DEFINITIONS: Visual Style Guide

HitHt
SHORT DEFINITION:

VISUAL STYLE GUIDE: Comprises all visual aspects of branding, including logos, color
palettes, typography, and imagery, forming the visual identity and aesthetic appeal of the brand.

HitHt
COMPLETE DEFINITION:

A Visual Style Guide serves as a foundational framework that directs how a brand can establish
a cohesive and visually compelling identity across diverse platforms and mediums. It
meticulously outlines the integration of design elements, color palettes, typography, imagery,
and logo application to ensure consistency and resonance with the target audience. This guide
serves as a beacon for designers, marketers, and stakeholders, providing clear directives on
how to visually communicate the brand's essence effectively.

Visual Style Guides are built from the following components:

Logo Application: The design and usage guidelines for the brand's logo.

Type: The set of typography styles, including fonts and typographic treatments, used for
the brand. Should include Primary Font, Secondary Fonts, Tertiary Font, and Usage
Guidelines.

e Color Scheme: The specific palette of colors chosen to represent the brand. Should
include Primary Colors, Secondary Colors, Accent Colors, Neutral Colors,
Tints/Tones/Shades, and Usage guidelines.

e Graphic Guide: A Graphic Guide is used for defining visual elements like shapes, lines,
and forms used in brand communication. Should include general Graphic Style, Usage
Guidelines, and recommendations for iconography for services, products, product
categories, website design, and social media.

e Al Imagery Guide: The descriptive elements necessary to produce consistent imagery
using Al tools. Should include Style, Type, and Prompt Guidelines.

e Stock Imagery Guide: The descriptive elements necessary to find consistent imagery
through stock photography platforms. Should include Style, Type, and Search
Guidelines.

e Original Imagery Guide: A guideline for producing consistent original imagery through
photography and videography. Should include Style, Type, and Production Guidelines.

The Visual Style Guide transcends mere documentation; it serves as a strategic roadmap for
aligning visual elements with the brand's identity and values. By adhering to these guidelines,
brands can create immersive and memorable experiences that foster deeper connections with
their audience, ultimately strengthening brand loyalty and recognition.



HitHt
COMPONENTS

Logo Application

The design and usage guidelines for the brand's logo.

Logo Types

Horizontal Layout: A version of the logo optimized for horizontal spaces, such as
website headers, email signatures, or social media banners. This layout ensures
optimal visibility and legibility in wide formats.

Vertical Layout: A version of the logo designed for vertical spaces, such as
narrow banners, sidebar placements, or mobile app headers. This layout
maintains the integrity of the logo in vertical orientations.

Badge or Seal: A compact version of the logo enclosed within a circular, square,
or other geometric shape, resembling a badge or seal. This variation is suitable
for square applications such as profile pictures, app icons, or product labels.
Stacked Layout: A version of the logo where the elements are stacked vertically,
ideal for square or vertically-oriented spaces such as social media profile
pictures, mobile app icons, or business cards.

Monochrome or Single Color: A simplified version of the logo rendered in a
single color or grayscale, ensuring legibility and versatility in various print and
digital applications. This variation is suitable for situations where color
reproduction is limited or where a minimalist aesthetic is desired.

Reverse or Knockout: A version of the logo designed to appear on dark or
colored backgrounds, featuring light-colored or white elements. This variation
ensures visibility and contrast when the logo is placed on backgrounds that
differ from the primary brand colors.

Icon Only: A version of the logo consisting solely of the symbol or icon without
any accompanying text. This variation is useful for favicon icons, app buttons, or
situations where space is limited and instant brand recognition is essential.
Outlined or Wireframe: A version of the logo rendered as a simple outline or
wireframe, suitable for modern and minimalist design applications. This variation
maintains clarity and readability while reducing visual complexity.



Logo Spacing

Logo Color Variations

Logo spacing refers to the area of clear space surrounding a logo that should
remain free from any other visual elements, such as text, graphics, or images.
This clear space ensures that the logo remains visually distinct and
unobstructed, allowing it to maintain its impact, legibility, and brand recognition.

