
Basic goals when designing a wayfinding system should 
include communicating to a multilingual audience, creating 
images that are appropriate and legible, utilizing the third 
dimension, and developing a unique system with a refined 
aesthetic that functions well and can endure the test of time if 
required.

ON WAYF IND ING

A Wayfinding system incorporates branding, signs, maps and 
directional devices that tell us where we are, where we want to 
go, and how to get there.An effective wayfinding system can 
add an important dimension to the image of a museum, a 
transit system, an airport, an office building, or an entire city. It 
can be designed as a savvy helper that gives information and 
direction to people in a clear, appropriate, user friendly way, to 
assist them in finding their way into, through, and out of an 
environment.

Wayfinding offers the designer an opportunity to reference 
the history, culture, and essence of place in an immediate way 
that will be seen and used on a daily basis. An effective 
wayfinding system can be a visual ambassador, a means of 
saying "Welcome, let me help you find your way around and 
enjoy yourself".

ON LANGUAGE

The character and effectiveness of any wayfinding system is in 
large part a result of the language (word and/or images) used 
to convey identity, directional and interpretive messages. 
Words are formed from one or more languages an can be 
represented by a very wide variety of typefaces. Image 
methodologies can range from elaborate (pictorial illustrations 
and photography) to simple (color coding and symbols). 
Symbols can contribute simplicity, clarity and personality to a 
wayfinding system.

Two basic ways we learn to represent and communicate the 
objects, actions and feelings in our lives are with words and 
images. Words are an effective method of communicating 
complicated interrelated ideas. It is symbols however that can 
communicate across the language barriers created by words. 
As obvious as that might sound, it is easy to overlook symbols 
when planning and designing a wayfinding system.

ON GOALS

CASE STUDY : MEXICO 68’ OLYMPICS

inspiration

GRAPHIC DESIGN erupted onto 
the scene as becaming an important and 
vastly overlooked visual ambassador for 
the 1968 Mexico Olympic Games, It 
was the first time the games were hosted 
by a Latin American nation, and in 
planning for the games, Mexico, an 
emerging third world nation, could not 
afford to make the extensive architectural 
statement such as the one made in Tokyo 
four years earlier. Graphic design 
contributed to the ambiance of the 
Mexican games and helped to make a 
dynamic meaningful visual impact, all for 
fewer pesos.

WYMAN, as an artist, was made 
legendary after the immense success of 
his branding and wayfinding campaign 
for the Mexican 68’ Olympics. The 
journey to this success began with a 
notion of his own, in that he was convinced 
logos could play a more important role in 
an overall design program. After years of 
work, the resulting design program 
morphed into a multi-dimensional integra-
tion of logos, typography, and color, that 
was developed furthermore so to commu-
nicate to a multi-lingual audience. Such a 
feat had never before been achieved.

THE LESSONS from Wyman’s 
Mexico 68’ program continue to be a 
constant guide to not only his work, but 
many others. The Mexico 68’ project 
was cited by Philip Megs in the book “a 
History of Graphic Design,’ as ”One 
of the most succesful in the evolution of 
visual identification.” This project 
completely revolutionzed graphic 
design, and integrated it firmly and 
defiantly into design of the environ-
ment as well. 
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