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Information Design -- Qualitative Approach  
for Corporative App in iPad  

Jacqueline Aparecida G.F. de Castro, Marcelo V. Rino, and Julia Yuri Landim Goya 

Abstract. This paper reports the stage of our research about the corporate 
identity of ipad apps. The research objective is to develop a system to aid the 
designer to potentiate the transmission of brand identity in your app. At this 
stage, we tried to determine the variables that contribute to this tool icon 
considered nowadays and that expresses the brand in various media. In this 
paper the analysis of a Brazilian venture of selling apartments that were created 
on the system of aid visual language created for a thesis, which used techniques 
of Design of Information at this presented app, combining cultural studies to 
geometric modeling, Gestalt and Semiotics. 
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1 Introduction 

The Information Design can be interpreted as a form of visual expression 
broadcasting ideas and values, structuring and expressing culturally symbolic 
languages. In this context, under the gaze of Design Information company apps, we 
propose a systematic project on iPhone and iPad applications, as Castro (2013) that 
aims expressive identity applicability adding these elements of corporate identity 
values to which the design information intended, your brand. 

The marks indicate ideas and thus form real and virtual environments that can 
highlight the products marketed by following specific marketing strategy. The 
strategy can generate solid corporate identity, with its own style, around the company 
philosophy. 

Tseng and Piller (2003) cited by Fox (2008, p. 86) reported that the new market 
changes justify modifications of General Design of the companies, strengthening their 
vocation to satisfy the customer's wishes, valuing individuality through the processes 
of creation and manufacturing tailored to the client with mass customization of 
products. 

The ideals of the brand are fundamental in the creation and development of 
corporate identity, as defined focus and direction. According Bürdek (2006), to insert 
a corporate strategic plan the company will need some areas of Design, which are 
researched and developed for corporate culture. 

As the authors' research in progress, selected 15 business apps, after simple visual 
analysis, ranking certain variables incorporating different brands of philosophical 
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principles and analyzed the development of apps through time. Also examined 
existing visual plans, drawings (formal and meaningful language) and desired 
technologies, aiming to understand the positions of the elements of apps, and how 
they contribute to identity and expression of particular brand. 

2 Mobile Enterprise Apps 

The mobile apps are software that performs specific objectives on smart phones and 
tablets. You can access them through the "app stores", like the App Store, Android 
Market, BlackBerry App World, Ovi Store, among others. 

Some apps are free and some paid. Are usually intended for devices such as 
iPhone, iPad, BlackBerry or Android, but can also be downloaded for less portable 
computers such as laptops or desktops. Apps are designed to facilitate the 
performance of user activities for various purposes and for fun. 

Apps eventually add through their brands and follow marketing strategy aiming 
protrudes from competitors. This strategy aims to build strong corporate identity, and 
this in turn must be interpreted through three public areas of identification, which are: 
Communication, the engaging factor (signage, architecture, etc.) and their 
performances (philosophy and services of the company). The identity to be achieved 
must be investigated by each company, following its creation and philosophy that are 
converged to a unique style. 

On the brand is developed as a system that establishes interrelationships forming 
groups and subgroups, the groups are: function, reason and emotion, the subgroups 
are: product (material object), advertisements (mental representation of the image, 
such as prestige, style, category, position, status); buildings (through expression and 
representation of the mental image). 

The visual identity projects have as main objective to differentiate for consumers 
what their brand value amongst thousands of others. Strunck (2012) clarifies that 
created the icons, logo and symbol, their colors, synthesize and transfer to products 
and services all information or experience you have with them. They become beacons 
of trust in brands. 

Therefore the following relationship with the brand is established: Purpose, vision, 
mission, values, research, strategy, identity (visual, auditory, olfactory, gustatory and 
tactile), product design, and packaging  

It can be said that the APPLE brand also has in its favor the resulting qualities and 
attributes related to brand, called Brand-equity, resulting that it takes the consumer to 
choose this brand through the whole competition, everything that is tangible or 
intangible that a brand has, can contribute to growth and profitability. 

