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DesignMakeover
C O L U M N  ›  ›

JAKE WIDMAN

before

CLIENT
Nariku Travel Experiences
http://narikutravel.com

makeover submissions
We’re looking for product packaging or labels, print advertisements, websites, and magazine covers that are currently in the marketplace for 
future “design makeovers.” So if you or someone you know has a design that you’d like us to consider making over, or if you’re a designer and 
you’d like to be considered for a future “Design Makeover,” send us an email at letters@photoshopuser.com. (Note: This is purely a design 
exercise and the designers do not work directly with the client, create functioning websites, etc.)

We also cover real-world makeovers in this column, so let us know if you recently had a branding makeover or if you did a branding 
makeover for a client that you’d like us to consider.

Nariku Travel Experiences specializes in small-group tours and 
cultural encounters in Kenya, Tanzania, and India. The company 
was started in 2010 by Susan Deslaurier under the name Susan 
Olofson Travel Consulting (Deslaurier’s name at the time), inspired 
by her personal travels to Kenya while working in corporate com-
munications. “I became involved with a circle of people on local 
projects—building schools, that sort of thing,” she recalls. “I had 
finished putting my kids through college, so it wasn’t really about 
the money any more. I was looking for a way to do something 
other than my corporate job.”

On her trips to Kenya, Deslaurier had also been working with 
a Maasai community in the village of Maji Moto, helping them 
in their interactions with international nonprofits. The community 
chief, Salaton Ole Ntutu, already ran a tour camp, a kind of small-
scale pitched-tent operations out in the bush. “We started talking 
about a travel company to help people bridge cultures towards 
personal understanding and peace,” recalls Deslaurier. The two 
collaborated on a test trip in 2009, and it worked out so well that 
she decided to launch the travel consulting business. 

Deslaurier and a friend threw together a quick-and-dirty  
website for the fledgling business. “We banged it out, using old-
school coding,” Deslaurier recalls. “I didn’t care at that moment; 
it was cheap and free and fast.” It also didn’t sport a logo, just 
the business name at the top set in the common Papyrus font. 
But by 2013, the site had started to look clunky and cumbersome. 
“Websites have a fashion sense just like everything else, and it was 
just looking old,” says Deslaurier. It was time for a change.  

identity trip

Original website
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“When I launched the company from my kitchen table, I wasn’t clear 
on what it would be,” says Deslaurier. “I never had a logo, I didn’t 
have a brand.” But that changed in 2013, when a mutual acquain-
tance introduced her to Geraldine Convento of MeetGeraldine 
marketing and design firm. 

Coming up with a logo was their first task. “I wanted to expand 
the sense of the company as a company and not just an individual 
person doing consulting,” says Deslaurier. Through conversations 
with Convento’s team, they settled on the name Nariku, the Maasai 
name given to Deslaurier by her Kenyan business partner’s mother. 
The word describes a person who goes out ahead of the rest of the 
group, finds great things, and returns to lead people to them. The 
concept seemed perfect for a travel consultant. 

Deslaurier wanted her new logo to suggest a business that was 
authentic and natural. Her tours are based on up-close experiences 
with the local culture, so she also wanted something that would 
convey the intimate and personal nature of the trips. Finally, she 
wanted to communicate that the trips were of high quality but 
not the kind of luxury travel that becomes a barrier to meeting 
real people.

After the logo was developed (see next page for more on the 
process of developing the log), Deslaurier added it to the top of her 
website (as shown here). Then, several months later, she returned 
to MeetGeraldine to develop a new website to replace the some-
what stale one she had before. The site was getting high-quality 
traffic because her partner’s camp got a spread in the New York 
Times and is featured in the Lonely Planet guidebooks. By this 
time, the original website was out of date not only in design but 
in usefulness. “I wanted a little more online functionality, like the 
tour booking form,” Deslaurier recalls. “I was sending people a 
PDF form to fill out. That is not a 2016 approach to things.” 

Nariku Travel Experiences
Nariku Travel Experiences aims to provide a cultural bridge that supports local people and creates life-changing experiences for travelers. The company offers 
extensive consultation and planning services for escorted or independent journeys, as well as personal introductions to local people.

The name “Nariku” was given to founder Susan Deslaurier by the Maasai elders and medicine people she came to know in Kenya. “Nariku” means a person 
who goes forth in advance of others to see what is there, and then returns to lead them to good things. 

