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Book Descriptions:

company graphic standards manual

These aren’t cheap—we know. It takes weeks of research, planning, and conceptual muscle to create
unique identities for companies. But, the true work doesn’t end there. Just as every company needs
an intelligent, polished identity, it also needs a brand standards manual. The two go handinhand.
Not having a brand standards manual is like driving a vehicle without insurance—dangerous. Hail
storms happen to cars, and damage can be done to your brand, as well. What exactly is a brand
standards manual. It’s an instruction booklet that tells you how, where, and when your corporate
identity should be used. It’s a rulebook for your logo and your company’s branding Constitution. It
can be concise or lengthy, but a brand standards manual is almost always a necessity. Are you
asking yourself Do I need a brand standards manual. Well, here are four reasons you do. 1.
Consistency. A bottle of Coke tastes the same whether you pop the top in January or June, in Arizona
or Alabama. Your brand should have that same consistency, which a brand standards manual helps
ensure. The document gives you instructions on how your brand should appear across all media, so
your logo looks the same on paper and online. 2. Longevity. Like a car, you want to get good mileage
on your corporate identity. Brands are built to last, but they can quickly devalue with improper use.
Every time your logo is stretched, in the wrong color, with the wrong type, altered or squished, you
lose brand equity. From printers and advertising agencies, to social media marketers and the intern
down the hall, your logo and brand is used by a small army of individuals. A brand standards manual
gives everyone access to the same rulebook. 4. Knowledge. Brands are much more than logos and
office buildings. Brands are emotions, ideas, and unconscious assumptions based upon how your
company communicates to the
world.http://www.aeroklub-jihlava.cz/userfiles/case-d-tractor-manual.xml

company graphic standards manual, company graphic standards manual pdf,
company graphic standards manual download, company graphic standards manual
template, company graphic standards manual 2017.

If your company goes through a rebranding or creation of a new logo, there are dozens to hundreds
of decisions made that directly impact your business. A brand standards manual puts those ideas
and decisions on paper. Your employees may come and go, and your location might move around the
block. But, your brand will remain. The information in the brand standards manual gives you the
knowledge to weather change. Do you have a question about your brand. Or email us if you’re
interested in making your brand rocksolid with a standards manual. Here is an example of pages
from a brand standards manual for United Allergy Services. Like brand, brand strategy, logo,
standards Happy Birthday, America July 3, 2012 Todd Jones, MBA, CFP, AIF Recognized as a Top
Financial Advisor by LPL Financial July 23, 2012 Related Posts Dec 6 mcgadmin 8 Tips to Build the
Best Brand on Social Media Read More Mar 29 mcgadmin Case Study The Power of Rebranding For
Tungsten Fabric Feb 12 mcgadmin The lingo behind the logo Hidden messages behind the most
iconic logos in the world. Read More Search for Claim Your Free SEO Audit Post Categories
Advertising Banking Branding Content Financial Healthcare Inbound Marketing Legal Marketing
Media Advisories Monthly Favorites News Press Releases Real Estate Social Media Uncategorized
Website Development We are a fullservice marketing agency committed to helping businesses
transform the way they target, capture, and grow their market s. Our team of experts deliver s
highimpact marketing, advertising, b randing, and digital media solutions t o craft your company’s
story and put it front and center with the audiences that matter most. Introducing MCG’s New
Website. Aug 24 Meet Annelise MCG’s Newest Social Media Intern Aug 18 Alignable Why Your

http://www.aeroklub-jihlava.cz/userfiles/case-d-tractor-manual.xml


Small Business Should Be Utilizing This Platform Jul 14 Join our newsletter. All rights reserved. Free
and premium plans. Free and premium plans. Free and premium plans. Premium plans and free
trial.http://deltastal.ru/userfiles/case-cx330-service-manual.xml

HubSpot uses the information you provide to us to contact you about our relevant content, products,
and services. You may unsubscribe from these communications at any time. For more information,
check out our privacy policy. You have been subscribed. Update to the latest version for a better,
faster, stronger and safer browsing experience.Get the Templates These branding rule books help
graphic designers, marketers, web developers, community managers, and even product packaging
departments all stay on the same page, and present a unified vision of the brand to the public. Check
them out below. Brand guidelines can dictate the content of a logo, blog, website, advertisement,
and similar marketing collateral. Chances are, youve learned to recognize them because of the
consistency across the messaging written or visual these brands broadcast. The same brand colors
are reflected across them. The language sounds familiar. Its all very organized and, while not rigid,
its cohesive. A mission statement ensures every piece of content you create for your brand is
working toward the same goal and, ideally, strives to solve the same problem for your customer. It
can include details related to your customers age, gender, job title, and professional challenges. For
this reason, your buyer persona should also appear in your brand style guide. Your buyer persona is
your target audience, and therefore stipulates for whom your brand publishes content. Your color
palette can be as simple or as elaborate as you want, so long as your brand doesnt deviate from the
colors you choose to include. While the first two colors of your color palette might govern your logo,
for example, the next two colors might support your website and blog design. Another two or three
colors might be the basis for all your printed branding material.

