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Branding a next generation of leaders
A case study on how succession planning informed a new brand.

How did we help?
• Analyzed the current state of the company’s 

brand with a customer survey, brand 
audit, audience analysis, and competitor 
benchmarking study.

• Brought key stakeholders together for a 
thoughtful and comprehensive discussion 
of the future.

• Created new nomenclature, tagline, and 
supporting messages that carry through all 
communications.

• Created a new identity for the company 
that depicts a fresh energy and position in 
the marketplace. 

• Delivered a simple-to-use identity 
guidelines manual that enables Carter staff 
to create on-brand communications. 

• Culminated the new branding work into 
a website that expressed the company’s 
people, values, and future direction.  

Opportunity
Under the leadership of fundraising expert Bob 
Carter, Bob Carter Companies became a leading 
global consultancy in fundraising and philan-
thropic giving. In 2014, Mr. Carter was ready to 
transition the leadership of his enterprise on 
to his executive team and a new generation of 
consultants. A communications challenge quickly 
emerged: how do you move the company 
forward under new leadership, while still 
retaining the equity of the Carter name?

Solution
ThoughtForm collaborated with Bob Carter 
Companies to imagine the next-generation of the 
company. This company would retain the vision 
and expertise of Mr. Carter, but also express a fresh 
face in the market with a new name and identity. 
Through this exploration, ThoughtForm helped Bob 
Carter Companies become Carter. With this new 
name, along with a new logo, kit of key messages, 
and website, Carter has begun to build new 
audiences and experience growth.

‘‘

”

ThoughtForm did a great job 
of researching and embracing 
our profession. They helped 
us figure out how to position 
ourselves in our marketplace, 
and the result has been 
extraordinary growth. 
Steve Higgins
President, Carter



Who did we 
help?

Branding a next generation of leaders

What did we do?

Conducted internal 
and market research to 
understand current brand 
perceptions.
ThoughtForm wanted to test current percep-
tions of the Bob Carter Companies brand 
and service. ThoughtForm worked with the 
company’s stakeholders to create and submit 
a survey to both external clients and internal 
consultants. The results of this survey—as well 
as a communications audit, audience analysis, 
and competitor benchmarking study—were 
shared at a Vision Catching® session with 
stakeholders. Through this collaborative 
discovery session, ThoughtForm gained the 
understanding it needed to craft a new identity 
and messaging for the company.

 

Developed new, fresh 
brand and identity to 
reflect the company’s 
bright future.
As a team of well-respected experts, Bob 
Carter Companies builds trusted relationships 
with global clients and leads with confidence. 
ThoughtForm wanted to include those 
qualities in the company’s new brand structure 
and logo design. 

ThoughtForm designed a variety of names and 
logos that represented the company’s brand. 
Through a series of reviews, ThoughtForm 
helped Bob Carter Companies narrow a robust 
list of new names down to Carter. The new 
brand structure and name represent the man, 
Bob Carter, but also the qualities and integrity 
that his expertise and team have become 
synonymous with. The logo was designed as 
a stylized globe that is encircled by a capital 
C—a design that is simple, elegant, and direct. 
ThoughtForm captured this work in the form 
of a logo library and guidelines manual that 
details how to use the new identity in a variety 
of applications.

Designed and launched 
the new brand with 
a responsive and 
engaging website.
ThoughtForm created a user-centered, 
responsive website to support the roll-out 
of the new Carter brand. ThoughtForm 
focused on creating robust functionality 
and intuitive navigation to support the 
goals of the site visitor and made the site 
compelling and engaging through branded 
visuals and messages. ThoughtForm also 
built the website with a CMS to ensure that 
Carter’s staff could update and maintain it 
into the future.

Carter—renowned 
philanthropy fundraising 
specialists
Founded in 2011 as Bob Carter Companies, 
Carter is a global philanthropy consulting 
firm with consultants located throughout the 
United States and Mexico. 

The Carter team has over 300 years of 
combined experience advancing philanthropy 
in the arts, conservation, healthcare, education, 
human services, humanitarian aid, and 
international sectors.
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Process documentation
ThoughtForm created a Design Innovation Guide, or DIG, to 
document the results of a Vision Catching® session and all  
of the research that went into it. Throughout the development  
of the project, ThoughtForm added documentation about  
name and tagline exploration, and then logo exploration.  
This process documentation helped Carter review their options 
and come to a consensus about name and logo decisions.

