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Business Name: Chris Hinkel, Tahoe Concierge Realtor 

Contact Name: Chris Hinkel 

Contact Email: christine.hinkel@gmail.com

Date for Completion: 

Complete Branding Suite/Visual Collateral: March 31, 2016

Product/Service/Brand Name: 

Chris works currently for Sierra Sothebys Realty. She specializes 

in real estate of all values in the California Truckee/Tahoe region. 

However, since real estate companies change names/ownerships 

frequently, it is best to brand as an individual rather than as the 

company name.

Goals:

 Chris strives to be a knowledgable, trustworthy realtor that serves 

clients with a variety of needs and budgets. She would like to 

be recognized as one of the areas most reliable and trustworthy 

agents. By doing this, she wants to grow her business to get more 

clients, close more sales, and support her family.

Objectives: 
With new a unified branding scheme, aesthetically pleasing new 
collateral, and a solid brand identity, Chris would like to continue 

to produce her Youtube videos and solidify her brand even more 

as a top Tahoe realtor.

Design Brief Target Audience: 
The main homebuying demographic for the Tahoe Area is second 
home buyers located primarily in the Bay Area. There is a second-
ary target audience of local first time homebuyers and investors. 
Chris would like to reach out mainly to the Bay Area second home 
buyers because that is a market with a large amount of money. 
She would also like to continue to better her community by help-
ing locals in their homebuying quests. 

Scope:
• Business Card
• Logo
• Social Media Banners, etc. 

• Twitter Banner
• Youtube Banner
• Facebook Banner

• Images for Youtube inros/outros
• Mailer
Not in Scope:
• Website
• Actual Video Production

Format:
• Logo must be able to be printed large with color and small in 

black and white.
• Vector form of logo will be necessary for social media banner 

creation and future sticker/other collateral creation.
• All collateral must be web and print compatible.

Design Aesthetic:
• Clean/Simple
• Mountain Modern
• Contemporary forms with elements inspired by nature



Recommendation Report
Introduction
In order to differentiate Chris Hinkel, Tahoe Conciege Realtor (who will 
be referred to TCR for the remainder of the report) from the numerous 
other realtors of the region, TCR needs to unify its branding. “Chris 
Hinkel, Tahoe Concierge Realtor” is a brand that implies top notch, honest 
customer service in the Tahoe area, and that implication can be shown 
throughout all branding. There are many aspects of TCR marketing that 
are successful. For example, TCR regularly creates videos about housing 
prices, homeowners associations, and other real estate topics that have 
attracted multiple new clients and TCR frequently write to homeowners 
and send out mailers. However, by promoting a unified brand image, TCR 
has the potential to build it’s business even further.

Methods (research)
In order to prepare accurate and helpful recommendation report, I have 
conducted some research in the form of client questions, an examination 
of the Tahoe Real Estate Industry Marketing, as well as an in depth look 
at fonts, colors, and general aesthetics that fit with the atmosphere of the 
Tahoe and Bay Areas. 

Some key concepts that a designer must think about when creating a 
brand identity and collateral are differentiation, authenticity, personality, 
and simplicity.  For any brand, differentiation is key; according to author 
Marty Neumeier, “When everybody zigs, zag.”1  So what this means for 
TCR  is that her branding needs to highlight how TCR  is different from 
other realtors in the area.  For example, most realtors brand themselves 
in a way that might appeal to an older, more conservative audience. TCR  
can break into a growing new market of newly wealthy young Bay Area 
clients.

In order to create a brand image that is authentic and has personality, the 
collateral must portray clarity must display a congruent and consistent 

sense of self knowledge. According to Alina Wheeler, author of 
Designing Brand Identity “Brand expression must be apprropriate to the 
organization’s unique mission, history, culture, values, and personality,”2 
In TCR ’s case, Chris has a solid idea of who she is as a person and as a 
business person, and she portrays that image through her interactions 
with clients and her Youtube videos. These two elements are the most 
basic building blocks for building an authentic brand image. Some areas 
that she could improve upon are her targeted messages, aesthetics, and 
logo.2 With all of these elements in place, TCR will be able to strongly 
position the brand.

In terms of the aesthetics of TRC’s logo and other collateral, the aim is to 
design simple, iconic images that convey her personality and background. 
David Airy, author of “Logo Design Love” claims that the use of a symbol 
in a logo isn’t always necessary, so to maintain simplicity, text will make up 
the entirety of TCR’s logo.1 Simplicity also aids with recognition, and it’s 
important for people in the Tahoe and Bay Areas to recognize TCR’s logo 
immediately.  