The purpose of logo spacing is to provide a buffer zone around the logo,
preventing it from being crowded or visually cluttered by other elements. This
clear space also helps to draw attention to the logo, making it stand out and
ensuring that it remains the focal point of the design.

Logo spacing requirements are typically outlined in brand guidelines or style
manuals provided by the brand owner. These guidelines specify the minimum
amount of clear space required around the logo, often measured as a certain
distance or proportion relative to the size of the logo itself.

Failure to adhere to logo spacing guidelines can result in the logo appearing
cramped, illegible, or visually unappealing. Therefore, it's important for
designers and users to respect logo spacing requirements to maintain the
integrity and effectiveness of the logo in various design contexts.

Full Color: The standard version of the logo with all its colors intact, as designed
by the brand. This version is used in most situations where color reproduction is
available and appropriate.

Monochrome: A single-color version of the logo, typically in black, white, or
grayscale. This variation ensures legibility and versatility in applications where
color reproduction is limited or where a minimalist aesthetic is preferred.
Reversed: A version of the logo where the colors are inverted, usually with
light-colored elements on a dark background. This variation is used for
applications where the logo needs to stand out on dark backgrounds, ensuring
visibility and contrast.

Tinted or Shaded: Variations of the logo where colors are adjusted to lighter or
darker shades, maintaining the overall color scheme while providing flexibility for
different backgrounds or printing processes.

Spot Color: A version of the logo using a limited number of specific colors, often
chosen from a predefined palette. This variation simplifies color reproduction
and printing processes while maintaining brand consistency.

Gradient: A version of the logo with color transitions or gradients applied to
certain elements, adding depth and visual interest. Gradients can be used to
create dynamic and modern looks but should be used judiciously to ensure
readability and compatibility across different mediums.

Duotone: A version of the logo created using two contrasting colors, typically
used for artistic or contemporary designs. Duotone variations can evoke mood
and style, but care should be taken to ensure that the logo remains recognizable
and legible.

Patterned: A version of the logo with patterns or textures applied to certain
elements, adding visual texture and uniqueness. Patterned variations can be
used to create visual interest and convey brand personality but should be
applied with restraint to maintain clarity and legibility.



Logo Placement

Type

Size and Scale: Specify the minimum and maximum sizes at which the logo can
be displayed to ensure optimal visibility and legibility across different mediums.
Clear Space: Define the amount of clear space required around the logo to
prevent crowding and maintain visual integrity. This clear space should be free
from any other visual elements.

Alignment: Determine the preferred alignment of the logo, such as centered,
left-aligned, or right-aligned, depending on the design context and layout
requirements.

Positioning: Specify where the logo should be positioned within the layout, such
as top left, bottom right, or centered. Consistent positioning helps to establish
brand recognition and visual hierarchy.

Orientation: Determine whether the logo should be displayed horizontally,
vertically, or in a stacked format, depending on the available space and design
constraints.

Background Contrast: Specify the preferred background color or contrast level
for displaying the logo to ensure optimal visibility and legibility. This helps to
maintain brand consistency across different backgrounds.

Variants for Different Applications: Define specific logo variants or adaptations
for different applications, such as digital screens, print materials, merchandise,
and signage, to ensure optimal presentation in each context.

Usage Restrictions: Identify any usage restrictions or prohibited placements for
the logo, such as overlaying text or graphics, distorting the logo, or placing it in
visually cluttered areas.

Responsive Design Guidelines: Provide guidelines for responsive design
applications, specifying how the logo should adapt and resize for different
screen sizes and devices while maintaining its visual impact and clarity.

Refer to Brand Guidelines: Encourage users to refer to the brand guidelines or
style manual for detailed instructions and examples on logo placement, ensuring
consistency and adherence to brand standards.

The set of typography styles, including fonts and typographic treatments, used for the brand.
Should include Primary Font, Secondary Fonts, Tertiary Font, and Usage Guidelines.

Primary Font

The main font used across the brand's visual materials, usually for headings and
important calls to action.