Carter website
From wireframes to final design and development, Thought-
Form helped Carter launch its new website. The website 
features four easy-to-navigate sections: Who we are, How we 
help, Who we serve, and Get in touch. With the user in mind, 
ThoughtForm incorporated information graphics, iconog-
raphy, and compelling photos to make the new website 
more visual and engaging. 

Art library and guidelines 
To help Carter implement its new identity, ThoughtForm 
created a comprehensive library of logo files to be used for 
a variety of applications, from print to digital. The accompa-
nying guidelines manual details how to correctly reproduce 
the new corporate signature. It also describes typefaces, 
colors, and graphic elements that make up the new identity 
to ensure that the brand is maintained into the future. 

What did we create?
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continued

Brand Elements

Using the Logo

Type size 5pt.

When scaling the logo 
below 11/8 inches wide, 
use the alternate logo 
without tagline.

Be proud of your logo and let it boldly represent you. Give it 
the space it deserves by allowing for clear space around it. 
The minimum clear space is equal to the height of the Carter 
name on all sides of the logo. No visual elements, text, or 
symbols can appear in this area (except in limited instances 
when logo is placed on top of a simple photo or texture).

Scaling/Sizing guidelines Clear space guidelines

Smallest size for logo with 
tagline, in order to ensure 
readability.

11/8 inches
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Typography is a very important 
part of the Carter brand. All 
applications of the brand from 
website to print communications 
should use consistent type styles 
to ensure that Carter consistently 
speaks with one, unified voice that 
carries an appropriate tone. The 
following pages provide guidelines 
and recommendations for using 
appropriate typefaces.

Primary Typeface
Gotham is a versatile sans serif typeface that is easily readable at small sizes. The 
Carter logo uses Gotham Bold because it helps convey that the Carter name is 
trusted and proven. 

Brand Elements

Typography

Alternate Typeface
Century Gothic, a geometric sans serif typeface, is an available font on most operating 
systems. It can be used as a substitute if Gotham is not available.

Gotham Bold
Use in headlines and areas of emphasis

Aa Bb Cc Dd Ee Ff Gg Hh Ii 
Jj Kk Ll Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1234567890

Century Gothic Bold

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv 
Ww Xx Yy Zz 1234567890

Century Gothic Regular

Aa Bb Cc Dd Ee Ff Gg Hh Ii 
Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt 
Uu Vv Ww Xx Yy Zz 1234567890

Gotham Book
Use in standard body text

Aa Bb Cc Dd Ee Ff Gg Hh Ii 
Jj Kk Ll Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1234567890

We recommend purchasing Gotham so that you can use 
the typeface when applying the brand in the future. Fonts 
can be purchased from Hoefler & Co. at typography.com.
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Advancing Philanthrophy Worldwide carter.com

Major gifts strategy

Philanthropy management

Endowment and capital 
campaign consulting

Local, regional, and global 
fundraising solutions

Let’s make a di�erence.

Brand Elements

Other brand assets

Globe Axial Tilt

The mark is tilted to match the axial tilt of the earth, 23.5 .̊ The 
diagonal strokes in the logotype also match the 23.5  ̊tilt. This 
angle and the corresponding latitudinal angle can be used in 
brand applications as a unique element.

The globe can be used separate from the logo as a stamp. 
It can be applied to photos or bands of color as a simple 
reinforcement of the brand.

Axial tilt, 23.5˚

Latitudinal angle, 66.5˚

Leadership Team

Consultants

Clients

Resources

Success Stories

Contact

About

Leadership Team

Consultants

Clients

Resources

Success Stories

Contact

AboutAchieve Your Vision
We are philanthropy specialists. 
Our collective expertise allows us 
to handpick a team that is uniquely 
suited to solve your local, regional 
and international fundraising 
challenges. When knowledge 
and creativity meet the right 
experience and support, you  
get Carter— you get results. 

News
4/15/15
News item headline goes here 
below the date and is a clickable 
link to the full story.

3/15/15
News item headline goes here 
below the date and is a clickable 
link to the full story.

2/15/15
News item headline goes here 
below the date and is a clickable 
link to the full story.

Calendar
4/15/15
Event name goes here below the 
date and is a clickable link to 
more details.

5/15/15
Event name goes here below the 
date and is a clickable link to 
more details.