Tseng and Piller (2003) cited by Fox (2008, p 86). Reported how new changes in 
the market occurs and justify modifications in the design companies, by strengthening 
its vocation to satisfy the customer's wishes, by valuing individual processes of "mass 
customization "(adapted to manufacture in mass customer) and personalization of 
products. Contributing to this, Fonseca (2000, p.38) cited Raposo (2008) consider that 
all changes and developments in technology are revolutionizing industries and ways 
of marketing which involve other ways of communicating identity. 
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Thus, the ideals of a brand are fundamental in the creation and development of 
corporate identity, since they define focus and a direction to follow. As Wheeler 
(2008), the ideals for the construction of identity are: vision, meaning, authenticity, 
consistency, differentiation, flexibility, sustainability, commitment and value. 

According Bürdek (2006), to insert a corporate strategic plan it will need some 
areas of design such as corporate culture. The Design (multidisciplinary) works 
corporate culture through communication, behavior, product design, interface, interior 
and architecture. 

Therefore, corporate communication refers to areas related to graphic activities 
including the development of corporate identity manuals. The corporate behavior 
refers to the relationships between people, both internally and externally, and the 
media. Corporate Design, according Bürdek (2006), appears to be in two-dimensional 
and three-dimensional framework. 

The brand is essential in creating a corporate identity, making the consumer feel 
familiar with the purchase and use. This familiarity is linked to the user recognition 
by tangible and intangible values. Tangible are classified as: product shape, color, 
material, materials and signage substances belonging to the Design. 

Aiming at the phenomenon of Design Information in apps for iPad, focuses on 
static, dynamic visuals and designation of brands. So, we chose an enterprise sales 
developed especially for an Apple app, which was explored, analyzed and designed in 
order to emanate marketing strategies of brand image and visual signature 
TERRAZZO, through visual elements and developed meanings. 

The developed app was structured to provide the following advantages: ease of use 
- allowing better experience for resource use and interface devices, optimizing 
navigation and agility of shares, lower cost of access - how the interface is adapted to 
the device, traffic data needed for browsing, this one is much smaller compared to 
using conventional browsers, better use of available resources - best experience 
possible using the app with the resources that the device features like GPS, camera, 
bluetooth, etc.; offline access - many apps store information that enables navigation 
even without internet access. It is possible for a company sell goods, premium content 
and access within apps. 

But one cannot ignore that there are also a few des disadvantages. For example 
updating versions - with the launch of new models of smartphones and tablets, 
operating systems improve and enable new possibilities for apps. However, only 
those who have access have new versions. This makes an iPad 1, for example, very 
limited app in question, as many cannot be installed due to outdated version of the 
tablet. There are also different platforms: Each brand has its own application 
platform. Therefore, choose the manufacturer of the device determines the amount 
and diversity of apps that can use. 

Thus, mobile apps provide services and content information in a simplified and an 
agile way; access to updated content in real time or who have permanent utility; 
communication that enables connection between people and entertainment. Favoring 
the growth of games that allow greater integration. 

Then, the advantages found in apps materializes brand image in the application 
framework may prove identity and expression to the desired audience. 
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3 Materials and Methods 

It is presented an excerpt from a doctoral research in order to illustrate the method 
used to extract control variables that serve as parameters for the design of a system of 
development aid projects visual identity elements and expressive representation. 
The item addressed is the app (www.terrazoresidencial.com.br), ipad in the enterprise 
Terrazzo Residential under the direction of architect and builder Edson Crivelli 
Metro. The developed application by Marcelo Valerio Rino was part of the project 
developed for marketing, creation and development of competitive differentials 
currently perceived by society and consumers in a brand strategy. 

However, the object of study here is just one of the competitive advantages: the 
app on ipad 2048 x 1536 pixels. 

As literature survey, exploration and analysis of several business web apps 
conceptual aspects related to the brand were extracted. Was developed an analysis 
method already used in other areas of Design by Castro (2013) where there was 
construction aspects of the app on two complementary approaches: first, based on 
concepts of Gestalt (the shape and its geometry) and secondly, on concepts of 
semiotics (search for meaning and communication), which together contextualize the 
shape, mean and brand communication in the building. 

For the analysis of the apps we defined a classification relating historical context 
and systemic context. The analysis incorporated two aspects from the visual reading 
based on a juxtaposition of theories of Gestalt (visual literacy by formal means) and 
Semiotics (systemic language for meaning). The juxtaposition includes: awareness, 
literacy, interpretation and representation. Table 1 below summarizes the system is 
designed to read each case study. 