Here are a list of Primary Fonts that should be considered by brands:

1. Sans-serif: Clean, modern, and versatile, favored by brands like Google,
Apple, and IBM for its simplicity and legibility.

2. Serif: Traditional, elegant, and often associated with heritage and authority,
utilized by brands such as Chanel, The New York Times, and Tiffany & Co.

3. Script/Handwritten: Adds a personal touch and conveys warmth or creativity,
seen in brands like Coca-Cola, Instagram, and Disney.



Secondary Fonts

4. Display: Bold, attention-grabbing, and highly stylized, used for logos and
headlines by brands such as Nike, Netflix, and Spotify.

5. Custom/Branded Font: Unique typefaces created specifically for a brand,
reflecting its personality and values, examples include Airbnb, Coca-Cola, and
PayPal.

Secondary Fonts are additional fonts that complement the primary font, used for
body text, captions, and less prominent information. Also includes tertiary fonts
to be used to call out specific information in advertising creatives, marketing
materials, social media posts, and other graphical elements.

Here are a list of Secondary Fonts that should be considered by brands:

1. Contrast Theme: Secondary fonts could be chosen to provide contrast in
weight, style, or both, compared to the primary font. This creates visual interest
and helps differentiate various types of text.

2. Harmony Theme: Secondary fonts can be selected to maintain visual
harmony with the primary font while offering subtle variations in style or weight.
This theme ensures consistency while allowing for diversity in design elements.
3. Complementary Theme: Choose secondary fonts that complement the
primary font in style or mood, enhancing the overall aesthetic of the design. This
can involve selecting fonts with similar characteristics or from the same typeface
family.

4. Distinctive Theme: Secondary fonts may serve as distinctive accents that add
personality to the design. Select fonts with unique features or characteristics
that help certain text elements stand out without overshadowing the primary
font.

5. Hierarchy Theme: As you mentioned, secondary fonts can be utilized to
establish a clear hierarchy within the design by varying attributes such as size,
weight, or style. This theme aids in guiding the reader's attention to different
levels of information.

6. Versatility Theme: Opt for secondary fonts that are versatile and adaptable to
various design contexts, ensuring they can be effectively used across different
types of content and platforms.

7. Accessibility Theme: Consider selecting secondary fonts that enhance
readability, particularly for body text and smaller captions. Fonts with improved
legibility characteristics, such as generous x-height or open counters, can
contribute to better accessibility.

8. Cultural Theme: Secondary fonts can reflect cultural or thematic elements
relevant to the content or brand identity. This theme involves selecting fonts that
evoke specific cultural associations or convey the desired mood or atmosphere.
9. Contemporary vs. Traditional Theme: Create a juxtaposition between the
primary and secondary fonts by choosing one with a contemporary feel and the
other with a more traditional or classic aesthetic. This theme adds depth and
dimension to the design.

10. Brand Consistency Theme: Ensure that secondary fonts align with the
overall brand identity and design language, maintaining consistency across
different materials and platforms.



Tertiary Font

Usage Guidelines

A tertiary font in visual branding refers to a supplementary typeface chosen to
emphasize specific information or elements within brand visuals. It serves as the
third tier in a hierarchy of fonts, complementing primary and secondary fonts,
and is often employed selectively to add visual interest or convey unique
messaging within a brand's design language.

Here are a list of Tertiary Fonts that should be considered by brands:

Decorative Theme: Tertiary fonts can be ornamental or decorative, adding flair
and personality to specific elements within the brand visuals. This theme allows
for the use of fonts with intricate details or artistic embellishments to enhance
the overall design.

Handwritten Theme: Opt for handwritten or script fonts as tertiary options to
introduce a human touch and convey a sense of warmth and authenticity. This
theme adds a personal element to the brand's messaging or storytelling.
Accent Theme: Use tertiary fonts as accent pieces to highlight key words or
phrases within the design. Select fonts with distinct characteristics, such as
unique letterforms or playful styles, to draw attention to specific information
effectively.

