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Welcome.

Since you are holding this guide and reading these words, 
we’re trusting you with our very identity: our brand. 

We aren’t interested in all of the buzzwords and catchphrases 
and marketing jargon surrounding the word brand. But we do 
care about what people think about us. We care about our 
reputation. We care about building great relationships. 

The following pages are full of guidelines, rules, and handy tips 
that we hope will help you communicate our values, realize our 
vision, and reinforce our brand. 

It is impossible to predict every situation, brand execution, or 
implementation, but this guide will help refine your approach. 

Sincerely, welcome to the Brandefense family. 
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This style guide is a reference for our internal 
design team, vendors, and others who are 
authorized to work with the Brandefense 
brand. 

The standards, guidelines, and references 
within this document are grounded in the 
years of research, experimentation, and brand 
executions that have preceded our new 
brand look and feel. 

Our intent with this guide is not to restrict 
creativity and innovation: far from it. We 
believe in the creative spirit, and innovation is 
one of our core values. 

What we strive for is a coordinated, 

everything we create. If we make something, 
we want to make sure that people know 
where it came from. 

Instead, the focus of this guide is to empower 
you, the creative, with the elements you need 
to create. By utilizing these tools, resources, 
and adhering to the guidelines within, you’ll 
make things that look like the Brandefense 
brand, every time.  

Please refer back to this guide often. We 
believe that our style guide is a living 
document. It should evolve over time, just as 
our brand inevitably will. 

If you have any questions concerning the 
content of this guide, please don’t hesitate to 
reach us.

Intent of 
this guide
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Using our brand 
materials 
We are reasonable people—and open to most things—but 
when it comes to our brand, our reputation, we maintain strict 
control. We hold ourselves to incredibly high standards, and we 
expect the same wherever our brand is represented. 

You must have specific permission and authorization to use any 
of our brand materials, including any resources, graphics, or 
visual elements found within this guide and its accompanying 
files. Simply being in possession of these materials does not 
imply or imbue permission in any way.

The approval process for materials and implementations of 
our brand will vary. Please contact an authorized Brandefense 
representative (usually your point of contact) with questions.

We reserve the right to disapprove or deny any use or uses of 
our logo, our brand visuals, or other brand elements at any 
time, for any reason.

For legal, copyright, or usage 
questions relating to our brand 
visuals, please reach us.
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Brand Logo01

Our logo is how our customers tell us apart 
from a crowded industry. It’s a promise of 
quality, consistency, and reliability. 

As such, it is vital that our logo is presented 
correctly in every execution. This section 
covers these guidelines in detail. 

Any use of our brand logo outside of or 
conflicting with the contents of this section will 
be considered unauthorized. 

The heart, soul, 
and center of our 
brand identity.
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The brand logo identifies the Brandefense 
brand as a whole. 

This logo is a carefully created piece of locked 
artwork that should not be altered in any way.

Primary 
Lockup
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Each brand logo lockup has several color 

types, tones, and colors. 

When in doubt, use the most legible version of 
the logo for the available background.

For printed executions, special care should 
be given to ensure logo legibility on the final 
media or material used.  

Icon:  Pantone 432 C 
Wordmark: Pantone 432 C & Pantone 1787 C

Icon:  Pantone 432 C 
Wordmark: Pantone 432 C

Icon:  White 
Wordmark: White

Icon:  White 
Wordmark: White

Color 
Variations

Two-Color, Dark

Single Color, Dark

Two-Color, Light

Single Color, Light
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Trying to fit the same mark simultaneously on 
a billboard and on the bottom of an espresso 
cup is a challenge. Our identity system is 
designed for flexibility, consistency, and brand 
recognition. 

should cover every space imaginable. Instead 
of trying to fit a logo into a space that is 

version for maximum visual impact and clarity.

When using the icon-only mark, ensure 
that our brand name is visible near or in 
relationship with the icon. This will help 
reinforce our brand recognition across multiple 
touchpoints. A Scalable 

Identity System

V E R T I C A L  LO C KU P P R I M A R Y  LO C KU P I C O N - O N LY WO R D M A R K  LO C KU P
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When subtlety is desired, the Brandefense 
icon can be used in place of a full brand logo 
lockup.

