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Brand 
Associated 
Words

End The Stigma
Positivity
Love Yourself
Loud And Proud
Calm Their Nerves
People / Personal
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Brand 
Colours

FF4E4E F9BB50 22A8DD F26C6C

When creating the Don’t Go Bald 
brand we decided early on that we 
wanted to focus on people and 
positivity, ending the stigma behind 
the hair transplant procedure.  

The pallet chosen was bright and 
positive, allowing pairings with 
imagery of happy people and bold 
typography.
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Concept 
Number 
01
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The
Happy Hair 
Logo
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Usage On
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Spacing
is Always
Important
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It is imperitive that space is left on all 
sides of the Don’t Go Bold logos and 
logo marks. The space should be at a 
minimum the size of an “o”

“o” is relative to the logo’s 
size as seen below,



Explaining
The Bespoke
Icon
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This Icon has several key elements 
based on hair. of course it makes up a 
smile and a hairline, however, if you 
look a little deeper, the hairline itself 
is made up of a hair follicle with the 
hair bending



Concept 
Number 
02
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The
Profile Smile 
Logo
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Spacing
is Always
Important
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It is imperitive that space is left on all 
sides of the Don’t Go Bold logos and 
logo marks. The space should be at a 
minimum the size of an “o”

“o” is relative to the logo’s 
size as seen below,



Explaining
The Bespoke
Icon
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This icon is based on a side profile of 
a head and the deconstructed letter 
“D” from “Don’t Go Bald.”

We deconstructed the D to be similar 
to the follicle that a hair grows from.



Concept 
Number 
03

22/42



The
Follicle
Logo
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Usage On
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Logo 
Usage On
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Logo 
Usage On
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Spacing
is Always
Important
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It is imperitive that space is left on all 
sides of the Don’t Go Bold logos and 
logo marks. The space should be at a 
minimum the size of an “o”

“o” is relative to the logo’s 
size as seen below,



Explaining
The Bespoke
Icon
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This icon is based on a side profile of 
a head and the deconstructed letter 
“D” from “Don’t Go Bald.”

We deconstructed the D to be similar 
to the follicle that a hair grows from.
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Going bold 
with images
& Brand
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All images used should contain 
happy looking people, a smile or grin 
implies that thecustomer feels more 
confident and reflects positively on 
the procedure. 

Happy Faces 
Are Happy 
Customers
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Images 
for Online 
Media
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It’s possible to create a strong brand 
image by using the logo and imagery 
in a cut out / collage style, they say 
a real smile comes from the eyes. So 
leave the rest up to your new strong 
logo mark.

Mixing 
The Logo & 
Images
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A Bold brand 
deserves A 
Bold Header
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A bold header sets the tone for the 
rest of the website, we created a 
strong typographic slider that allows 
the use of the collage style imagery 
and some  typography to really wow 
potential clients.



Putting the 
Customer at
Ease

We know that with any surgical 
procedure the patient will have 
questions and concerns.

Part of the job for this website is to 
alleviate some of their nerves, with a 
large Q&A section on the home page 
featuring your confident surgeons 
this will help squash any worries.
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Mobile Design 
Matters Just 
As Much
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With an increasing number of 
people using their mobile 
devices as their main way to 
browse the internet, mobile 
matters just as much as 
desktop computers when it 
comes to design. 
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Typography
Is Just as 
important

Although Logos, colours and 
images are all important features, 
typography is just as important, 
with something such as surgical 
procedures, people will want 
information, that information 
must be as clear and legible as 
possible.
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Halcyon 
Semibold.
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj 
Kk Ll Mm Nn Oo Pp Qq Rr Ss 
Tt Uu Vv Xx Yy Zz

Halcyon 
Regular.
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj 
Kk Ll Mm Nn Oo Pp Qq Rr Ss 
Tt Uu Vv Xx Yy Zz
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Keep the 
trust signals 
rolling
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With trust being a huge thing 
in sugical procedures, it’s 
important that regularly we 
remind your customers that 
the team is made up of 
professionals with many 
happy customers, with this in 
mind we plan to heavily 
feature customer stories.



Our goal with content 
marketing is to share people’s 
real stories with their hair 
transplant procedure, letting 
people know that it’s nothing to 
be ashamed of.

This content will regularly 
contain testimonials and 
quotes directly from the client, 
ensuring everyone’s aware how 
fantastic their experience was.

Sharing
Case 
Studies

42/42

John’s Story
John was losing his hair at a rapid rate in his late twenties, 
an unfortunate situation for someone so young, the impact it 
had on his confidence was astronomical, hear in his own 
words how the procedure went.

“I couldn’t bare it anymore, I needed my hair back, this is 
where Don’t Go Bald came in, they reassured me every step 
of the way, i was given a private room to wait in before the 
procedure and calmed my nerves whenever i had any doubts, 
i was scared that my hair wouldn’t look natural, but it looks 
just like it did before i started losing it!