These codes consist of numbers and letters to help you recall the exact shade, brightness, contrast,
and hue you want associated with your brand, so your colors dont gradually drift in appearance as
you create new content. You can find color codes using most photoediting or design software that
comes standard on your computer. Learn more about finding and committing to color codes in this
blog post. This component of your brand style guide can have strong implications for your PR team,
as well as the people who write articles, scripts, blog posts, and website copy for your company.
However, a brands editorial style guide can also go into much deeper detail about your buyer
persona what they like to read about, where they read it, their general reading level, etc.
Typographic guidelines can support your blog design which font you publish articles in the links and
copy on your website, and even a tagline to go with your company logo. Naturally, the companys
style guide is too. The brands style guide includes the companys mission statement, product details,
typeface, logo variations, a color palette, and a separate set of guidelines just for advertisements.
Click the link below to see how much you can manipulate the brand. Its the perfect way to show
content creators how creative they can get but also still adhere to Ollos specific typeface and color
codes. Skype, now owned by Microsoft, focuses primarily on its product phrasing and logo
placement. Spotifys color palette includes three color codes, while the rest of the companys
branding guidelines focus heavily on logo variation and album artwork. The style guide even allows
you to download an icon version of its logo, making it easier to represent the company without
manually recreating it. The company also includes a large color palette with each color sorted by the
product it should be shown on.

http://superbia.lgbt/flotaganis/1649451418

These guidelines help to show not just how the brands logo will appear, but how the companys
various storefronts will look from the outside to potential customers. However, the company isnt shy
to include information about its ideal consumer and what the brand believes in, as well. The
companys brand guidelines include nine color codes and tons of detail about its secondary logos and
imagery. The company begins its guidelines with a thorough explanation of its mission, vision, story,
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target audience, and tone of voice. Only then does the style guide delve into its logo positioning on
various merchandise. The business has a separate webpage for just that. It shows you dozens of
contexts in which youd see this schools provocative logo, including animations. Nonetheless, the
brand does a fantastic job of breaking down every last color code and logo placement you can find
from the building itself to the advertisements promoting it. The company organizes its brand style
guide into four basic parts voice, design, photography, and partner. The latter describes and shows
how the brand interacts with partner brands, such as Star Wars. The company offers a simple set of
rules governing the size, spacing, and placement of its famous capitalized typeface, as well as a
single color code for its classic red logo. And yes, NASAs space shuttles have their own branding
rules. You are using an outdated browser, we recommend you upgrade your browser for a better and
safer experience. Layout Typography Design Book Binding Packaging Design Brand Book Branding
Design Book Design Design Guidelines Portfolio Design YouTube Enjoy the videos and music you
love, upload original content, and share it all with friends, family, and the world on YouTube.

http://asiguere.com/images/c5-corvette-manual-transmission.pdf

Layout Typography Design Book Binding Packaging Design Brand Book Branding Design Book
Design Design Guidelines Portfolio Design YouTube Enjoy the videos and music you love, upload
original content, and share it all with friends, family, and the world on YouTube. Learn how to build
your own style guide, and what you need to include. Reissue of the 1975 NASA Graphics Standards
Manual. Reissued as a hardcover book. Best Art Posts of 2015 From fun printables to graphic design
books about NASA to photographs that look like graphic images, we shared a plethora of inspiring
artwork in 2015. Display, Graphic Design Collection has uploaded 90 photos to Flickr. Juxtapoz
Magazine The NASA Standards Manual Reissue is Here Its amazing that in a world that is at rocket
speed in the technology revolution, we still have this desire to be influenced and to admire what
desig. Discover more of the best Standards, York, Type, City, and Transit inspiration on
Designspiration Pinterest Explore Log in Sign up Privacy. Brand guidelines are, in essence, your
owner’s manual on how to “use” your brand. These guidelines will be referenced by everyone who
touches your brand, internally or externally, and will often be partially reused in future brand
identity revisions. Because of that, it’s important that you define enough of the guidelines to keep
your brand consistent, but keep them short enough that contributors can actually digest all of the
rules. Whether you’re looking to produce a document that’s fairly straightforward, or complex and
indepth, you should find a resource in this list. Take a look at the following screenshots and demo
video they put together with some of Content Harmony’s design styles Optus is a cellular services
provider in Australia, so you may not be familiar with their name or brand. As a result, take this as a
great opportunity to explore a new brand without bias. This is a great use of industry concepts to
build coherence throughout their brand guidelines.