It was delimited in perceptual mechanisms and basic elements as the approach of 
Dondis, (2007) and adopted the name of conceptual categories used by Gomes Filho 
(2004), visual techniques as applied to the system in order to provide a basis for 
visual analysis, functional and expressions creation of brands, the application itself. 
These categories can be used critically in reading and interpretation of the way in the 
best or worst visual conveyed by the visual organization of the enterprise app. 

Table 1. System developed for the analysis of the app 

Visual reading of corporate facades System 

(confluence of data the researcher, Dondis 
(2007) and Gomes Filho (2004) - visual 
literacy - form). 

(confluence of data the researcher, Bense 
(1971) apud Niemeyer (2009) - significance 
of visual language - meaning and form of 
communication). 

1º Perception of the whole (conceptual 
categories: harmony, balance and pregnancy) 
search up through the regulator trait form 
aureus sections and constructions of meshes 
through symmetries. 

 

1o. Perception of the sign as an object 
(icon): syntactic dimension - identifying 
patterns and visual immediate details. The 
object can be formed by organization of the 
parts identified by systems and / or 
subsystems and single parts. 
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Table 1. (continued) 

2º Gestalt laws: unity and segregation - 
visual reading gives, for units, which are 
elements that configure form; segregation: it 
is the act of separating, perceive or identify 
the units, the division of the whole into visible 
blocks construction 

2o. Perception of the sign as an object 
(index): semantic dimension - study 
establishing relations between signifier and 
signified, assessing developments in the 
relations of objects to which they refer, as a 
dimension of the object itself and the thing 
signified. The significance of the product is 
brought to the consumer's value in use 
(functionality). The size grows and 
diversifies depending on the style and formal 
aesthetic standards are deícticos referring 
demonstration (message, as handed and their 
suitability). 

3º Laws of gestalt: proximity, similarity, 
continuity, unity, and closure pregnancy of 
shape. The image tends to balance and 
harmony. Then the use of similarity: defines 
that similar objects tend to cluster, can hasten 
through color, shape, texture, etc.; proximity: 
it is defined by the elements grouped 
according to the distance that they are from 
each other. tend to be perceived as a group 
and continuity: related to the coincidence of 
directions, or alignment of shapes arranged; 
unification: the visual cohesion as a function 
of greater balance and harmony to the formal 
setting of the object; closure: a good way if 
complete, closes on itself; pregnancy of: the 
image relates to the path of good form. 

3º. Perception of the sign as an object 
(symbol): pragmatic dimension: the 
dimension of logic, laws are the functional 
utility of the object, which involves the 
technical, constructive descriptions, 
ergonomic, technological standards. 
Would be the relationship of the 
communication between the user and the 
object. Contribute to reading the 
environmental organization, linking formal 
and visual relationships. Resulting in the 
signifier and signified language 
communication. Relate object and its referent 
(context) and the relationship with 
consumers set for the object. 

4 Terrazo App Analysis 

It is known that the control of information (storage, processing and transmission) is 
the interest of greater strategic value of the XXI century. One reason to study mobile 
applications was that in 2012 and 2013 the brand with the best performance on the 
market was Apple, whose value grew by 58%, increasing the amount of 33.49 billion 
dollars according to Strunck (2012). 

After the project checklist and the similar we reached some important for creating 
ipad app on aspects such as: the public enterprise focused AB ,concept and 
streamlined style, high turnover, associated with the construction Crivelli, the 
development occupies an excellent position geographical in town, fetch items visually 
read the visual identity of the enterprise as a whole. The types used were the same 
visual identity of the project, which are: myriad pro, museo sans, wc black bro with 
OpenType extension. 
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Therefore as the architectural building should materially translate the image of the 
lifestyle and personalized to each brand in order to attract users by consumer desire, 
values must also be matched in the enterprise app. 

 

 

 

      Resolution of 2048x1536 pixels, 264 pixels per inch (ppp) 

For the analysis of the apps we defined a classification relating historical context 
and systemic context. 

And thus came the amount of screens for the application that is 

•  Virtual Tour: displays a video with pictures of the whole enterprise . 
•  Project: Displays a screen with text to be provided by the customer . 
•  Videos : Displays a screen with some thumbnails allowing the choice of a 

video for it to be displayed . These videos will be sent by the client . 
•  360 º Views : Loads the solution at 360 ° panoramas taken into HTML that the 

client already has within a web view . 
• Photo Gallery : Displays thumbnails of a set of images to be defined by the 

customer , tapping one can navigate between images in full screen . 
•  Blueprints: works as the photo gallery, but with another set of images, with 

plans of the enterprise. 
•  Status of work: After loading a file that must be hosted on a server provided by 

the client it displays in some displays the percentage of completing up to five 
items, and can be altered by changing the file on the server. 