Theme Extension: Tertiary fonts can extend the thematic elements of the brand
identity by reflecting specific themes or motifs relevant to the brand's values or
message. This theme ensures coherence and reinforces the brand's visual
storytelling across different touchpoints.

Specialty Theme: Consider tertiary fonts that serve a specialized purpose, such
as display fonts for headlines or titles, to create visual impact in specific
contexts. This theme allows for the use of fonts with dramatic or
attention-grabbing qualities.

Versatility Theme: Choose tertiary fonts that offer versatility in their application
across various brand materials and platforms. Fonts with adaptable styles or
multiple weights can be effectively used to convey different tones or moods
while maintaining consistency.

Texture Theme: Explore tertiary fonts that introduce texture or dimensionality to
the design, enhancing visual interest and depth. Fonts with textured or
distressed effects can add character and authenticity to brand visuals.

Cultural Theme: Tertiary fonts can reflect cultural influences or references
relevant to the brand's identity or target audience. This theme involves selecting
fonts with cultural motifs, scripts, or typographic styles that resonate with
specific cultural contexts.

Geometric Theme: Opt for tertiary fonts with geometric or abstract
characteristics to introduce modernity and visual intrigue into the design. This
theme allows for the use of fonts with unconventional shapes or structures to
create a contemporary aesthetic.

Experimental Theme: Experiment with unconventional or avant-garde tertiary
fonts to push the boundaries of traditional typography and evoke a sense of
creativity and innovation within the brand visuals.

Rules and recommendations for how to apply the typefaces consistently across
different mediums and layouts.



Color Scheme
The specific palette of colors chosen to represent the brand. Should include Primary Colors,
Secondary Colors, Accent Colors, Neutral Colors, Tints/Tones/Shaes, and Usage guidelines.

Here are a list of Color Schemes that should be considered by brands:

1. Elegant and Refined: Reflects sophistication and luxury, suitable for upscale brands targeting
discerning consumers.

2. Dynamic and Energetic: Conveys a sense of movement, vitality, and excitement, ideal for
brands with a youthful and adventurous spirit.

3. Serene and Calming: Evokes tranquility, relaxation, and a peaceful atmosphere, fitting for
wellness and lifestyle brands.

4. Modern and Sleek: Represents innovation, technology, and a contemporary aesthetic,
appealing to tech-savvy and forward-thinking consumers.

5. Playful and Whimsical: Brings a sense of fun, creativity, and imagination, perfect for brands
targeting children or those with a playful brand personality.

6. Timeless and Classic: Exudes timeless elegance, sophistication, and tradition, suitable for
heritage brands or those aiming for a timeless appeal.

7. Warm and Inviting: Creates a welcoming and cozy atmosphere, fostering a sense of comfort
and familiarity, ideal for hospitality and home-related brands.

8. Bold and Confident: Projects strength, power, and assertiveness, making a bold statement
and capturing attention in crowded markets.

9. Fresh and Vibrant: Radiates energy, vitality, and optimism, invoking a sense of freshness and
new beginnings, suitable for brands in the health and wellness or food and beverage industries.
10. Minimalist and Clean: Embraces simplicity, clarity, and understated elegance, conveying a
sense of modernity and sophistication.

11. Wholesome and Authentic: Represents honesty, sincerity, and down-to-earth values,
appealing to consumers seeking authenticity and transparency in brands.

12. Global and Inclusive: Celebrates diversity, unity, and inclusivity, resonating with brands that
prioritize social responsibility and cultural awareness.

The foundational hues in a logo and brand color scheme that represent the core
identity of the brand. They are typically used prominently in branding materials
Primary Colors to establish recognition and recall.

Additional hues derived from the primary colors in a logo and brand color
palette. These colors complement the primary colors and provide versatility in
Secondary Colors design while maintaining brand consistency.

Vibrant and attention-grabbing shades strategically incorporated into a logo and
brand color scheme to highlight key elements or evoke specific emotions. They
Accent Colors add visual interest and help create contrast within the overall design.