https://asidicelabiblia.com/images/c5-corvette-manual-transmission-fluid.pdf

In this example Asana also goes into the ratio and origin of where the three dots come from hint it’s
the counter of the “a” in Asana. They even wrote an indepth Medium article about the process and
symmetry of the three dots. This is a very straightforward example, and honestly, it doesn’t need to
be more complicated than this. Subtlety may be one of their strengths, but they went purely bold
throughout all of their brand guidelines. Creating a custom font isn’t easy, it needs its own style
guide, and that’s just what was done for Macaroni Grill. Also of note, SocioDesign did an excellent
job creating a rich brand presence through bold serifs and copper colors via web, and foil via print.
The easier that you can either make things to use or readable, the better it is for your users. So, to
help parents and leaders maintain the brand integrity it’s important to demonstrate the appropriate
usage.Pentagram did an incredible job reflecting their brand through the products.Gretel has some
beautiful transitions mixed with textures, lines, photos and text in their case study. The use of
duotones photos has become a huge trend, courtesy of companies like Spotify. If anything, you can
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walk away with ideas of how to control the way your UX is designed, and some simple.gifs included
in your brand guidelines.pdf is a great solution. Also, once the user clicks on the desired portion,
those pages are very clean and visually legible. Thus, it’s very simple and translates well across all
media, so there’s not much handholding to do. With large examples of company logos, typography,
icons, and more, OntraPort definitely set up for success. Even after you’ve made your indepth brand
guidelines, please make a onesheeter for everyone within your company. You need to make sure
you’re saying “the right thing.” Using a CTA depends on the product and where you’re advertising,
and Amazon went as far as giving examples of both onsite and offsite ads in the brand guidelines.

This is a great example of speaking to those reading your brand guidelines like a human. Kudos.
They clearly went through and extensive process to lay their ground rules so much so, that they
colorcoded their voice guidelines. That’s a technique I hadn’t seen before. Who knew colorcoding
could be innovative So, it only makes sense that their voice and tone would be supportive and
uplifting. There’s nothing like getting a big ol’ slap on the back from your software. Although this
event may be known for something else, this branding identity won’t soon be forgotten, because of
the bold brand identity of the Olympics. It’s remarkable how the design team was able to transfer
the heavy line design throughout the Olympics, from the stadium design to apparel design. Rather
than shrinking and dissecting their logo, they blew it up to create unique negative space that would
be hard to conceive otherwise. If you click on Sean’s link, you will see the versatility of the logo
through the images and colors he applies. Sort of a has a mid80’s MTV feel, fastforward to today.
Including the Golden Ratio is something I wouldn’t have thought about, but it’s clear especially in
the lower left layout how much of a difference it can make. He went through a very thorough
branding process just to show how well the city of Miami could be represented by a new
addition.People will have questions, they always do.These are very forwardthinking, financialbased
brand guidelines that many conservative companies can use as a jumpingoffpoint. In Jones Soda’s
case, they are using this as a guide to show the three primary color IDs Pantone, CMYK, and RGB to
help maintain the branding across all of their brand mediums. Companies often separate their
products from their brand guidelines, but Superbig Creative found a seamless way to combine
everything into one. Please feel free to follow the links I have provided to the either the companies
or agencies to see some other amazing projects.

When you’re ready to expand beyond that, Graham “Logo” Smith provides us with a free 14 Page
Brand Identity Guidelines Template to get you started.Maybe one that you worked on Simon
obtained his B.A. in Graphic Design from Minnesota State University. Thanks for featuring my work
on your site! It includes a series of readymade folders where you can upload and share logos, layout
instructions, executive team photos, and other brand related assets. So gonna use this! Its very
informative post. I really appreciate. Brand Identity Recently came across too. It’s very informative
and inspiring. Asana definitely sticks out as the best one for me. I love the color palette they chose.
Post Comment. From the essay “Are you Team Meatball, or Team Worm” by Christopher Bonanos.
Read it here.But they are deliberately this way because each has been designed to provide a
distinctive, memorable and appropriate visual expression of the organization it represents.”And he
got it.”The worm is back—and our latest title, The Worm, is now available. The resulting collection in
The Worm showcases over 300 of these images, along with their official NASA captions, dating
between 1975 and 1992.The Worm will ship in October, 2020. From reprinted graphics standards
manuals to new compendiums of archival work, our titles always aim to make great design available
to all. As an independent publisher, we produce our books using only the finest papers, printing, and
finishing methods. We don’t cut corners when it comes to quality. What they might not realize is that
the brand consists of much more it includes the brand logo, brand colors, brand typography,
additional graphics, tone of voice, brand personality and also how it is used in conjunction with other
graphics or images. To define these different components of the brand, a graphics standards
manualGSM or a brand book may be used.



