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Introduction

If you don’t already have a brand style guide, you've
probably at least thought about the need to create a
consistent brand identity. Why?

Because effective branding affects everything you do -- from
your business strategy to closing sales deals to talking to your
customer. Branding defines who your brand is, what you're
brand does, and how you communicate that externally.
Having a cohesive brand, in essence, creates trust both

in the market and with your customers.

Because branding is so important to any business'’s
marketing strategy, we believe every company out there

should have brand guidelines. And when it comes to

branding, consistency is everything.

So what is a brand style guide exactly, you ask?

Your brand style guide is the collection of specifications that help you present a
consistent visual brand to the world. It's the guardrails that you share both externally
and internally that help you say who and what your brand is. It's how you communicate

(both implicitly and explicitly) what your brand stands for.

While we believe having a brand style guide is essential to building an
effective marketing strategy, it also has a few more tangible use cases:
Gives your employees, contractors, and partners a central place to access
important documentation and visual assets to create more effective content.
It helps establish trust with your customers and audience.
It helps you maintain consistency, particularly when making updates to your branding.

It lets you define what and who you brand is, not someone else.

Now that you're convinced of the importance of creating a brand style guide, we're here
to help you build it from the ground up. In the following sections, we'll take you through
the steps of putting together you style guide.

Best yet, we've also included some free Venngage style guide templates to make
documenting your style guide as simple as possible. ‘



https://venngage.com/blog/brand-style-guide/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Image Source

Define Your Brand
Story or Identity

Before combing your brand assets into a documented style

guide, you first need to define your brand story or identity.

Your brand identity guides the visual choices for your fonts,
logos, imagery, etc. All of your visual assets should tie back to

your company’s identity.

A story or identity usually includes what your brand says, what
its values are, how you communicate its concepts, and which
emotions you want your customers to feel when they interact

with your business.

What to include in your identity statement:
What your company values are

How you communicate your company’s values and concepts

What emotions you want your customers to feel when
they interact with your business




EXAMPLES
Effective Brand
Identity Statements

A ATLASSIAN

Atlassian made their brand story all about personality.

They've made it clear that they know exactly who they are

and what they want to be, describing themselves as “bold”,
“optimistic”, and “practical with a wink”. By describing themselves
in this way, they're making it clear that every future business
decision can be tied back to their identifying characteristics.

ATLASSIAN’'S BRAND STYLE GUIDE >
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Persanality

Dror parsonality esiablemes 1 foundation of 1 Allassian brand, it a
product of cwr mussion, end b reflecticn of cur oulbere, vataes, and
CODTESE 10 CUBIDMBrS. Wi make sure 1nal these Uraits come Throegh in
all o our curlermar-lacing Pommunicaliane snd Gonbent,

Bald

W Lalos @ stand. MG ewerware will agres wits averyliang we sy - s
chat's ok. We slate oy positaan and back it up. We afe cheger and diract,
pokricw ledgl the Furd thulba.. bul &' nol cocky,

W have our polnt of view, But des't bellttie cur competitors or peapie
W Son'y shars it

W are humdle. e kides vwa'ie & eam Ehal maked meescere softviie,
peal wi'ne Dalandcdd. We acknowledge wher wa Lail, adesd (L, embracs it,
and graw Tegm i

Practical with o wink

W larsd & Balping hand, Tiss, rcks, nd how-los e gold, We provide
tha rgnt indormistion af the ngnt time, Haang *ust snpogh® iy bt
A "All the 15nga”

W uiw Cldr, claan-stken Wnguats, aveid indusby [egon, amnd are
murdPul of using referencas tha may confuss pacple of differant
Co fures.

W donrl take cursehves too Berously. We kiow humdr makes fle mare
B A ARE

W are frow 1o e funny, but we don't force (. Vs mone aboul boing
Fuman® hsh beng " hamnorous.”

Cptimistic

> B
O
B

Wa are upbeat, rescurce’ul, and Tiendhy. Wa mativele and demanatrote
a can=cdo attitude 1o show our customers what good things are
poEeinle. Wa kKnow that inngyating end gatring thinge dond |8 meeay, o
acknowledge 1hat, and then focus an the se'ufions togethar,

I L

e are not delusional. We know that we maks sophisticated, and at
fimps complicated iools thai ke = lifle time to master, S0 we don't
SR - EROE3a Winan L COmos 10 TNe [BEFMIRG CurvE. WD 3TrPaD 1o Jampl ity
the path and explain the best way fanwand.

Wa maka peopla more productive and less siressed. We can't solve
ey prodiam a team has, but we empathize and ghve it cur best sot.

Writing style

The Atiwesian writhhg efvie i an ma gamation (nofec dom't wed big
wards Like tis] ol Bur cons COMDENY VAILES, COMPARY MR, S8Lgn
prircipias and dur Wwoios and Bana

Wi AREaE SUF minda By quiciiy afiaring salukans tnad will e useiul 1
our usors, fight now. To holp them do tha bast work of thelr lves, we
Inepire and push ears 1o Iy réw thengs by amplifyog cofplex
pecoloms ivlo easy 1o undarstand pleces. WaEn & larmdiar lome, claar
languags and & $3id knowiedge ¢f cur sudience, we craft meadsases
tHAE [ SEAME mowing in cha right direction, 1hen we get ot of Thes
Wy



https://www.atlassian.com/
https://atlassian.design/guidelines/brand/personality

R 7rellr

Trello tells a similar brand story in 10
principles, each one accompanied by a

custom illustration.

TRELLO’S BRAND STYLE GUIDE >
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Universal

Traflo hiadps just about anwone bring perspactiva fo thair life,
People wse Tralle across industrss and job fenctions, and
propecis span work and parsonal Uss cases AS & unRaraal
tood, Trello s qusckly accessible whenever and however you
wiark. This principle shows up in things ke TreSo adapting to
a mesmbess [anguags, working saamdessly regandless of
rietwnark conmectidly, coler bind-fiendly visuals. and the
sorsen meader expensnce, I alss means we think m lerms of
solvirg bromd, mther than specialized, problems,

Easy

To work wall for 50 many people BCA0sS 50 MOAY USH OS85,
Trella must B clearn A e user con B8 up and runaing in a
few mirudes, Simple does ned mean lacking tealures. Instaad,
witt build feartures that increase usefulness without sdding
compiaoty. Simplicity trumps powed, but ideally we dalher
Bt

Personal

Tratlo gives pou perspecivg on evenyihing ywou do in one
place. B is you when you gne woeking with colleagusas from
yOUl COMPary or arganizing projacts with extornal
atakpholdors. 118 ales pou whon veu'rs collaboratng an
volunieer projocts, organizing home schooling asssgnmants,
sodrching for vour dream homa, or keepng track of
raataurans fa ing

Visual and Tactile

A% a glance, mambars can understand tha staius of a Trelio
board. Distinctive visual alements ane in place g0 usars don’y
i b rely o readng fext to find the thing thay're looking
ter. Dragging & card Goroes B=1s in Trello fests 58 agsy a8
mavirg Blicky nobes on 8 wall

g

-

~

Familiar

Cur cone design pattems - boands, 1513 and cards - coma
fmom the mad world S we dan't have 1o axplain much,

Sucecinct

Trem'a Mils Trelle procuct vocabulary 1o Bam. IF you're
desigaing something and you need to add a noun o
adpacira B0 explam & you're probably about to make Trello
moms complicated. Donr't. There's 2iso 2 natural constramt to
b rmauch you can add to a Trello boand bedone 1§ ceases (o
defver parspective.

