
The corporate identity for Cross Colours a 

design and advertising company in Johan-

nesburg, represents a refreshing depar­

ture from convention and encapsulates the.adventurous spirit of its 

founding partners Adele Wapnick,Joanina Swart and Janine Rech, all 
multiple award winners who previously worked together at the 
agency Red Nail. Based on the premise that an identity need not 

have a uniform brand presence but offer a variety of different ex­
periences to an audience, the identity is a visual and verbal explora­

tion with infinitely variable manifestations. The word and image play 
on the meanings inherent in the company name and the mixing of 

various elements of the identity in different ways, suggest the ability 
to generate endless creative possibilities as well as an approach 

which is flexible, adaptable, interactive and fun. 

The individual identities established for each of the three partners, 
and used on the business cards as well as the reverse side of select 

stationery items, convey not only the outer face of the company 
but also some of its inner resources. The identities reflect each 

partner's personal characteristics, individual strengths and func­
tions within the company. So, accounts executive Wapnick is por­

trayed as 'the money lady'; Swart as the designer, 'sourcing junkie' 
and computer expert; while illustrator Rech's love for Gary Larson 

cows is conveyed by an appropriately patterned palette. 

According to Swart ( 1996 ), the partners' individual abilities and 

strength~ are complementary and are integrated to form a syn­
ergistic team with members working in close co-operation. Con­

ceptualisation on projects is always a team effort. Each member 
of the team is expected to keep herself fully informed about 

work in progress and be prepared to assume flexible roles and 

undertake overlapping duties at any stage of a project. 
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