Overall, TCR ’s marketing collateral needs to reflect her personality and 
background as a long time Tahoe resident and down to earth realtor. 
Below are the findings from client questions and local real estate 
marketing research.

Findings
Client Findings:
Please see attached answered client questions.

Tahoe Real Estate Industry Marketing Findings:
These observations are from an extensive look at current websites, 
newspaper ads, websites, logos, and all other marketing collateral of 
competing Tahoe area realtors and real estate agencies. Primary subjects 
of observation include: Chase International Realty, Oliver Luxury Real 
Estate, Dickson Realty, and Coldwell Banker Residential Brokerage.
 -Most realtors rely on the branding of the real estate company they 
work for. (However, I think it’s wise to brand yourself personally as well 
due to the transient nature of the real estate companies.)



 -Most realtors have mediocre websites which I assume are created 
and hosted through the real estate companies. The reason these websites 
are mediocre is because they are not personalized to the agent. They 
often consist of generic color schemes and are clearly created via a widely 
used template. Most websites also appear to appeal to an older, less 
tech savvy audience with thier use of fonts, patterns, and color. (Since an 
increasing number of homebuyers in the area are younger people from 
the Bay Area working in the Tech industry, this presents an opportunity for 
TCR)
 -Ads in real estate sections and classified sections of local 
newspapers are lackluster and do not appeal to a younger audience. (By 
younger I mean late twenties through thirties.) The majority of real estate 
ads located around the Tahoe area (In newspapers, on shopping carts, 
online, etc.) feature black and white headshots, dark and muted colors 
(dark navy blue, black, grey, maroon, etc.), similar looking pictures of 
average homes for sale, and basic fonts (Arial, Times New Roman, Minion 
Pro, etc.)

Aesthetics:
These findings are from searches of font websites such as 1001fonts.com 
and dafont.com, from observations of the natural colors of the Tahoe area 
and Lake Tahoe (both in pictures and in person), and from searches on 
creativemarket.com (a resource for graphics, templates, fonts, and other 
graphic design/information design needs). 
Fonts:
For the handwritten portion of the logo and other accent text pieces of 
collateral, here are some potential font suggestions:

Tahoe Concierge Realtor, CH (Font: Mathilde)

Tahoe Concierge Realtor, CH (Font: Halo Handletter)

Tahoe Concierge Realtor, CH (Font: Notera)

Tahoe Concierge Realtor, CH (Font: The Constellation of Heracles)

Tahoe Concierge Realtor, CH (Font: Ylee)

For the main, clean and simple font here are some suggestions:

Colors:
• The colors found in nature around the Tahoe area that would be best 

to use in marketing collateral are: dark brown, taupe, sandy beige, and 
olive/darker greens. For occasional accent colors, the jewel tones of the 
lake are light teal and bright saphire blue.

Other:
• In order to retain a “down to earth” feel that reflects the vibe of the 

area as well as to stay current with trends, a subtle woodgrain is an 
appropriate pattern to use for collateral. 

Recommendations
Logo
I recommend that the logo used consist of simple text reading “Chris 
Hinkel” in a clearly readable font with “Tahoe Concierge Realtor” 
underneath. Above those lines of text, the initials “CH” will be displayed in 
a loose handwritten script.

The logo will be simple and easy to use on all platforms. It will look clean 
and simple on top of pictures, on websites, social media, and in videos. 
It is also simple enough to look clean when printed small on mailers or 
business cards. 

Name
The name “Chris Hinkel, Tahoe Concierge Realtor” is a clean, concise 
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name that says exactly what it means. Since the real estate companies are 
fairly transient, it is wise to brand oneself as an individual realtor rather 
than attatching oneself to a specific company. In addition to containing 
your name, “Chris Hinkel, Tahoe Concierge Realtor” quickly and easily 
identifies what you do.

Colors
In terms of colors, the aesthetic key word guide (as found in the creative 
brief) should be followed. To combine a simple, contemporary aesthetic 
with the natural beauty of the Tahoe Area, a color schemes of deep green, 
rich brown, and black should be used. On occasion, teal and brighter blue 
colors can be used to emulate the crystal blue water of the lake.

Tagline
TBA. The tagline should be short, 3-5 words. It should work to tell the story 
and differentiate you from other realtors. It should easily fit on a business 
card or mailer and should easily/stylishly fit underneath the logo. 

Typefaces
• “Chris Hinkel” and “Tahoe Concierge Realtor” should be in a clear, sans-

serif readable font. This font must be able to be read by someone with 
normal eyesight from a few feet away when printed on a larger poster. 
This font should consist of clean lines while at the same time posessing 
a unique quality that will set it apart from standard fonts like Helvetica.

• “CH” should be in a handwritten, slanted font. 
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