Direct

Troflo mambers and dirsctly manipulating the obiocts thal e
on thel dessce, We avowd SavedCancal buttons, and
mambes can edi-n-placs rather than using esitings menus.

Flexible

Trollo provides & set of goneral purpose (ools thad you are
free 1o combine i the ways that work beat for you, Trello
deean’t 161l you how 1o uaa it and we avold labailing things in
ways thist imply a Gerlain use. You shape Trallo 1o Tt you,

Collaborative

Traflo (5 optimized o help groups of people work together
beiter. White Trala can certainly be used indhidwally (and
cften i), we'ne focused on making i the best lool possibils for
collabomation. Trello provides a shared perspactive which
means i a member moves a cand a collaboralor sees thal
near instanly,


https://design.trello.com/principles
https://design.trello.com/principles

An inspiration board, like this example from Dsign Something,

can help illustrate your brand identity as well:

3§ NORDIC DESIGN

A stylish life inspired by
the Nordics.

@t

L

__ .-1 -
SIMPLICITY 18
THE ULTIMATE

SOPHISTICATION

Other brands, like Faceboolk, use a more traditional approach. In Facebook’s

brand style guide the company mission is spelled out, plain and simple:

IE] = =1
I
Welcome s i e ek
— W TTESE L WaDa O ] HoeTy 2nd connechec [-__1._.
" e 1
SoET WAL S PoINE O [N TheE WO, o ATy
sl | i3
WO I 1 ECH Far I '
| 4 s & ITE ¥ Al i
N 5TWre DERS, SECres, e os ano pnalids—n F
= b '!_. Er o | ._' w0 W)
I ;h.l.l'_ ! T | s

No matter which way you choose to present or tell your brand'’s story,
creating a brand style guide must start with it. The story or identity you
tell sets the stage for the brand experience, and will inform the rest of

the style guide.


https://dsignsomething.com/2016/07/15/qa-moodboard-%E0%B8%84%E0%B8%B7%E0%B8%AD%E0%B8%AD%E0%B8%B0%E0%B9%84%E0%B8%A3-%E0%B8%97%E0%B8%B3%E0%B9%84%E0%B8%A1%E0%B8%96%E0%B8%B6%E0%B8%87%E0%B8%A1%E0%B8%B5%E0%B8%84%E0%B8%A7%E0%B8%B2/
https://facebookbrand.com/wp-content/uploads/2018/01/identity-guide_01_2018.pdf
https://facebookbrand.com/wp-content/uploads/2018/01/identity-guide_01_2018.pdf

Present Your Official
Brand Name

After explaining your brand identity and story, it's time to talk
about your brand or company name. In this section you can
explain how you came up with the word or name that represents
your company. Or, you could talk strictly about how your brand's
name should be presented in different contexts.

Origin
People are often fascinated to learn where their favorite
company's name came from. For example, this question

on Quora about how Spotify got it's name has over 100k views:

How did Spotify get its name?

S0 oAnmwar 3 Follow 53 8 Aequest - 0 v W S oo
2 Answers

‘I Danlel Ek, Founder & CEO of Spotify 1

+ Bk Ergirmer 0l Fearlity @S-
This again takes us back to my at that 1 had out in the suburbs of Stockholm.
Martin and [ were sitting in different rooms shouting ideas back and forth of
company names. We were even using jargon generators and stufl. Out of the blue

Martin shouted 3 name that | misheard as Spotify.

| immediately googled the name and realized there were no Google hits for the
wiord arall. & few minutes later we registered the domain names and off we
went,

We were a it embarrassed 1o admit thot & Dow the name Came up o our

afterconstrucrion was (o sny thet Spotify stems from SPOT and IDENTIFY.



https://www.quora.com/How-did-Spotify-get-its-name

EXAMPLES

Showcasing Your Brand Name

I'4 FLIPBOARD

Your brand’s name is a part of your brand story, so don't be
afraid to wax poetically about your name coming to you in a

dream. For example, here's a story from FlipBoard.

ORIGIN

Our name isinspired by theidea
ofsetting things in motion; by the
technology and information that
keeps the world moving forward.
Our identity represents the place
whereideas and perspectives
areshared, and comestolifeasa
window onto great content.

You might also decide to show how you took two words and

smashed them together, like we did at Venngage.

() VENNGAGE
I [

Venn Diagram Engage
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Or use standards from your past and future
to explain your brand name, like SoftBank
did below:

Origin of Brand Name and Logo

The 21st century Kaientai banner

is a symbol of the new world the SoftBank
Group is working to bring forth through the
Information Revolution

Thie poswnr of infaliect B discem what bes ahead one step ahead of the
timsees and the power of execulion o realize et vision ae the resaniial
qualitees demonstrated by Fyoma Sakamatbn, leader of Japan's
entprpnang naval rading company, the Easntas, in the T80 centery,
lese qualities also represent the core ideals pursued by the SoftBank
CAncnap in s baasiniss, activitsess. Using the bannes of the Kateandai led by
Sakamotn as a maotld, the SofBank brand bgo symbolizas owr passion

It's really up to your company how you present this
info, but telling your brand name’s story can really

help your brand feel genuine and authentic.



https://cdn.flipboard.com/wp-content/uploads/2014/12/Flipboard-Basic-Brand-Guidelines-2018.pdf
https://venngage.com/logo-maker?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot
https://www.softbank.jp/en/corp/about/identity/

Pronunciation & Usage

Next, explain exactly how someone should use or say your brand
name. Because brand names are often made up words, contain

unusual capitalization, or have unique spellings, it's important to

communicate exactly how your brand name should be presented.

If your company has an obscure or made up name, be sure to
show the public how you want it to appear in print and online.
This includes showing what letters should be capitalized and if

there are any random spaces.

Here's an example of how Kissmetrics presented this:

Kissmetrics brand

Please be kind to our brand

@ kissmetrics

Primary Logo
JPG, PNG, EPS, SVG

d kissmetrics

Primary Logo on Dark Background
PNG, EPS, SVG

Mistakes happen

Here is the correct way to spell our name.

Kissmetrics

10


https://www.kissmetrics.com/brand/

Or this example from WhatsApp

Naming Usage

Hpvar rodily or phbwigts The: s WheteRpn.” The "W and moong W o WHetaAop ow always
EapEas e Fieen WRIEART & A ige wor]

WhatsApp

Whatsapp Whats app

whatsapp Whats App

@ Incorrect
MNever split WhatsApp into two words and

always use the correct capitalization

HubSpot + Venngage * Brand Syle Guide Kit

And even this one from Disqus, that shows exactly

how to say their rather obscure name:

Branding & Logo Guidelines

We're excited to provide you with the Disqus logo lor use on
markating materials or halping you advocate your axistence on
the Disgus nebwaork. To deliver a consistent message, wo've
created this simple guide.

PRONUNCIATION

(dis-cuss » di-skis')

HOW TO USE THE DISGQUS LOGOS

The Disqus logos may be included in third-party applications or
to promaote your presence on Disqus. If you're referring to the
Disqus organization in an article ar webpage {such as help
documentation], you may use either the text logo or the social
icon. I you're integrating Disqus into your pplication, you
should only use the social icon.