Typically, this would include the core visual elements of the brand such as the logo, additional logo
orientations horiziontal, stacked, simplified, icon, colors and typography. Depending on the brand, it
may include the brand’s graphic patterns, additional supporting graphics and sometimes image use.
The concept behind this brand is that financial advisors use their knowledge of finance, in addition
to the understanding of their client’s existing financial state and future goals to act as the building
blocks to guide them towards their ideal future. This concept is the meaning behind the two gold
cubic icons on either side of the “Finance”. As for the word mark, it is a combination of both a
modern serif typeface, and a rather traditional one to create a sophisticated, uptodate, professional
and reputable personality. It’s visual qualities are both bold and calm;and new and classic. The color
scheme is a combination of a dark navy and bright golden yellow which gives the impression of a
masculine and mature personality, with a touch of gold to represent financial success. The simplified
logo can be used in smaller formats where space is limited. We’re also shown the brand pattern, and
brand colors. The patterns may be used for background, or supporting graphic material in certain
outlets—its usage may be something that will be defined in a brand book. As for the brand colors, we
see a list of color values such as Pantone coated, Pantone Uncoated, Hex, RGB, and CMYK which
I’ve briefly talked about in my previous blog post here. Finally, we also see the graphic used as a
background, and how the logo can be used with images. Again depending on the brand, something
like “graphic used as background” may not be necessary. Apart from defining the brand’s visual
elements, it also outlines the brand’s history, the brand’s personality, the brand’s key values,
different logo orientations,logo color variations, and do’s and don’ts of logo use examples.

In some cases, it can include much more. Of course this would depend on the project at hand and
what the client needs or is requesting but it can also include photography style, design layouts
guidelines, merchandise applications, copywriting guidelines tone of voice, website layout
guidelines, supporting graphic guidelines and much more. The content of the brand book can vary,
but it’s goal will be to act as an overall guideline towards different ways that the brand will “live”.
For instance, if a certain brand tends to use a lot of billboard advertisements, it may be valuable to
them to include a billboard layout guideline in their brand book. It could also expand on the
information found in a GSM, such as defining the actual sizing proportion of the different type
components and paragraph alignments based on usage. As a graphic designer I find GSMs very
useful especially if I am creating material for a brand I did not design. In other words, if your brand
intends to work with more than one graphic designer, or types of designer such as interior designer
or even web developers, they may find it useful to have a document to refer to when they need to
know the exact brand color, or typography style to expand your brand through different outlets. This
is why I tend to include one into all my project estimates, but in some cases, budget is limited or
perhaps the client only needs a simple graphic made that they already had in mind or they only
intend to make a sign or a limited amount of brand touch points any material with branding on it,
then in that case, maybe a GSM is not necessary. Of course, if further down the line they wish to
create one, it can certainly be made.

However, if your brand is one that uses a variety of different graphic components, it may be helpful
to have a GSM or even a brand book to see how those function, otherwise if you only receive the
graphic as a stand alone without any guidance as to how to use it, then they’re simply pictures on
your computer. Learning how to bring your brand to life and how to keep that consistent can create
a strong identity for your company. Here are some for reference. Website Style Guide Resources.
Corporate Identity Portal. Thanks so much for sharing. Definitely bookmarking it. Thanks. But I was
wondering if anyone here charges additionally for the style guide. I would include it on larger
projects that are fully funded but not for smaller ones. Would be good to hear others on this. Not
designed by Peter and very clearly just for and controlled by the athletics department. It is one of
the better animal identities because it is not growling or waving a fist or too cartoonish.But only for
presidents stationary and diplomas, etc. It uses an altered version of a Gerard Unger typeface.



Skeptical that these were all done internally, but I’ve been known to be wrong before. Thanks! This
was a great blog post to come across for reference. Thank you! Great collection of brand books,
thanks! Thank you! I send here another contribution. We used these to create our creative agency’s
first complete Branding Guidelines At what level of a brand do you think this is necessary to include
with a logo design. All cases I feel like the company paying for the branding has to want it. David, do
you include brand style guides with all the brands you develop Generally, the bigger the company,
the greater the need, because more people will want a say in how the design is implemented. As a
small and growing business made me think more about our own branding and in house style guides
and how we should do it! I see it wrong in many places, even in places you would assume they’d
know what they are doing.