When this mark is used, ensure that our brand 
name is visible near or in relationship with the 
icon. This will help reinforce brand recognition.

Icon-Only 
Lockup

.75” or 50px

M I N I M U M  S I Z E

At small sizes, ensure the line weight is legible 
and that the negative spaces do not close. 
The minimum height is .75” for print and 50px 
for digital applications.

S P E C I A L  C O LO R  U S AG E

When the icon is used as a standalone 
element, it will accommodate any 
acceptable combination of our colors. 
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Maintaining optimal and minimal logo sizing 
is vital to the legibility of the mark and overall 
brand recognition. 

The execution will often dictate the right logo 
size. But in order to maximize legibility, try to 
use the largest size (within reason) for each 
logo version listed. In some circumstances, it 
may be acceptable to use the minimum size.

Never reproduce our logos smaller than the 
minimum sizes listed on this page.

Logo Size

Minimum Sizing

.25” 
18px

WO R D M A R K

Minimum height is .25” for print and 
18px for digital applications.

.75” 
50px

1.5” 
100px

.75” 
50px

I C O N

Minimum height is .75” for print and 
50px for digital applications.

P R I M A R Y  LO C KU P

Minimum height is .75” for print and 
50px for digital applications.

V E R T I C A L  LO C KU P

Minimum height is 1.5” for print and 
100px for digital applications.
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Contrast is the name of the game when 
considering placing the logo on any 
background. 

Our logo should not only be legible; it should 
also make a clear, strong statement when 
used. If there is not enough contrast between 
the logo and the background, the presence of 
the logo is weakened. 

The logo may be placed on photographs, 
textures, and patterns as long as there is 
enough contrast for the logo to be visible. 

Background 
Control

The two-color version of the logo may be used 
on any solid-color background. Use the dark or 
light version to achieve maximum contrast.

The one-color, dark version of the logo may be 
used on any light photographic background. Do 
not use the two-color version on photographs.

The one-color, light version of the logo may 
used on any dark photographic background. 
Do not use the two-color version on 
photographs.
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On The Web
On the Brandefense website, the logo will be 
placed in the upper left-hand corner of the 
navigation bar. Do not center the logo on 
screen, even on small screens.

Placement

FAV I C O N

Our favicon—a 32px x 32px icon that 
is displayed in the browser next to the 
url—is the only other approved usage 
of our icon in solid form.

D E V I C E  I C O N

If our website is saved as a bookmark 
on the home screen of some mobile 
devices, this graphic will be displayed. 
Default size is 192px x 192px.
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On Social Media
When used as social media avatars, the 
icon-only logo should be used with the right 
amount of clear space on all sides. 

We have developed two approved avatar 
images found here on this page. They are 
each approved for both circular and square 
avatars shapes of all sizes. 

While the layout of these avatars should not 
be altered in any way, approved secondary 
brand colors may used to address special 
events, holidays, and seasonal changes. 

Placement

I C O N  AVATA R

Preferred avatar for use on all 
platforms. All approved color 
combinations may be used.

WO R D M A R K  AVATA R

All approved color combinations 

may be used. The wordmark must be 
visually centered, not mechanically.
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Do not place the logo on a high-
contrast pattern or busy photograph.

Do not change the layout or 
relationship between logo elements.

Do not encroach on the required clear 
space surrounding the logo. 

Do not stretch, squash, skew, or distort 
the logo in any way. brand color, or reduce the logo opacity. logo, including drop shadows.

Common 
Errors

Note: This is not a comprehensive list 
of errors. These are simply the most 
common or egregious errors.

Hello
Thank you!
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Brand Colors02

The colors we’ve chosen for our brand is a key 

As such, it is vital that our colors are 
reproduced faithfully and combined in the 
right way. This section covers these guidelines 
in detail. 

Any color outside of those outlined within this 
section will be considered unauthorized. 