PLEASE DON'T ...
# Use our logo with calors other than Gl PMS 2095 U
® Alter the shape of our logos

¥ Include the Dsqus logo on physical merchandise
* Confuse our nama with-an Olympic sport
% Shave the logo into 2 pet or other animal

DOWNLOAD BRAND ASSETS

TEXT LOGO

Transparent Backe reund

I pisaqus

VG« PNG aVia « PNG

Colored Background

SVG - PNG SVG - PNG
SVG « PNG SVG + PNG
SOCIAL ICON

Transparent background

(DRND,

W« PHG Syl « PRG SV« PNG

You can even get creative, like DISQUS did in this video,

when describing your brand name.

11


https://whatsappbrand.com/
https://disqus.com/brand/
https://vine.co/v/b50Wx0OmTIz

Explain Your Logo &
How It Should Be Used

After your company name, your logo is the most
important part of your brand. It's the one thing you
want everyone to immediately recognize as belonging
to your company and only to your company. Standing

out in the marketplace is one of the main reasons you

are creating a visual brand in the first place.

But before you decide on any logos, colors, or graphics,

take a look at what your competitors are doing first.




EXAMPLES

Choosing the Right Logo

As you can see, Mobingi took this advice pretty seriously when

choosing their logo:

Testing
[ the brsnd 1 .
L 8 unigue look 1o star 1 1 i
Aok 1 1 g If he indusiny I ; 1
M. Mobingi
:;” puppgt (54 MESOSPHERE
€2 Nomad ¥ Terraform

This exercise will ensure that the branding you choose is not too close
to your competitors. Because if they are too similar, your potential

customers will likely get confused.

After that quick exercise, it's time to add your main logo to your brand guide.

HubSpot + Venngage * Brand Syle Guide Kit

Main Logo
Have you ever seen the Facebook logo in

any color other than “Facebook blue”?

This is the one graphic that Facebook wants every-
one to recognize them by, above even their brand
name and word mark. Arguably, brand consistency
has helped Facebook become one of the top brands

in the world.

All of the top brand style guides outline rules for
exactly how to use their main logos to make sure

nobody sends the wrong message with their brand.

13


https://www.behance.net/gallery/60974125/Mobingi-Brand-Identity-Design

You can present this as a single logo, like

BRAND GUIDELINES | O3/22/17

Ghost Logo

If ¥ via' el like fow visie thae Glhost ||H_._pu_ |||lur||l| Fiilkirivr 1hease

rudes and guidelines,

Do
=  Dnby show the loge in black and white
#  Follow tha cloar space guidance on the next paga

Don't

L] Atrad, rotata, ar modify tha kago

¢ Obstiwct the keyo

¢ Surround the kogo with other characters or
creaturea

¢ Lo vorsions of the lago not found in aur Snapchat
Brand Uasdelings Kif

#  Llee thie herst ko toovales foany proodeet o
garvice othor than Saagchal. Mote that tho Ghest
bonger alvoubd ol nepresent Sneg Inc. o Spectockss

The Ghest loge s avallable for dewnload here.

did:

Or you can present a collection of logos with your different brand colors:

HeartMedia Logo

The iHeartMedia logo s the primany means of sdentifying the parent company, and should never be récréated o
atharwine manipuiated. This iz assential ta mAintain A consistent presantation of aur Hentity,

Ddveinlaend Hrand Gaisde PO

Davwnland Lagotypn Packadge

= Al EFS, FOF pamid PRG s OF ths Do

Primary Logotype

iHeart
MEDIA

iHeart iHeart

iHeart
MEDIA MEDIA MEDIA

This example comes from , and shows how

you can create a both flexibility and consistency in your brand guidelines.

14


https://storage.googleapis.com/snap-inc/brand-guidelines/snapchat-brand-standards.pdf
http://brand.iheart.com/

Or go all out like Dropbox did. While the main
Dropbox logo looks like this:

<% Dropbox

They also use an expanded palette to help it fit any situation:

<2 Dropbox Business
<2 Dropbox Paper

<= Dropbox Business
<= Dropbox Paper

> Dropbox Business
22 Dropbox Paper

As you can see above, instead of using their old trademark blue,
they have expanded their brand color palette significantly.

These rather massive changes helped position Dropbox
as something that connects the creatives of the world.

HubSpot + Venngage * Brand Syle Guide Kit

Want to increase your brand flexibility
with an expanded color palette?

Get this free Venngage template below:

colour

combinations

professional & stylish

rich & polished graceful 1y madern

[ TElE] w7 i i (TE T, BT TS

brillisne blises

wiiaies ATRETAT [ ] LR RSN

baroqus Lusury

FCELT] T

FELI R #3330

[ ST

Sunny & warn

mwalue

argm i . AL e

classie & Urestwor thy

S
o T TITEATE TR wAl i o T

B FERIADA

This template can help you pick your color palette.

TRY THIS TEMPLATE NOW >

15


https://www.dropbox.com/branding
https://venngage.com/templates/infographics/informational?preview=dd1b862e-4294-4dac-bcda-324dd0a05360&vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Secondary Logos,
Marks & Symbols

Almost every brand is going to have a secondary logo, mark, or

symbol that they use throughout their company communications.

Having this secondary logo is a necessity now because of the hundreds of ways
your logo could be used. By including a secondary logo, people won't have to

modify or misuse your primary logo in situations where it really doesn't fit.

An effective secondary logo takes parts from the main one, and simplifies
the design. This could be a minimalistic logo, short wordmark, or even
something as simple as a single letter.

Now if your brand or company has a very complicated logo,

it's a good idea to create a simplified version of it.

A simplified logo can use a more basic font face or just the

initials of your company name. Like in this

. PRIMARY LOCO F. SIMPLIFIED LOGO

ER/NPARTS

FHOTOGRAFMY

HubSpot + Venngage + Brand Syle Guide Kit

A simplified logo gives designers and the press more

flexibility to use your logo in many situations.
For example, almost every large tech brand that you use each day
utilizes secondary logos. You may have even seen them so often

that you have mistaken them for primary logos.

Here's an example from

@ SQUARESPACE 6@;} SQUARESPACE

D

SQUARESPACE

D

16


https://cocorrina.com/2014/10/new-in-portfolio-erin-paris.html
https://www.squarespace.com/logo-guidelines/

And here's another example from our friends at Medium:

Wordmark Monogram

The Medium wordmark i£ an important Our monosram is the reduced form of our
expression of our brand idensity. 1t should in wordmark. It should only be used when the
noy way' b distorted or redrawn when applied weordmark is oo small to achieve maximum
to communications, Because the wordmark is impact

such a recognizable and highly visible brand
asset, it is vital that it is alwavs applied

consistently.

Medium

Wardmark. Minimum digital size: 20 poels (height)

They call their recognizable “M" a monogram, but it's

basically a simplified version of their main wordmark.

Even Netflix has a secondary logo. They call it their “symbol”:

NETFLIX

Almost every brand that you can think of has a secondary logo.

The places where your branding can be used is limitless. Make sure

your company is ready for many possibilities with a few logo choices.

