how to achieve that function.

COST-OF-LIVING ANALYSIS:

Cost of basic Health Insurance:

$365.19 < (Notes) United Healthcare - Short Term Medical Plus - $1000 
deductible. Roughly the same in AR and

AZ, but the deductible is ~$8000 in AZ.

Cost of Equipment (Software and Hardware):

$56 < 

$50/mth - Adobe Creative Suite 
$6 - Microsoft 365 (69.99/yr)

Cost of Website:

$20 

Cost of Continued Education:

~$15 < (Notes)

~$20 - Lynda.com account
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OR 
$15 - Masterclass account 
OR 
$10 - Skillshare account

Cost of Estimated Quarterly Taxes Set Aside Per Month:

$450 < 

$1500 - 70% = $450

Other:

$1460 < 

Average cost in Phoenix: 
~$1300 - 2 bedroom apt 
~$160 - utilities

TOTAL ESTIMATED COST PER MONTH:

$2,366.19

How much will you charge?

$50 < 

Per Phoenix, AZ. Will charge less in AR. Price will also  
depend by project.

How many days of the week will you work?

5 days

How many hours per week do you expect to be billable?

30 hours > 

$50 x 30hrs = $1,5000/wk >>> 6,000/mth

TOTAL ESTIMATED PROFIT PER MONTH:

4,500
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F I N A N C I A L  F O R M S
Hourly Estimate: 
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Hourly Invoice: 
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Project Invoice: 
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Project Quote: 
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M E R C H A N D I S E
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T H A N K  Y O U


