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For the Open Society Foundation we have decided to design a logo depicting three meshing 
gears. The gear is a symbol which has outlived centuries and despite the technical develop-
ment no one has found means how to substitute it. Gears are also parts of many machines 
which they set in motion. This applies to OSF as well, since it has greatly contributed to set-
ting in motion the formation of the civil society in Slovakia. It can be also the symbol of 
very high value- if we take the watches with a mechanical mechanism, they are the most valu-
able ones.

Since our goal was to get attention not only of the older generation, but of the younger 
one as well, we have decided for call-to-action approach with the claim “Turn on the think-
ing”. It appeals to people and at the same time represents the most basics of functioning of 
OSF in Slovakia. The claim is, therefore, able to appeal to a wide range of its partners and 
clients, re-gardless their age.

With brands such as Open Society Foundation, it is not necessary to change their brand 
iden-tity regularly. Based on its foundation character, it is much more necessary to present 
the goals which it wants to communicate. It is also necessary to react to trends and de-
mands of the market somehow, but not in such way as brands which primarily need to sell 
do.

OSF’s brand identity ought to develop continually. OSF does not need to distance itself from 
its history, but it can proudly follow it.   
The brand ought to be presented as the brand, which helps to create a civil society, which 
helps to open people’s eyes and which draws attention to certain issues, the brand which 
seeks themes for discussion and which accelerates what happens within the society and 
thus helps to form a civil society. 
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