HubSpot + Venngage * Brand Syle Guide Kit

Other Brand Marks

If your company has a mascot, or some other recognizable brand mark, you
should add it to this section as well. Because if something is this important to

your company, you need to ensure it's used correctly.

The thumb icon from Faceboolk is another example of a recognizable brand mark.
It's not exactly a logo, but it is a visual that is recognizable and unique to that company.

Facebook considers it to be one of their most important assets to their visual brand.

Thumb Icon

The Thumb loon is one of Facebook's most valuzble
brand assees: This loge |5 meant ta reprasens the

concept of "liking” saomething on Facebook

Using the Thumb lcon

Dirify use the Thumb oo with a eisar wintber call to
action (for exarmple: 'Like ws on Facebook’, "Install our
app on Facebook’, 'For use with Facebook™) to reference
your Facebook presence. Mo ather ioons should be used
with tha Thumb loon

This mark doet not replace Like thumbs found in the
Facebook product. When the Thums leon s used i a
marketing conbext, this & the thumb that should be used

After explaining all the parts of your logo, there needs to be a section on how
people should use your logo as well. This should include what colors or icons it
should be used with, any specifications on turning or modifying the logo, as well
how much spacing is necessary around the logo.

17


https://facebookbrand.com/wp-content/uploads/2018/01/identity-guide_01_2018.pdf
https://medium.design/logos-and-brand-guidelines-f1a01a733592
https://brand.netflix.com/en/assets/brand-symbol/

Colors

With some colors, your logo or wordmark is going to
look horrible. But you can keep people from using
those shades by presenting a few approved colors.

VEMMNGAGE STYLE GUIDE CHEATSHEET

This section is not the place where you introduce your
TYPOCGRAPHY COLOR GUIDE LOCO VARIATIONS

official brand colors or palette. Instead, you should
show what colors you want your logo used with.

FOINT SPECIMEN
- Oxygen
Usually there are a few examples of it in a brand @ VENNGAGE

guide. That's where using a style guide template abcdefghijklm
can come in handy: nopgrstuvwxyz

12345678910

EADER TEXT WEIGHT

Aa

=L HEMSUIER | EA

Aa

GET STARTED NOW > il A
Aa

™) VENNGAGE

Want to use this template to
build your own style guide?

HubSpot + Venngage * Brand Syle Guide Kit


https://venngage.com/templates/infographics/process?preview=73e591b4-c31b-4cec-89f8-b916cb4d3ec2&vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Medium goes a bit further, removing any ambiguity by
specifying primary, secondary, and incorrect logo color usage:

Medium Medium

Medium Medium Medium

Medium Medium Medium

Medium Medium

logo should be used in about every situation:

Full-color Logo

Thene are two versions ol the fullooled Logo, almast Black
and white = but the trigngle i ihe [oon should ahways be

Wihiie

Lize the almost black full-oolor Logo on & hght background
Lise the white fullooior Loge on e dark background

Monochrome Logo

If a background Solor makies the fufkcoidr Logo hard 1o see,

You should use a monochrome Logo instean

The almaost black (WI82828) monochrome LOgo containg &
while triangle i 1he loon. it should be used on Bight mul

colored images

The white (AFFFFFF) monochname Logo has a no-fill
triangle. It should be used on deck muiti-colored images

common in brand guides.

Additionally, you could follow YouTube’s lead and show how your logo
should be used with photos. In their brand guide they outline how their

» Youlube

3 YouTube

And with the rise of great photography, this is becoming more and more

19


https://medium.design/logos-and-brand-guidelines-f1a01a733592
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Size & Spacing

There is nothing worse than seeing your beautiful logo smashed up They've clearly marked “exclusion zones” around their logos. Usually about
against another graphic on the page. Incorrect spacing can really ruin half the width of the logo itself, these image-free zones give logos space to
any visual in an instant. breathe to ensure they maintain visual impact.

To avoid this fate, you should include a section which shows how to It's usually a good idea to dictate minimum logo size here too:

correctly space your graphics.That includes specifications on how much

space to leave around logos, just like Snapchat, Medium, Facebook,
and Spotify have done in their brand style guides: X X x '

© swotify © spotify

Print Digital

_ 'Medillm _ 20mm / 0.8in 70px

Spotify . S

; Print Digital

. emm / 0.24in 21px
They've clearly marked “exclusion zones” around their logos. Usually about Figure out the smallest size at which your logo is still legible in print
half the width of the logo itself, these image-free zones give logos space to and on screen, and make sure it doesn’t appear any smaller than that.

breathe to ensure they maintain visual impact.

HubSpot + Venngage * Brand Syle Guide Kit 20


https://storage.googleapis.com/snap-inc/brand-guidelines/snapchat-brand-standards.pdf
https://medium.design/logos-and-brand-guidelines-f1a01a733592
https://facebookbrand.com/wp-content/uploads/2018/01/identity-guide_01_2018.pdf
https://developer.spotify.com/branding-guidelines/

Poor Usage

However you decide to present it, make

sure there is no confusion on what your

main logo should be or how it should

be used.
Do not wee the old stecked D rofl npply @ gradiont to the Do reod resoben the Logo in two Dz mod dewtort or woarp the Logo
. . varsian of the Loga, of in leon o Wardmark. diffmrant colours in arvy vy,
An inconsistent logo can really hurt anry way manipulate the
) rolationibip betweon the
your brand in the long run. Wordmark and the lcon.

One of the best ways to confirm people
know how to use your logo is to show

them how not to use it.

Do et natlinm of craataa Do nok chang the Logd colowr
i i i i ina around ths o o cubsids thoss cobours
Spotify used an entire page in their brand lesylina Lago. . Y
guidelines to outline this idea. Wl pde,

tify = tify

Do rerl ruanigealake o dranw Do nod rermove the circle from Do ot crop pholos o pattenna Do ot wae the Wordmark
poir oW keon. tha lenn, Ths baams should thraigh tha Loga. writhowd s loon.
ndrvar sit on thair own,
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Present Your Official
Brand Color Palette

Now is the time to talk about your official brand colors.

In the past, brand colors were simple. You might have
had to pick one or two colors that matched with your logo,

and you were all set.

But that's all starting to change. Many companies are
now using multiple color schemes to add vitality to

their brand communications.

To keep brand recognition strong, it's more important
than ever to make core brand colors are well known

and consistent.



https://venngage.com/blog/graphic-design-trends/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Primary Color Palette

Every company should have a primary color palette, Or like Netflix, you have specific color combinations
So it makes sense to start there when communicating you want your designers to stick with:
your colors in your style guidelines. Usually this primary

palette consists of three to five colors that really

represent your brand.

Netflix Red
: : RGE: 2299 20
Whether you, like Snapchat, have one primary brand E I F I I HEX: #E50914
color and some secondary shades: ST e

PMS: 1795 C

.r ;
BRAND GUIDELINES | D3/2Z17 F H‘Ll'
|" A
1 [IUET, Y, B
| | BOE 3438 1
A | Tl ekl sl
Color Palette wman
y TN 40
g ."-
e - Hatfin Write
S ESHE 245 34k 74
ALK WS
Spat CHYE 213
FhatShOL SR | &
Wehitg  PMS White Mgl s Hed

Yallow  PMS Proces Yellow
Black  FMS Black

White O.0.0.0
¥elkew  0,0,100,0 It's a good idea to make your core brand colors absolutely clear.
Black 63, 2, 59, 04

White  EFFFFFE
tollow  FFFFCOO
Black BOOEHEY
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https://brand.netflix.com/en/assets/brand-color/

Don't forget to include the necessary hex codes, RGB values, and CMYK
color codes to make sure your colors are presented consistently across
media. Don't let people guess. Give them all information they would possibly
need to ensure your brand color is used consistently, everywhere.