•  Game: A simple puzzle with a picture chosen by the customer. This 
application worked only on iPads and displays its contents only in landscape 
position, not effecting the rotation when the iPad is placed in portrait position. 

The systemic analysis for the app in question was chosen for belonging to the 
characteristics and concepts sought by Apple, expressive visual identity. Table 2 
below summarizes the visual reading of the application: 

 

240mm 

169,5mm Accessibility: 
VoiceOver screen reader 
guided access 
assistive control 
Supports playback of content with caption 
AssistiveTouch 
Zoom in full screen 
Big typography 
Bold text 
increase Contrast 
reduce Movement 
Labels Active / Inactive 
Invert Colors 
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Table 2. Visual reading of the Terrazo app for IiPAD (authors scheme) 

Terrazo app in ipad: Gestalt Terrazo app in Ipad: Semiotics 

 
 

It features sections 
aureus and 
regulators strokes, 
as in whole. There 
is golden section in 
relation to the 
division of 
columns and 
separation of 
figure and ground. 
Has translation 
symmetry, 
immediately 
noticeable static on 
the screen, leading 
to the main feature 
of the visual 
signature of the 
enterprise, as well 
as towards the look 
of the towers of 
buildings. 

 

 
The facade and 
the visual 
signature are 
composed with 
a visual identity 
of colors and 
shapes, and this 
was 
implemented in 
the application 
in separate 
columns, 
immediative 
characteristic. 

Translation 
symmetry passing 
through the lateral 
screen. The default 
is constructed by 3 
columns as a whole. 
Notice that the 
module and standard 
construction of the 
reservation between 
images and texts, 
sought by a module 
of the visual 
signature of the 
enterprise. Once 
secreted by red 
colored lines, the 
main units for 
navigation. 

 

The enterprise app enables: • Virtual Tour; • 
Development; • Videos; 360 Views in web 
view, dynamic photo gallery with navigability 
in lateral transition; • Blueprints; • Status of 
the work and set upright. 
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Table 2. (continued) 

 
 

The proximity and similarity are perceived by 
its buttons change screen as rectangles placed 
across all screens, and worked as a color. 
When the icon is not on that screen rectangle 
is salmon when tight rectangle it changes 
color and goes to his screen. So, can form a 
unified and homogeneous right way. Thus, the 
formal prägnanz is considered good, due to 
the balance, harmony displayed in the second 
step, absolutely regular and ordered according 
symmetries implanted systems. 

 
The colors of the app were salmon and brown 
tones next considered symbols for securities 
investments (land). Also unwittingly joins red 
and green styling brown color, even though the 
color system used is the RGB and it is known 
that the result would be yellow. But the human 
being does analog associations from day to day, 
so the brown is well suited to the app. The ipad 
passes to the customer the feeling of increased 
density connection, interactivity and speed. The 
parameterization of the given app giver a 
classic, simple and exquisite mood. Certainly 
for the public A and B. 

 
After visual reading of fashion and identity, there was a confluence of application 

data (Terrazo) of the product (Apple) delivers comparing the app screens Figure 1 of 
the following diagram: 

 
App for iPad        x   Apple computers 

                                    without touchscreen 

Fig. 1. Diagram of confluence between visual reading of each screen of the enterprise systems 

Considering that the Corporate Design values should translate materially lifestyle 
across brands, took place an experimental research using case studies for enterprise 
apps descriptive analyzes that contained these values, in the form of brand identity 
and expressiveness while. 
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The following table summarizing the visual expression of the brand in the app for 
ipad and micro system without touch, juxtaposing and converging data from the first 
stage, denotes that for achieving visual expression the app must pass visual 
characteristics of brand name, identity and style as a whole Table 3. 

Table 3. Visual Expression of the Terrazo enterprise in Apple 

Visual expression 
of the brand and 
visual signature 

Visual Expression of 
Terrazo in iPad 

Visual Expresssion of 
Terrazo in a computer 
without touchscreen 

 

 

Visual signature created 
especially for the residential, 
public A, B in prime area of 
the city. The name itself 
gives character to the 
building and also the visual 
identity as seen in the article. 
The signature as the 
application shows regularity, 
symmetry, proximity, 
prägnanz among other 
formal and visual factors. 