Deslaurier also began collaborating with Maasai Chief Salaton Ole Ntutu, who was already established as a camp owner (Maji Moto Maasai Cultural Camp) 
and tour leader in Kenya. Deslaurier founded her US-based tour business on a vision of journeys to the area that would include exposure to Maasai ceremonies, 
daily life, and stories of Maasai people. 

about the client

Original website with new name and logo

“Coming up with a  
logo was their first task.  
‘I [Deslaurier] wanted to 

expand the sense of the 
company as a company 

and not just an individual
person doing consulting.’”

the project
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In the initial meetings to come up with a logo, says Convento,  
she learned that Deslaurier wanted to make sure she had some-
thing that represented a horizon—something that expressed 
light. “We knew we were going to have something with a sun,”  
Convento says. “We asked about where she’d need to use it, 
and she mentioned her website and social media. In social media, 
there are occasions where she’d need a square design.”

The initial design exploration came up with four approaches: 
two with borders (one circular and one rectangular), one like a 
centered sunrise on the horizon, and a similar approach that placed 
the sun off center. The first two versions were judged to be too 
constrained by their borders, which made them look like icons. 
Deslaurier was drawn to the centered sunrise “because it’s more 
open and approachable,” says Convento.

With the imagery settled, Convento prepared versions with vari-
ous typefaces, some with the business name stacked under the sun 
image and some with it to the right. The former would fit into a 
square space when needed, while the latter would be suitable for 
a business card. One typeface had an “ethnic” or “cultural” look 
similar to Papyrus, one was bold and adventurous, and one was  
a traditional serif face.

During the logo review, Deslaurier brought up the fact that her 
target audience is from the U.S., so it would be important that the 
logo make it clear that it’s a U.S. company. For that reason, the 
team decided to concentrate on more classic serif typefaces, and 
Convento worked up versions with a variety of all-caps treatments. 
The final choice was IM Fell by Igino Marini, a typeface with classic 
forms that’s also a little rough around the edges.

Initial sketches

Experimenting with type

Final logo

DESIGNER
MeetGeraldine
meetgeraldine.com

D E S I G N  M A K E O V E R  ›  ›

the logo
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About six months after the logo was completed, work started  
on the new website. One requirement was that Deslaurier could 
easily update it herself. “All the work we do is in WordPress,” says 
Convento, and the Nariku Travel Experiences site is based on a 
highly customized template. “We used a very simple template 
along with the Advanced Custom Fields plug-in to build each 
page’s dashboard. ACF lets you create fields associated with every 
single section or image, which makes it easy for Susan or anyone 
on her team to update.”

The website contains a lot of content, so Convento’s group 
had to be very strategic in how to lay everything out. They used 
lots of columns and shaded areas to break up the text. They also 
pulled in bits of the logo. ”Every time we create a logo, we think 
about elements that will be implemented in other forms,” says 
Convento. In this case, the rough edges and the droplet shapes 
from the logo are used as motifs throughout the site.

Deslaurier says she “couldn’t be more delighted” with the 
result. “I think it’s beautiful and really love what they were able to 
do.” She also credits Convento with making the process pleasant: 
“I found that Geraldine’s people were more like me than a lot  
of other people in the corporate communication business—
and remember, I was in that business for a really long time and 
worked with a lot of corporate website developers. I just had a 
sense that they really were listening for the heart and soul of 
what I was trying to say.”

As for measurable results, Deslaurier says the number of inqui-
ries and bookings have increased since the launch of the rede-
signed website. “I’m able to proudly direct people there and have 
them get a really good sense of what we do,” she says. “Before,  
I think people thought we were kind of a backpacker kind of 
place, while now they think we have some real style and class 
while still offering good prices.”

MeetGeraldine was launched in 2009 as a one-woman website development company. Founder Geraldine Convento created her first website in 1993, then 
continued to develop her skills as a self-taught designer and developer as a hobby. She also has an extensive marketing background from being contracted by 

independent and mainstream record labels such as Virgin, Tommy Boy, Rap-A-Lot, and Warner Bros. Records for their guerilla marketing cam-
paigns. She later moved on to become a marketing director for a San Francisco–based record label.

Her partner in MeetGeraldine is Lauren Messmer, who has an MBA from Lorry I. Lokey Graduate School of Business at Mills College in 
Oakland. Messmer is an entrepreneur who has opened several businesses over the past few decades in industries ranging from music to health 
and wellness to hospitality. ■ 

about the designer
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the website
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