4FD4047
253,64, 65
0,89, 74,10
REDOD3ZC

HZ2B445E

4.4, 68, 94
88, 70, 41,29
4 c

HubSpot + Venngage * Brand Syle Guide Kit

HATRSED
71,181, 724

64,10, 4,0
305C

FABAHAR
171111070
34,27,28,0
421 C

#DIEDDA
27,234, 212
14, 6, 16,0
Fo47 G

WEFEFEF
239,239,239
3330
656 C

You can even give your brand colors some real names to
help with communication. For example, at HubSpot, we have
“HubSpot Orange” to signify our primary orange brand color.

vl @
=

It's much easier to call a color “Pave” or “Forest”, like in this

example from Jungle House, than remember a bunch of hex codes.
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Extended Color Palette

With the thousands of places your branding can be used, it's also important to However, with the many projects and smaller
have a secondary or extended palette. Not every company is going to need this, companies under their control, it makes a lot of
but it's definitely recommended as your brand and marketing gets more complex. sense to have this many colors to choose from.

You may not need 81 separate colors, but having
When you are working for a company as large as LinkedIn, for example, a few extra sanctioned ones can’t hurt.

you are probably going to have a handful of brand colors to choose from.

Corparate color palette Accent palette
Extended accent palette
.::I -\.-|. L-: T_.-Il I--:-\.I-“;L:-t:_‘:|:: :.-,Ir :.r-.-l.-“u:.:.-l.-,:‘:_-.,-.‘-: -I —t:__:_: _h-.r;_.:_l.::_: l_:__d :: T Lisinhcin aeradd Pals Drraasns o Iae heehl Ao cinaan 0 RanE g ol Thada feinn

i B L Tl U AT Y T TEREN TR BN R (T
T Lirssaiin i hsraiaa (el it i & OOTEERINRCEeeE S OF COiCe R CNOSE pRIFERT B DT NecEasty

Oaln e e, 1 Tevse OO0 Shoukd Do uted spaangly, wilh T Gomorals snd aocan] OO

- = Ihl- .

[ e A rrryee ! =
e e o FEw o E R isront i o0 kgD A Porpia (St ]
e BB FoB-B 10 [N ] LB F LELREL - B |
Ol ] o Pegvean s = S R-H weE TR0
e ]
EE el s O D00 L Dl Lol W] DT i il D0l 10 L DT s Rl
bl i & bew wini i, i et Of Du g el e Dl
ditend Hed oo oy Anchnd Crange B RBE ]
Fit b AT i REL T
whe 0T N0 w0 TR0
L " . =00 ERAMPIEE o MW (IMIBE COOOTE ATE UNED N SR8 vIUAAEETCNN, You TN RIS SOWrRond Uk
Bars Ty Ligra kR mirence guides with scoumis color bresicdowrs for print end scrsen o heip guicde your designe
CHiy N 81 oaa Chay 1946081 Gy O -3 TR
we R LRLE W < F-88m
Gl Gy K1 el Gy o Gl Gy B
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https://brand.linkedin.com/visual-identity/color-palettes
https://venngage.com/blog/infographic-design-the-dos-and-donts-of-color-selection/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Brands like Trello that rely more heavily on color to express functions and components
of their product tend to develop more comprehensive color systems to fit their needs.

For example:

e . Pink , :

--- . Hm. [
----- ----- -----
el s Traly B Trsna s 0 Tt Wi W (ST T L Frefin Mt AT0 Trwsls Mt 730 Trowig B S0 gtz P el eyl Pk T Tredy Pk 00 Tredy Pk B0
Germen Bky

-- --

b G B e e 1D iefa == Trema Dieres 2 i irwey E Srwilles. Wadleva 50 Frodla Valoa 10 Tanalies W o Tl Pt g Tl Fradls vellea T Tore e fimp B Mgt By Bl iy Treia day Traly Hop #00

fimiia Gomes 20 Fraily Valaw s Frady Wales o ot Wplic=s: ss oo Pt e Fepa Wealrm W00 T g D0 et Sl 0 i iy OED bﬂaiq'm Trmtha Sy 02

Drangs Pumpia Lima
Trela Drasga B8 Tanllt Demage W) Bl O B0 Brallo Bvasga 300 Tosllo Ovacga 400 Tl Frorpaie. Truis Fuapls 80 [ Y Bl B 505 Tonsls Py 451 Trlha Lless. 58 Tl L 538 | ST Tl Lt Bruln Lo, 581
'I'rllnﬂrr-lllﬂ 'I'-In'ﬂ—u-lllﬂ Tl Oranga 700 Treda Oracge B0 Trwlla Ovange 804 Trtes Pl W Tl e B W T 0 il Wi T Pt B Trwika Lires 500 Toaiu L G s i 100 Fred Liovm R Freds Livss Wy

Spelling out every shade of each color in their palette means no more fiddling around with color pickers

HubSpot + Venngage * Brand Syle Guide Kit
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https://trello.com/gabriela_pinto/boards

Official Textures or Patterns

If there are certain patterns or swatches you want designers Now in this brand guidelines template for Bash + Butter they did
to use, include them in your brand guidelines. something very interesting with their official color palette as well. As you can
see, they included a gold pattern or texture alongside traditional colors.

This brand guideline from Design Lotus specifies exactly
what patterns they want to be associated with their brands:

—
=
———— —
—_— —
=
p——— e — e I —

This extra element in their visual brand helps make their content different

from other brands. And making these small choices for other people will

help you present a consistent brand to the world.
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http://pinegateroad.com/portfolio-design-lotu/
http://saltedink.com/2014/10/01/brand-launch-bash-butter/

Correct Color Usage

Colors are going to interact in different ways if
they are used on a mobile device or in print.

Something could look amazing on your massive monitor, but

when seen on a small phone, screen it's much less impressive.

Yelp recognized this potential problem and specified which
colors go on mobile and web content and which colors go in print.

Global Color Palette

o L on Nokis Gew e
w Ly o Desiciop:

AR T 0 AR O M ST Ve o e LT Esang

= ke 00 L e T T O, Ll ST bl B e

= =]

Lo Pay mar

EabEes

d=
P e [ S i
i) [T, ] L]

= Jwm ey ]

T T it Lgd [~ T L PR [re R B R
LTS napEny

Each color in their palette has been approved

for use on a device, or not, with a smart icon.

HubSpot + Venngage * Brand Syle Guide Kit

Spotify has even included realistic examples of

where not to use their distinct “Spotify green”:

YES
Bpoaity Gresn on black.

NO NO

Spotity [irsan on bresdl padetin Fpenbily CGrpap e 0 il oreme] ST

Whichever way you shake it, the more rules the better

when it comes to color in your brand style guide.
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Choose Fonts That
Fit Your Brand

Typography is one of those things that goes
unnoticed if it's done well, but sticks out like a sore
thumb if it's done poorly. Allowing font choices to slip

under your radar can really cheapen your brand.