Created for the Ipad to be 
easy to use and object 
manipulation currently 
owned by Apple brand had 
an evolution with the 
progressive disappearance of 
the last name (corporate). For 
various reasons such as their 
philosophy of aesthetic 
design and its distinctive 
advertising campaigns, 
Apple has established a 
unique reputation in the 
consumer electronics 
industry. Also considered 
one of the greatest economic 
powers in 2009 and 2010. 

 

Has regulator lines, 
symmetries, perceived 
segregation, proximity between 
change screen modules and 
suitable prägnanz. The app 
remembers the modules for their 
own residential translated. The 
Apple client on ipad live 
the brand literally, because the 
diversity in the tactile 
manipulation is wonderful. . The 
app searches for identity and 
marketing through the use of 360 
º 3D. Contains expression 
achieved due to interactivity, 
expressiveness so conceived and 
entertainment at the present time. 
Rino sought in the app identity 
through the meaning set forth in 
(Castro, 2013) system 

 

Displays all the previous 
features with environmental 
comfort. The application 
searches for identity and 
marketing and 360 °. 
  The application presents 
product diversity, but this 
kind of computer does not 
operate the touch, nor the 
system speed and usability as 
enjoyable as the ipad. Do not 
have a virtual tour as the ipad. 
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5 Final Considerations 

This paper presents a fragment of a PhD research in progress and master fragment in 
order to exemplify a systemic method developed for the analysis of design as a whole, 
as facade elements , magazines , packaging , web apps. 

The project aims to assist in the outline of the system designers for the design of 
corporate buildings with expression and meaning of the brand  

The scope of this project was to develop an app for the iOS platform to expose the 
Terrazzo Residential development with proper branding. This analysis incorporates 
the Gestalt theory and semiotics to the extraction of variables that serve as parameters 
in the structuring of the system under development. 

Exemplified by performing analysis of Terrazzo one Empreedimento the securities 
area, built for the ipad from apple, application sales and entertainment, with several 
different screens and devices for the application, in which there is a possibility to buy 
powder is added and virtual tour navigating the application. And why use the ipad as 
an identity and selling tool is that it has a specific mobile system facilitates the use of 
the end-user. 

There are thousands of applications for just a touch is possible to install, since the 
notebook requires installing programs to the possible use of it in an application, for 
example. Thus, both the microcomputer as notebooks viewed more problems for lay 
users on the subject. 

References 

1. Wigley, M.: Architectural Theory and Education at the Millennium: 4. Recent Escapades 
of the Ancient Theory Virus’ / Article by Mark Wigley. a+u: Architecture and 
Urbanism 10(373) (October 2001) 

2. Burdek, B.: Design: História, Teoria e Prática do Design de Produtos. Blücher, São Paulo 
(2006) 

3. Dondis, D.A.: Sintaxe da Linguagem Visual. Tradução de Jefferson Luiz Camargo, 6th 
edn. Martins Fontes, São Paulo (2007) 

4. Gomes, J.: Gestalt do Objeto: Sistema de Leitura Visual da Forma, 6a edn. Escrituras 
Editora, São Paulo (2004) 

5. Niemeyer, L.: Elementos de Semiótica Aplicados ao Design. 2ab, São Paulo (2009) 
6. Raposo, D.: Design de Identidade e Imagem Corporativa: Branding, História da Marca, 

Gestão de Marca, Identidade Visual Corporativa, 1a edn. Edições IPCB, Portugal (2008) 
7. Strunck, G.L.: Branding: gaze direction, Rio de Janeiro, Europe (1989) 
8. Wheeler, A.: Design de Identidade da Marca, 2a edn. Bookman, Porto Alegre (2008) 
9. Colvin, G.: The World’s Most Admired companies (2009),  

http://money.cnn.com/magazines/fortune/mostadmired/2009/ 
full_list/ (acesso, em out. 21, 2012) 


	Information Design -- Qualitative Approach for Corporative App in iPad
	1 Introduction
	2 Mobile Enterprise Apps
	3 Materials and Methods
	4 Terrazo App Analysis
	5 Final Considerations
	References