Subdued tones such as whites, grays, and blacks used in a logo and brand

color palette to balance and harmonize the overall visual identity. Neutral colors

provide a backdrop for primary and secondary colors, enhancing readability and
Neutral Colors maintaining a professional aesthetic.

Variations of the primary, secondary, and accent colors achieved by adjusting

their lightness or darkness. These variations are utilized in logo design and

branding to create depth, hierarchy, and visual harmony across different
Tints, Tones, & Shades applications and platforms.

Guidelines for the overall use of color within the brand's visual materials,
Usage Guidelines ensuring consistency and harmony.

Graphic Guide

A Graphic Guide is used for defining visual elements like shapes, lines, and forms used in brand
communication. Should include general Graphic Style, Usage Guidelines, and
recommendations for iconography for services, products, product categories, website design,
and social media.

The overall look and feel of the brand's graphic elements, including the use of

Graphic Style specific shapes, lines, and forms.
Primary Graphic Key visual motifs or elements that are recurrently used across the brand's
Elements materials.

Instructions on how to consistently incorporate graphic elements in various
Usage Guidelines applications, ensuring they align with the brand identity.

Al Imagery Guide
The descriptive elements necessary to produce consistent imagery using Al tools. Should
include Style, Type, and Prompt Guidelines.

The visual style or aesthetic that Al-generated imagery should adhere to,
Style consistent with the brand's identity.

The categories or themes of imagery appropriate for the brand, guiding Al
Type generation.

Specific instructions or phrases that effectively guide Al in generating imagery
Prompt Guidelines that aligns with the brand's visual identity.

Stock Imagery Guide



The descriptive elements necessary to find consistent imagery through stock photography
platforms. Should include Style, Type, and Search Guidelines.

Style

Type

Search Guidelines

The visual aesthetic that stock images should conform to, ensuring they match
the brand's identity.

The kinds of images that are appropriate for the brand, guiding selection from
stock platforms.

Tips or keywords for effectively finding stock images that fit the brand's visual
style and requirements.

Original Imagery Guide
A guideline for producing consistent original imagery through photography and videography.
Should include Style, Type, and Production Guidelines.

Style

Type

The desired visual aesthetic for original photography and videography, ensuring
it reflects the brand's identity.

The categories or themes of original imagery that are suitable for the brand,
guiding content creation.

Detailed instructions for producing original imagery, including technical
specifications and creative direction, to ensure consistency with the brand's

Production Guidelines visual identity.
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POSSIBLE

1. Logo Design and Usage: Guidelines on how to use the logo, including size, spacing, and
what backgrounds it can appear on.

2. Color Palette Implementation: Defining primary and secondary color schemes and how
they should be used in various contexts.

3. Typography Standards: Specifying which fonts are used for headings, body text, and
accent text, including acceptable sizes and spacing.

4. Website Design: Ensuring that all elements on the web pages adhere to the visual
branding guidelines.

5. Social Media Graphics: Guidelines for the creation of consistent visual posts, profile
pictures, and banners across social platforms.

6. Advertising Materials: Design standards for online and offline advertising including
billboards, digital ads, and print media.



10.

11.

12.

13.

14.

15.

Product Packaging: Directions for the design of packaging which aligns with the brand’s
visual identity.

Employee Uniforms: If applicable, designing uniforms that reflect the brand’s color
scheme and logo placement.

Email Templates: Creating email templates that use consistent typography, colors, and
logo placements.

Business Cards and Stationery: Guidelines for the design of business cards, letterheads,
envelopes, and other stationery items.

Corporate Signage: Instructions for designing signage that matches the brand’s visual
style, including signs for events and office spaces.

Trade Show Booths: Designing trade show elements, such as banners and booth
setups, that align with the brand’s visual identity.

Vehicle Wraps: Guidelines for the branding of company vehicles, including color use and
logo placement.

Promotional Merchandise: Standards for the design of merchandise like t-shirts, pens,
and bags to ensure they represent the brand accurately.

User Interface Design: For brands involved in software or app development, ensuring Ul
elements conform to the visual style guide.