To enhance your brand experience, use a brand
style guide to ensure you're applying typography
consistently across your work.




Primary Fonts

Like your color palette, your font collection should have about three On the flip side, Twitter has kept a very simple font collection,
to five different examples. Each should include the name of the choosing one font to use for pretty much everything:

font, the weight and any embellishments.

Typograghy

]
From the bold headers you use on your blog posts to the body Our typeface H elvetl ca

text that fills those posts and everything in between. For example:

o= frtestnrr - S0l oo e
% R 1 i nmn Ll ipbumioe

8 voioms o Teilier,

P Tovmar fmersrowin, & e Dinbooerien
Y Bk o e e T T D
Bl W T WY Lt Ol Pl
Flagnad’ &9 th il ars

Wil yors o e g weth @
T e Paniag, e s
; @ . ‘s I M
] - o imp @ rpeiace thal 'y lam e

ROBOTO ABCDEFGHIJELMNOPORSTUVXYE

e Roman
. 75 Bold

Instead of completely different fonts, they use different weights and sizes

to differentiate between their font collection. We do the same at HubSpot.

Want to use this template to build your own style guide?

GET STARTED NOW >
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https://venngage.com/templates/infographics/process?preview=4a088189-e8f3-4cee-bab2-d64957e9e00b&vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Trello chose the same typeface as Twitter, but takes it a few steps Depending on your product or business, sometimes it's necessary to

further by specifying a hierarchy of font styles, sizes, text colors, list specify different fonts for different platforms. iHeartMedia has left nothing

styles, and paragraph formats: to chance by including font options for Android, wearables, Microsoft
products, and even autos:

Typefaces Text Sizes
; C1] P fy Tyl il — Sl oLy V0 D603 Dhrle L. il
HE"'.-'E“UH N#.J‘Uf.-‘ - Haading Dn& i e e ey plasdide, ua Mebveels N P Chidn
Eorial bl iliod A S S Mo oo Brdd st Saange Al L I it - B

f?"_ R L e o o Halvatica Neue Light
Hatvetica Neue Rsguiar 400 Helvetica Meue Regular
ABCDEFGHLIKLIM cord Heading Three
Jbedatghifkion Helvetica Meue Regular

Hi Hending Fousr

o Helvetica Neue Regular
Huheaticn Noun Boguls: ik 500

|

ABCDEFGEHLKLAL

PR

Haivatica Nous Bald 700 £ wAghoy i
ARG L i Rohota | Ilf_'Fh1 SanFranzizoo Text Laghi
abcdafghijkim Roboto F'-'E'QU|EII' San Fransisco Text Regular
= SanF i Ti Bold
Roboto Medium L R S
San Fransisco Text Light
tyles Roboto Bold
k8 Toxt Solore . San Fransisco Display Light
Raboto Condensed Light e
S an Fransisco Display Regular
s = Roboto Condensed Regular : : :
- San Fransisco Display Medium
— — Roboto Condensed Bold San Fransisco Display Bold
‘:'l"-""I-I—I:*F.-:l".':l:‘:—“‘—""'""‘ Uriendd Bar Andenid products - cioden Ardre & Masse ened vl for Wemrsble - Aope Sae Cpanaiiis e witd
hoasrnsd I drid S Aerabroid Ao ke yparcfien By for NigibTy dn theer A plE Vieidn

I | q | o q Seqoe Ul Light Scout Light

Trello’s example is a more traditional approach, and many companies

P PP y P Segoe Ul Regular Scout Regular
reak down their fonts in this way. Thi roach ensures that no on :
break down their fonts in this way. This approach ensures that no one Seqoe Ul SemiBold Scout Bold
needs to guess which is a header or a body font. Segoe Ul Bold Scout Black

g Bae WErPoarl] pemaioeTy 5 e i iy e R, CHGEE Aibrari daa i @eviiluaTw
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Some companies even design their own fonts!
If you do,it's a good idea to include fallback

options for external use:

Circular
Spotify

Primary Font

Helvetica Neue

Fallback font A

Arial

Fallback Tont B

Sans Serif

Faliback font B

Need to learn about choosing fonts?
Check out Venngage's article on how to choose

infographic fonts-all the same rules apply!

HubSpot + Venngage * Brand Syle Guide Kit

Want to use this template to
build your own style guide?

GET STARTED NOW >

colour

combinations

professional & stylish

rich & polished gracefiully modern

i w PR LERE sl

(ST

brillisne blisec Suniy & warn

ATRETAT (= L] Lld e,

...... A AEH FEREE T

baraqes Lusury classic & trestworthy

- . l- - . - -
g1
iy BEREL]] HEHA AT, e T [TTRILT: whlim T

FECA Fid il


https://venngage.com/blog/how-to-choose-fonts/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot
https://venngage.com/blog/how-to-choose-fonts/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot
https://venngage.com/templates/infographics/informational?preview=b7b32df7-b74b-4308-9b14-5f8e9fe40169&vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Font Weight

Make sure your designers know what weight
each of your fonts should have. Some projects Tywearaphy Color B Abs
may need a bolded font, a medium, or a light

font style, but users will not know which to use

unless you specify it.
Aa Aa

Montserrat Merriweather

Midnight Blue

Want to use this template to
build your own style guide? Creamy Yellow

Lorem Ipsum

Pellentesque condimentum quis dolor eu
sodales. Phasellus blandit urna in hendrerit
dictum. Phasellus maximus nisl et lacus
fermentum dignissim. Curabitur ultricies

Sunburn Red

Crusty Light Blue

finibus, sodales purus sed, bibendum leo.

In this brand guideline template above, we show you
exactly what weight should be used with all fonts.
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Font Color

Most of the time, you're going to use a neutral color or one of your

brand colors for fonts. But sometimes you need a little extra color

in your typography.

For example, Atlassian lists off a handful of colors that

can be used with its many brand fonts choices.

Typography colors

W oSl ute The meuiral paleris for typosraphy, Bl will maks Ecesions s and (P -
mcrkify or CaETEEQN B PSR LA P B peait ey, Sew i solor wtagl udeings hor

me infdemation
. Ba00 - Paciic bridgo R #0082CC
. HR00 - Slate HE 2091E42
. NT00 - Snerrlany iR #3EIASR
. M500 - MeFanning Hill #428FRE
N4 - Docted Hil HFFFFFF

s 0, B2, 204

HaE B, 30, 66

W 37 56 BA

e &6, BF, 110

R YRR, 2EE, I55

e 100, 60, 0,0

ENTR 100, 88, 34, 85

ENFE BB, TH, 31, 3F

W 5, 82 30, 28

ENiR 00,0 0

From a Pacific Bridge blue to an almost-white color called Doctor,

all of these color choices can be used to spice up Atlassian’s written

content in no time.

HubSpot + Venngage * Brand Syle Guide Kit

WebSummit takes it a bit further by showing which colors

should be used with each font in their brand guide.