6/15/15
Event name goes here below the 
date and is a clickable link to 
more details.

© 2015

400 Madison Drive, Suite 204 
Sarasota, FL 34236 
Phone: 941.388.3414

Site Map
Privacy
Terms of Use

Menu

Achieve Your Vision
We are philanthropy specialists. Our 
collective expertise allows us to handpick 
a team that is uniquely suited to solve your 
local, regional and international fundraising 
challenges. When knowledge and 
creativity meet the right experience and 
support, you get Carter— you get results. 

Calendar News
4/15/15
News item headline goes here below 
the date and is a clickable link to the 
full story.

4/15/15
Event name goes here below the 
date and is a clickable link to more 
details.

400 Madison Drive 
Suite 204
Sarasota, FL 34236     
Phone: 941.388.3414

A proven record of results
Strategic planning and a deep knowledge of organizational 
structure are keys to successful planned giving, annual programs, 
major gifts, grant making and fundraising related to both capital 
and endowment campaigns. We have worked with XX partners to 
raise over $XX. Our results speak for themselves. MORE 
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Through our communications 
audit, we discovered a disconnect 
between BCCo’s stature and 
reputation and the appearance  
of its communication materials. 
This certainly has not impeded 
BCCo from cultivating its clientele 
and being successful. But imagine 
how business opportunities 
could grow if BCCo had a set of 
compelling, beautifully-designed, 
and well-written communication 
materials. 

The report card on the yellow  
cards at far right shows only one 
positive mark for using the BCCo 
logo persistently. Three negative 
marks were given for overall brand 
consistency, support of brand 
personality, and use of appropriate 
production standards.

Having a new brand identity at the 
end of this project will provide  
a perfect opportunity to update 
BCCo’s communication materials 
(print and digital) to mirror the  
style and attitude of BCCO’s new 
identity. To start we advise less 
white, more color, more photog-
raphy, and more varied content in 
the form of client testimonials, case 
studies, and infographics. 

Current State

Communications 
Audit

Updating and enhancing BCCo’s communications 
materials is not just about aesthetics, it’s about 
process and tools. To avoid inconsistent business 
papers and other materials, BCCo will ultimately 
need a set of easy-to-use templates so that BCCo 
staff can create pieces that are appropriate, 
handsome, and on-brand. The need to reinvent  
the wheel will essentially go away.

©
 F

eb
ru

ar
y 

20
, 2

01
5 

Th
ou

gh
tF

or
m

 In
c.

 | 
10

48
0 

|  
Co

nfi
de

nt
ia

l: 
D

o 
no

t c
op

y

® 28

We ended our Vision Catching 
session with a look at an array  
of magazines. A magazine is a 
brand: a highly-recognized product, 
with a distinct look and feel, a 
distinct voice, and a loyal audience.

We asked the BCCo attendees to 
pick the magazine that most 
represented their newly-evolved 
company in the future. Is BCCo  
more Fast Company or Vanity Fair? 

These are the winners with notes 
about why these magazines  
were selected. These magazines 
provide tangible ideas for the 
creation of BCCo’s new identity  
and name.

Graphic Identity

Magazine Exercise
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Our competitive benchmarking 
poster showed BCCo’s Achilles heel: 
its graphic presence. BCCo is less 
visual in its precense compared to 
its competitors, which are using 
imagery and language to entice their 
visitors. 

Beyond our initial observations and 
comparisons of brand elements, 
products, services, and markets, the 
BCCo Vision Catching attendees 
added blue Post-it notes with “likes” 
and “dislikes” about each competitor.  

Through this exercise, we learned 
what we might want to emulate 
in creating BCCo’s new brand, and 
what we want to stay away from!

Current State

Competitive 
Benchmarking
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How did we do it? ThoughtForm

For this project, the process was as valuable as the final product. 
The process ensured buy-in and consensus at every step.

Copyright © 2017 ThoughtForm Inc. and Carter.

ThoughtForm and the ThoughtForm logo are registered trademarks. 

Other products and service names may be trademarked by  
ThoughtForm and other companies. 

This document is current as of the initial date of publication and may 
be changed by ThoughtForm at any time. The data and client exam-
ples are presented for illustrative purposes only. The information in this 
document is provided “As Is” without any warranty, express or implied, 
including without any warranties or merchantability, fitness for a partic-
ular purpose and any warranty or condition of non-infringement. 