Color sets us 
apart & helps to 
invoke emotion. 
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brand recognition. 

Our brand should always be represented in 
one of the colors on this page, aside from 
specific recommendations within this guide. 

Do not use any other/unauthorized colors. 

Use of the Pantone Matching System is highly 
recommended to ensure color consistency 
across any and all touchpoints. If Pantone 
color matching is not available or out of 
budget, please take great care to match the 
hues above precisely. Primary Color 

Palette

#030925 White#FF5247

CMYK: 100, 92, 50, 75 
RGB: 3, 9, 37  

CMYK: 0, 79, 66, 0 
RGB: 255, 82, 75 

CMYK: 0, 0, 0, 0 
RGB: 255, 255, 255 



Colors

100% 100%

80% 80%

40% 40%

60% 60%

20% 20%

Using Tints
We prefer our brand colors used without 
editing, but some situations require the use of 
color tints, especially on the web. For example, 
when a user hovers over a button on our web 
site, using a tint change can help confirm their 
action.

If necessary, use a 20% tint step system, 
keeping legibility in mind. Any tint below 60% 
used as a background will require dark text.
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In Closing04

Though we’ve come to the end of this guide, 
this is only the beginning of our journey.

In this section, you will find details on our 
approval process, several points of contact 
within the brand department, and a warm 
thank you note. 

Why? Because we care.  

Everything we 
forgot to mention 
before this.
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Approvals

As previously stated, this guide is not a 
comprehensive list of rules. We recognize 
the creative journey is full of twists and turns. 
New approaches, new trends, and changes 

our brand and the way we execute it visually. 

That being said, we insist that any brand 
execution follow the guidelines listed within. 
Anything outside of these guidelines must be 
approved by an authorized representative 
from Brandefense. 

If you are a vendor working on one of our 
brand executions, we require an electronic 
or physical proof before any item is printed, 
published, or otherwise executed. These 
proofs can be submitted to your point of 
contact within Brandefense. 

Questions prevent mishaps: If you have a 
question about the use of our brand materials, 
please do not hesitate to ask! 
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File Types

The files provided with this guide generally 
fall into two types: raster and vector files. 
While both can be used for most applications, 
typically one is more suited, depending on the 
usage intent. 

Raster Files

Raster files are comprised of a grid of pixels. 
These types of files always have a set 
resolution and size. Once you increase the 
size past its predetermined size, the quality 
decreases. You’ve probably seen this before: 
images begin to appear pixel-lated if they’re 
pushed too far. 

Graphics, like the brand logo, can be exported 
in raster versions. Photographs are always 
raster files. 

Raster files are typically used for web graphics 
and digital executions. When used in print 
applications, you must ensure that the file 
exceeds the minimum DPI (dots per inch) of 
150DPI, or risk a low-quality print. 

Typically, raster files end with .jpg, .png, .gif, 
and .psd. They are easy to open and apply.

Vector files

Vector files create their shapes by 
mathematical equations between anchor 
points. Since they are crafted by ratios, and 
not a grid of colored squares, vector images 
can be infinitely scaled.

Graphics, like the brand logo, are typically 
created as vector files. Illustrations, 
iconography, and many of our simple shapes 
and graphic elements are created as vector 
files. 

The limitations of vector files lie in their 
strengths: because each relationship is 
an equation, complex items, gradients, 
photographs often make vector file sizes too 

those situations. 

Vector files are typically used for printing or 
producing the logo or other graphics in most 
forms. If you’re ever asked for a high-resolution 
logo file, send a vector file. 

Typically, vector files end with .ai, .eps and 
.svg. Without special programs, these files will 
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Thank you.

From everyone at Brandefense, thank you for your attention 
to detail, your unwavering support, and your commitment to 
making our brand vision a reality for so many people. 

Building a brand is like raising a child: it takes a village. Without 
you, we would not exist.

To all of our vendors, creative teams, and outside consultants: 
we are here for you. If you need any help with our brand at all, 
especially when working on a brand execution, please do not 
hesitate to reach us.
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