Web

ummit

S

Seyle name R B
Headline large Hold
Headline cmall Pinéc]
By tosT Repuisr
BUALan o Pialel
Fagtvsh Peguiar

Line

Talk deliich, Alleindsi &
Tofielt et il

Tillehar nama

Rady Test, | Bem

desrigong

TSRS

Tab PanEEACH, ML E,
capbin

Colurs

e e

Don't leave any extra room for interpretation if you can. When you do, it's

more likely for mistakes will be made.
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Define Your
Brand Voice

The importance of having a consistent brand voice in
your messaging should not be underestimated. Spend
some time finding the style that resonates with your

audience and aligns with the personality of your brand.

Once you have it figured out, ensure that it's replicated
across your channels by spelling it out in your brand

style guide.




Brand Voice

Shopify has gone above and beyond in defining their
voice-including a number of do's and don'ts for grammar,
punctuation, spelling, vocabulary, naming, and tone.

By giving tons of examples they make it difficult to go
awry with messaging.

i

5 - L=l Dot

HubSpot + Venngage * Brand Syle Guide Kit

Creating a guide like this will avoid calling
the same thing a handful of other names
throughout your site or company.

Don't call something one thing on your homepage
and another on social media. This will just leave
the reader confused and could even lead to the

loss of a customer.
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On the other side of the spectrum, CampaignMonitor has kept it Instead of saying what words you should use, they outline how the writing
short and sweet, simply outlining their writing style in a couple brief should feel. But if you want to keep it to a few words, take a look at this ex-
paragraphs: ample from Skype:

Writing for our brand.

We are a smart and friendly bunch, and cur marketing reflects that. Our copy should WGF{IS we m:E .
communicate trust and be consistent across all chanmals. It should also be smart and
professional, written with @ smile and o hint of charm.

The brand voice,

TEredy B i arrpleborg Pralagsanal Bl nor B Seardiad], bl nagar 9ipar snsticy, D

o il b conarsalional, bf ersiihg. Ol volog & v The et sl Baslerad, wie siidil 1o

PET AT L TR e aneTH e Trcle By Feghilagivling prnddisct heneivie Bn e e rermeSect
sl el Owr voloe @ werm, o lkthe weilty and nlvwig's 1o

Qo copy.
i .
Lommsisncy ld ol Bie newtl 1o e sy e same #Hmg, m e sems way (o have maarmam w'ﬂi‘dj WE dﬂh 1- ilhe
]
ET et fR N TsRTE oy T |I|-|.'.'|--rr||||-'.'l LM AR PSPl e, Ehie, o 0l ninde and el e o
berhween— ol el be eheat candisE, o brand ond never ool using. Our Sofny okl Bivars 1l

Aha Carmpis g Mostind sfnry amc nefact o Wi a6 Wik Toninse &a0h Cosvesmn b with e

Cornpaign Moo ceshomor

We lise punciuation.
Ve wie poriodn @t the &d o sentencas, 3 vea, boe them el the =l of Readinon. Penads bre

Telephony. |

Peer-to-peer,

cafiel e Ty Be SElareia mh (eeeenl your headne and this pia meszsds, fioem NoaTing

ool i e Bl et WS UBE BafohDd Ca s ond wi Bl USe BorTes] plachup e Bdiol ik
pncape. at e nd of headings. 5o the oot mores on (D8 sunefsy way (0 g 1N CoyFeraating

Erfnde 1 fven 88 vlarfed

But there are exceptions,

B 1Bare oie eacop i o oreery nide—anid el ime s pon ched Ben sheidd sl b oo

We umt Bitlr cosse fae fithen - bockoy, guaden ot dhing Gone Vifth Tha 'Wind o Meby Bick
Some graghic sismants inchiring ‘e They knocked it out of the park with a simple but effective summary,
B Hha /7 oot an priceg guidatons contrasting words that they like with words that they don't like.
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Unique terminology

If your brand has coined any words or phrases, include a dictionary In Reddit’s brand guidelines they do exactly this and outline a few of
in your brand guidelines. For example, the word “YouTuber” wasn't the words that have become part of their brand identity:
intentionally created by Youtube, but it did become synonymous
with their brand in popular culture. 0 muoreer

Using the word "YouTuber" Terminology

Qur language preforonoes are the resu®t of research and are designed (o belp peopse

understand Reddit batter. Most of theas recommand a primary farm that i mem unberaadly
Guidelineg 1or creatons * W O TR B0 Ry CYRIRCTE R 0 DI TS M YU T tana. Vel LA @ TRl understosd and should be wed Inilislly in communications, before ntroducng SYnanyms.
“¥ouTuber® or "“Tubar' & 00y peed when 1atking sbout 1 pomon coabing ond uxcading

Srginal Vg D ML Sorbe 1 Yo Tuls

- 2 y P Rodditar, u Cammunlty, rf Vigting, vote scons
& o ks wianl o ksep Vo Tiobe® casual Thal wiry dveryone tun use i 5o pladse Gon'’s uss
Tk or Tund i RO SO OF URhgE B e Sefed, sk, eRd prograd, of The marme Fodod |54 plry 00 woets — & prrson wha uses Feddi & 8 Thé vaious oo BPOCEs o Feddron i 'uevole” of ‘dosmvels’
rEmyler comaEny, chanesl namrey o edanarks thal roude Thos=wirds, TRl =oous &8 b T el i o e PRI Rl arstnie b Seferred Lo aa "Focdail corbar® I dereC iy aNect A vlE
Fern the Tk § & Lo iR i b i e b, o Ty corrrraerE e g
i = DT " Ve COATV LT
L SR TN T g s R R i Ard in 3 proper noun prdd dhvould bigrrops gn Risdd! are preceded by w
Ay D AR B Wi R g whsch i 3 abreARton OF LSEr T M ColmTianety mames e Sraeded ty B peal’s vibe doore shons how Tl 0
B U PR O THeE SR eaiLEd Fiw pulitisie, “rhalihisg X wiBEN [ 8N BbDieeath B Feadd il A Alsrip wri e and ik
Fof snardig, "y riecritnres Apcfomm. ihe delemines By poston i
Ayn] refpming o Recdn o Tt oy Arepi] e termn Bpost g, wo e CommRaEly thi el ranaing o0 Fopuls and
Bt Eaddrt = on maiiTioss péayffnema ini shay awary o GEnguags [Siaes T P
24 Sy ' ; " ' o tws gd iy 1al b e
Guidelines for advertisers = “WIRTLber Srould oty B wbisd when nifmting B & Derson Nl ofeahies and upicos orgne e aiairidasli i ekl i A Enrariarced paccions call hasa
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Just like they state in the opening paragraph of that example,

& Wil "Tuber® can be vond by YouTobe croatoes indorrmelly. & chould neves be uoed by

T these definitions will help people understand Reddit better.
Because of it, they take the time to explain how If you have any terms or words that are now part of your brand,
that word should be used in their brand guidelines. we would recommend explaining them in your brand guide. It also
And if you have any terms that your company uses significantly, doesn't hurt to show how to use them in context or include a few
go ahead and explain them. Your die-hard customers may examples like Reddit did.

know the lingo, but new users and the press may not.
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https://www.youtube.com/yt/about/brand-resources/#partners-advertisers
https://www.reddit.com/

Include Supporting
Visuals & Info

Last but certainly not least, it's time to talk imagery.
Everything about your imagery, including style, color,

and content, contributes to the perception of your brand.