On the other hand, what the site Twitter has about their guidelines is quite thorough and complete.
Im looking for BCRF, MMRF, Susan B Komen, American Diabetes Association. Basically the larger
charities that are more complex. Online version I tried to find a full PDF but this is all I got. Enjoy.
It’s a one stop shop with a great peak into the professional world of guidelines and logos. These lists
really help to give me a head start and are an excellent learning source. I am currently a design
student looking for great design blogs to learn from and to gain more knowledge. More than only
branding Then you had the UVA brand identity guide. Do you still have that link Thanks! Big thank
you. I’m a prof at U of Louisville No. 71 above. Rather embarrassing that a sports marketing firm
designed our visual standards and simply used the sports mascot a toothed bird for the entire
university. Without the sports mascot emblem, there is little unique, memorable or distinctive in the
typography. I use this in my visual identity classes as a “counterexample” of good design thinking. It
reflects the unique values and principles of the Agency to a worldwide audience. And, it represents
the goodwill of the American people in providing assistance to those in need. We have all “earned”
our brand by doing hard things well, often in the most challenging environments. Whether we are a
mission director, contracting officer CO, agreement officer AO, program specialist, implementing
partner, or play another key role, the work we do each and every day contributes to our brand. It
provides instructions on how to best utilize our brand to communicate across a wide range of
communications channels. It provides standards, templates and resources to ensure our brand is
displayed in a consistent manner that clearly communicates that our assistance is From the
American People. To get the most value out of this manual, there are several key facts to know.

They govern in the following order Section 641 of the Foreign Assistance Act of 1961, as amended;
implementing regulations, now found at 2 Code of Federal Regulations CFR 700.16, “Marking”; and
Agency policy and guidance, ADS 320 Branding and Marking. In case of any conflict between this
guide and USAID’s statutory, regulatory or ADS guidance, those authorities, in that order, govern.
Guidance on “branding and marking” is issued by the authority of ADS 320, and specifically 320.2.f,
under which the USAID’s Senior Advisor for Brand Management in the Bureau for Legislative and
Public Affairs LPA is required to develop and maintain the Agency’s internal and external branding
policy directives and required procedures. Instead of new logos, the Department supported the use
of the most recognizable symbol of the United States, a standard rectangular flag. This guidance
does not apply to USAID. Paragraph 12 of the cable states “This guidance does not apply to USAID
programs, which have their own marking regulations, whether USAID implements these programs
with its own funding or with Department of State funding.” There are two major types of
USAIDfunded programs and projects to be aware of as you oversee implementation of our graphic
standards. Generally, acquisitions take the form of contracts, with USAID providing 100 percent of
the funding. See section 3.0. We assist their work by providing partial or full funding of a project or
program through a grant or cooperative agreement. See section 4.0. It also tells everyone exactly
how to communicate your brand. So how do you create a brand style guide. We’ll show you how in
five steps! Put another way, it’s a reference tool that helps maintain consistency in what a brand
looks, feels and sounds like. It’s so powerful that some people even call it a brand bible, but don’t let



that intimidate you—those are just different names for the same document. It’s how the world
recognizes you and begins to trust you.

If you see someone change how they look and act all the time, you won’t feel like you know who they
are, and you certainly wouldn’t trust them. Now imagine if that same person walked into work one
day unshaven, wearing cutoff jeans and sporting a new tattoo of a tiger riding a motorcycle through
flames. It’d probably feel uncomfortable because it’s not what you’re used to. You might even check
in with him to make sure everything was okay. A style guide is important because it helps your
business communicate in a consistent way across all teams and channels. There are five key
components mission, vision, target audience, brand personality and core values. All the other parts
of your brand style guide are tangible elements that communicate those key components to the
world through design. These can be big you’re going to change the world or small you solves a small,
annoying problem, as long as they’re true to your brand. If you’ve done market research, include any
insights that could help your team communicate more effectively to your customers. Here’s a deeper
guide on how to define your target audience. This will set the tone for both design and writing. Are
you sophisticated or quirky. Classic or trendy Ask your team for input and perspective. Tip It can
also be helpful to list 35 adjectives that your brand is not.Memorable values will make it easy for
your team to stay onbrand. Prep for your brand style guide by saving reference points that feel
onbrand. For 99designs’ rebranding process, each team created a Pinterest board to show what the
core values meant to them. This is a great exercise that gets multiple people at a company involved
and helps to create buyin. Collect examples of successful ads, emails, mailers, etc. Keep track of
recurring feedback. If you notice you’re giving the same note to your writers and designers, it might
be something useful to add to your style guide.
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