ThoughtForm transforms ideas to connect 
people with actionable information. Working 
where strategy meets design, we help our 
clients turn fuzzy ideas, challenges, and 
opportunities into clear and meaningful 
messages and experiences. With ThoughtForm 
you can engage and inspire people, build  
their understanding, and enable them to  
take action.

ThoughtForm is a Pittsburgh-based 
design consultancy focused on visual 
communications. We work with leadership 
teams in organizations ranging from  
Fortune 100 companies to small nonprofits.  
Let us give your thoughts a visual form with 
the power to communicate.

To find out how our design solutions can help you 
contact Steve Frank at: 
sfrank@thoughtform.com

To learn more, visit us at: 
thoughtform.com
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With this final question, 
ThoughtForm was able to collect 
and synthesize the survey results  
and present them for discussion at 
the BCCo Vision Catching session. 

Much of this synthesis and 
discussion is captured in the big 
idea takeaways at the end of  
this document, which will help us 
create BCCo’s new identity. 

But just as a piece of research, 
this survey offers BCCo a valuable 
snapshot of current market 
perception and recognition.

Current State

Survey Review
continued
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In this exercise, we asked the BCCo 
attendees to help us explode 
vocabulary (and meaning) around 
commonly-used words in BCCo’s 
industry such as fundraising, 
development, philanthropy, and 
advancement. The meanings of 
these words can be very subjective 
and contextual. 

Part of evolving BCCo’s brand is  
to clarify its stance on these different 
words (i.e. what it does and what it 
doesn’t do). 

Messaging

Word Association

CARTER SITE MAP CONCEPT 

Who We Are

What We Do Success Stories

Service O�erings

Client List

Full Success Story

News & Events

Intro Statement(s)

Our Team

Our Story
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Client Resources

Legal Terms of Use, Privacy

Copyright/Address

Individual StoryAll News

Bob Carter Companies
Vision Catching
Workshop
January 29, 2015

Sentence Building Exercise

© ThoughtForm Inc. | Project 10480

Bob Carter Companies is a . . .

                            that
                             

                                      to               
OBJECT               DO WHAT            

                                                              .
FOR WHAT PURPOSE                              

Example:

Bob Carter Companies is a guru that sagely advises nonprofits to run memorable capital and endowment campaigns
                                                                                                           
so they can shine brighter. 
        

ADVERBNOUN VERB

NOUN ADVERB VERB OBJECT DO WHAT

FOR WHAT PURPOSE

Brand Audit Score Card

Stationery

Business 
Papers 

External Forms

Internal Forms

Information Packets

Publications

Newsletters

Mailers/Flyers/
Invitations

Expresses
desired
personality

Supports
mission
statement

Maintains
consistency

Content, design, 
& production 
standards are
appropriate
for type of piece

Presence of 
brand logo

Brochures

Promotional
Materials Media Kits

Ads/Posters

Merchandising

Website

Digital

ThoughtForm Inc. 
Northside Urban Pathways Charter School 
Vision Catching Session, Project 9662 
May 10, 2010

Supports Criteria

Does not support criteria
Neutral

Created a DIG (Design Innovation Guide) 
that captured the results and outcomes of 
the Vision Catching® session, including clear 
next steps for moving forward.

Used a systems approach to build a logo 
library, including descriptive file names, 
that gives Carter the ability to search for and 
select the appropriate file (color, file type) for 
any application.

Ideated names and logos to explore a 
wide range of directions for the new brand 
identity. 

Developed a series of research and 
understanding techniques specially 
designed to capture the current state of the 
brand and explore new directions. 

Used an agile development process 
to design and build the new Carter 
website using WordPress with customized 
templates.  
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The following are alternative versions 
of the logo designed to be used in 
certain situations where using the 
primary logo may not be ideal—
such as very small logo applications, 
highly horizontal applications, or 
on dark tones. These examples 
show alternative ways of pairing the 
logotype and tagline with the mark.

Brand Elements

Alternate Logos

At small sizes, the tagline will 
not be readable. This lockup 
without the tagline can be used 
in those situations.

Vertical Logo (no tagline)

Horizontal signature

When there is limited vertical space to place the logo, this 
horizontal lockup helps to keep the Carter name and tagline 
readable.

When the logo is placed on a dark background or over 
simple photography or textures, the Carter name and 
tagline become white to maintain readability.

Reverse version
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