Create some guidelines for imagery like photography,
illustrations, charts, infographics, etc. to include in your
brand style guide.

A lot of brands forget this step and it hurts them in the

long run, especially when it comes to data visualizations.



Icons

If you work for a company like Lonely Planet, which publishes a ton of
travel guides and content, creating your own custom icons helps you
create repeatable, consistent imagery across all of your content.

By creating a collection of these icons, it will help hundreds of individual
contributors produce consistent visual content. This consistency will help

readers or travelers recognize and utilize their content instantly.
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Here's another example, this time from Country Financial.

They outline not only the colors that can be used for their icons,

but also the specific use cases for each icon:
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https://www.countryfinancial.com/en/styleguide/atoms/media/icons.html

Even if you don't have the budget to design your own

icons, you can still make style guidelines for pre-made
icons. Specify characteristics like icon colors, sizes, and
visual style (line art, filled, one color or multiple colors).

You can use this template
to create custom icons.

GET THE FULL TEMPLATE >
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ICON

RECIPES

[[1(H

RAT3AED
#d6d4646

#333333
#FFFFFF

#F64D2A
#FFFFFF

#N
#/0BBED

#02ED82
#FFFFFF

F98F08
#07314B
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https://venngage.com/templates/social-media/pinterest?preview=08ee68a2-a500-4544-959c-2cca4e4cd7c3&vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot

Illustrations

Over the past few years, there have been a huge

increase in brands using hand-drawn illustrations.

Now brands are starting to add them to their official
brand guidelines, like Fabled did:

v
i

™ Fabled

ol By whd 1 B

® E @

=== Mammoth

Not only are illustrated icons all over their brand guidelines, they
officially sanctioned a handful of branded illustrations as well.
These official illustrations are a fantastic way to set

your company apart from the competition as well.
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Additionally, Trello loves to feature custom illustrations, but knows it can be
hard for different artists to produce illustrations with a cohesive style.

They leave nothing to chance by outlining what it means to make a “Trello-y”
illustration-with guidelines on concept, composition, shadows, and more.

Most importantly, they give examples!

Eat thﬂ't COrner D'['ﬁl:i!. Launch a future Fertenie 500 company 'I'um!u'ur pm:lu::l:ll.rity uptoii.

] J
'@" &

This will help your brand create a cohesive visual style, even if there are a
handful of designers working on each project.
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https://madebyfieldwork.com/projects/fabled

Photos

Photographic style is just as important as illustrative style.

Some brands use photography to tell their story exceptionally well.
When you see a photo by companies like this, you know instantly it

came from them.

If you use photographs frequently in your branding, your style guide should
specify the level of complexity, compositions, color schemes, styles, and
technical specs that make photographs fit within your brand.

Berkeley’s brand guidelines describe their photographic style as light,
airy, and natural, only featuring images that fit into one of three categories:

topical, cultural, or historical.

And if your brand is known for one consistent style, the same camera
settings are probably the same in every photo.
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We really like how the brand guidelines for Full Circle
included those settings above.

Telling someone what camera setting to use is like giving
someone the hex code of your brand colors, but for
photography. You could even take it a step further and
include any filters or presets your designers should use
when editing photos.
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http://brand.berkeley.edu/photography/
http://www.elleandcompanydesign.com/blog/full-circle-photo

All that info is great for internal use. But what if you want to make sure
the press or bloggers use the right photos?

Here's a crazy idea, give it to them! Airbnb has a ton of photos that
they want people to use:
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There are literally thousands of them. Best of
all, they have already done all the hard work for
those writers.

We recommend coming up with about twenty of your
own sanctioned images that the writers can use as
well. It will help keep all your branding consistent, even

on sites you can't really control.
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https://press.atairbnb.com/media-assets/

Data Visualization

If your branding features infographics or data visualizations,

don't forget to include some stylistic guidelines for them as well.

Presenting data in an effective, consistent and beautiful way is

a bit tricky sometimes. That's why it's important to outline how your
company visualizes data in your brand guidelines. Specify when and
where to use infographics and data visualizations, and include style

preferences and technical conventions.

Shopify gives their designers clear directions on how
to approach a data visualization:

Guidelines
Crata visuabzatven shouwld be approachied by

SOLVING A PROBLEM

Have a clear question that needs to be answered, If multiple answers to multiple
guestions are illustrated in a visualization, it will become over complicated and
hard to understand.

TESTING WITH REAL DATA

Testing with real data will reveal the effectiveness of the visualization. Also test
when there are a few data points (one orf two) or many data points {100+,

SCALING BY NUMBER OF DATAPOINTS

Think about how the visualization will scale with more or less dats points. Look out
for cases where data is sparse (mostly zero) or spiky [some values are much lamger
than others).
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Followed by some definitive rules for labeling and styling those visualizations:
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https://venngage.com/blog/employer-brand/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot
https://venngage.com/blog/data-visualization-tips-content-strategy/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot
https://polaris.shopify.com/visuals/data-visualizations

And in In this incredible brand guidelines from Truth, they spend
two full pages telling their employees how they should visualize data.

When you have a ton of teams working on different projects,
these brand guidelines should help them present a united front.

Guidelines like these are very easy to overlook, but when used properly, it

goes a long way toward fostering a cohesive brand presence - especially

for more complex media like infographics and data visualizations.
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https://www.mashcreative.co.uk/work/truth-brand-guidelines/

Conclusion

Don't send mixed messages when it comes to your brand. Or work with one of our pre-designed templates-just pop
in your own branding and you're off to the races!
Take inspiration from today's top brands and make your own

brand style guide to allow everyone representing your brand R e e e

to produce collateral quickly, efficiently, and with confidence.
TYPOCRAPHY COLOR CLIDE LOGO VARIATIONS

Build an effective brand style guide with

these seven simple steps: OX}’gEﬂ
abcdefghijklm
nopgrstuvwxyz

= -

(®) VENNGAGE

1. Kick off your brand style guide with a great brand story 12345678910

N

Present your official brand name Aa ) VENNGAGE

Use logo guidelines to create a recognizable brand signature

)

B

Include your brand's core color palette A EADER TEXT WEN
d

5. Dictate your typography hierarchy

A
6. Define your brand voice ?

7. Specify the imagery and iconography that makes up your visual style

If you find that something about your brand is not working, fix it!
A brand style guide should be an ever-evolving document, which

is why we've made editing and sharing a breeze.



https://venngage.com/business/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot
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Hiring a graphic designer is pricey.
With Venngage's online graphic design
software, people of all design levels
can create professional visuals.

Venngage's Business plan offers over 500 customizable templates
for a wide variety of needs -- from infographics to presentations to
reports. Your Brand Kit makes it easy to apply your company logos,

brand fonts, and brand colors to any design.

Start designing like you never
knew you could -- today!

GET STARTED >

HubSpot

Software to fuel your growth and build
deeper relationships, from first hello to
happy customer and beyond.

With HubSpot's marketing, sales, and CRM software, you

can focus on generating leads and revenue and forget

about managing a stack of scattered tools.

GET STARTED,



https://venngage.com/business/?vap=style_guide_ebook_hubspot&utm_campaign=style_guide_ebook_hubspot
https://www.hubspot.com/products/growth-stack?utm_source=hscm&utm_medium=pdf&utm_campaign=brand_styleguide_venngage

