





VISUALIZING THE NAME

While the management team knew this
new venture might get a lift by sharing
some of the existing equity of the Panda
brand, they also realized the chain would
need to stand on its own and have its
own unique identity. So they asked Hunt
Design Associates to explore names that
included the word panda as well as names
that didn’t.

To develop ideas, Hunt's designers
began by generating lists of root words
relating to restaurants, fast food, and Asia
(including words Americans typically
associate with Asian restaurants). This
exploration was followed by gathering
and generating Asian/Pacific imagery. By
cross-associating the various words and
visuals, a plethora of possible names
began to emerge.

Hunt's team came up with more than
300 suggestions using the word panda.
Then after some struggle — and after
spending more time than it took to
develop the panda ideas — they added
more than 100 other names to the list.
Although they showed the clients every
name they had generated, the designers
gave priority to about 30 candidates by
developing some preliminary type and
graphic treatments for them, and they
created several quick comps for their
favorite choice, Panda Panda.

“We tend to show our hero [the de-
signers’ preference] in a few different
ways — with various fonts, colors, and
visual cues,” says Hunt, noting that this
approach helps the client “see” the name
as a functional solution and not just an
abstract set of words.

“Sometimes you get a name that might
be good, yet seems a bit off target,” notes
Mike Stack, a member of the Panda Man-
agement Company advisory board and
the food-service consultant responsible
for developing the fast-casual concept
for the company. “You often need some
graphics to help sell it.”

In this case, the selling job took a lot
of perseverance. “It took awhile for the
name Panda Panda to grow on all of us
on the management team,” Stack says.

“If we know we're right, we stick to
our guns and sell, sell, sell,” says Hunt.
“Not by forcing ideas, but rather by sell-
ing the reasons why the name is the right
one.” He knew Panda Panda was the best
choice because of its inherent iconic
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Hunt Design Associates suggested
more than 400 names for Panda
Management Company’s new
restaurant chain. Because clients
often have trouble selecting a
name when the choices are pre-
sented in a list — a problem
Wayne Hunt calls “the generic
curse” — the designers created
quick signage mock-ups for about
30 of their favorite candidates to
help the clients consider the
choices in context.
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In her early sketches, designer
Christina Allen explored different
treatments for the panda. The
approach the client eventually
chose was a new interpretation of
the parent company's original l0go.
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