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Black 7C
CMYK: 38/35/33/92*
RGB: 52/50/51
HEX: #343233

COLOR & IMAGERY

GUIDELINES FOR COLOR

Color is a powerful tool that has the ability to powerfully shape the 
emotions of the viewer. Judicious use of color is a vital part of any 
memorable brand.

The Vivid brand works best with a white base but may also use a 
charcoal base (80-90% black), or earth tones, if needed. As a 
general rule, the majority of space should use soft, non-threatening 
colours with saturated, vivid accenting used sparingly.

The logo includes many shades and tints of green and black. The 
same colours may also be used judiciously in layouts. Using high 
contrast (such as green accenting) will draw attention to specific 
points and draw the reader’s eye through the flow of content. Less 
important elements should be given less contrast (such as gray on 
white) so the primary elements are given due prominence.

GUIDELINES FOR IMAGERY & LAYOUTS
If imagery is used, it should be comprised of will-lit, bright photos. 
These images may be of people enjoying “the experience” (more so 
than the “final product”) or soft, inviting objects such as towels, 
satin, or greenery. Candid moments are recommended, as 
opposed to images where the subject breaks the fourth wall.

Textures should also be bright, low contrast, and not overly 
saturated. There is an artful balance between graceful contoured 
lines (such as the folds in a satin texture) and dynamic, diagonal 
lines. The composition should visually describe both “relaxation” 
and “energy” simultaneously. See the sample layout  for (Page 12)
an example of how this balance may be achieved.

Pantone 375 C
CMYK: 47/0/94/0*
RGB: 150/202/81
HEX: #96CA51

Black C (30% opacity)
CMYK: 0/0/0/50*
RGB: 150/152/154
HEX: #96989A

*Use CMYK values wherever possible.



THE LOGO
The logo is a distillation of the brand’s 
essence. The “V” icon is a link to the old 
logo, but it stronger and more memorable. 
The facets of various shades of green 
represent different services, as well as 
representing the various people who 
make up the business. The ebony jewel 
with five shards (at the top of the icon) 
represents the owners, from one view - 
but also represents the customer, who is 
surrounded and lifted up by the “V”.

TECHNICAL NOTE
On a technical note, inverted logos are 
standardized versions of the logo which 
are to be used with any dark background. 
Spot color and one color versions should 
be used where color is limited or where the 
logo needs to be presented in its simplest 
form (such as pens, balloons and vinyl cut 
work).

Logo variants are standard fare for any 
big-name brand. Look at McDonald’s, 
Wal-mart, Disney and Coca-Cola and you 
will see that they all have regular, inverted, 
and other acceptable variants of their 
logos, and yet they still present a 
unified brand. 

FONTS
For layouts and body text, there are 
some basic font guidelines:

• Headlines should use Adobe Arabic, 
titlecase, italicized, regular weight. 
Headers should be at least 146% 
the height of a sub-header.

• Sub-headers should use Helvetica 
55,  uppercase, regular weight. The 
sub-header will be 118.2% larger 
than the standard block of 
paragraph text. Sub-headers may 
also use wide letter-spacing and 
word-spacing, as needed.

• Paragraph text should also use 
Helvetica 55, regular-weight, 
sentence case. Paragraph text 
should never be so large as to 
become gaudy - the headlines draw 
in interested viewers, and the body 
of text simply expands and 
reinforces those headlines.

For web design or desktop publishing, 
Arial may be used as a suitable substitute.

BRANDLINE
The brandline “Caring for your wellness” 
is a succinct way of communicating the 
company’s mission. Heedless of 
products & services – which may evolve 
as time progresses – the brandline is 
timeless, and encompasses the whole 
thrust of the business’ purpose.

Though there are many ways of using 
the brandline, visually, it should generally 
appear using headline treatment. There 
should always be at least two words 
per line.

LOGO, TYPOGRAPHY, AND BRANDLINE

CORRECT:

Caring for 
your wellness

CORRECT:

Caring for your
wellness

CORRECT:

Caring for your wellness



The full color logo should be used for print and web.

THE LOGO: FULL COLOR

HORIZONTALVERTICAL (STACKED)

FULL COLOUR | LIGHT BACKGROUND FULL COLOUR | DARK BACKGROUND FULL COLOUR | LIGHT BACKGROUND

FULL COLOUR | DARK BACKGROUND



The spot color logo should be used for products and layouts where colors are limited, 
such as silkscreen, embroidery, envelopes, vinyl cut, or some promotional items.

THE LOGO: SPOT COLOR

HORIZONTALVERTICAL (STACKED)

SPOT COLOUR | LIGHT BACKGROUND SPOT COLOUR | DARK BACKGROUND SPOT COLOUR | LIGHT BACKGROUND

SPOT COLOUR | DARK BACKGROUND



THE LOGO: GRAYSCALE

The grayscale logo should be used for products and layouts where colors are limited to grayscale.

HORIZONTALVERTICAL (STACKED)

GRAYSCALE | LIGHT BACKGROUND GRAYSCALE | DARK BACKGROUND GRAYSCALE | LIGHT BACKGROUND

GRAYSCALE | DARK BACKGROUND



The one color logo  is meant for applications where colors are limited, or where color neutrality is desired, such as sponsorship boards or formal invitations, etc. 
It may also be used on applications where the color is limited to one such as glass tumblers, balloons, or USB memory sticks.

THE LOGO: ONE COLOR

HORIZONTALVERTICAL (STACKED)

ONE COLOUR | LIGHT BACKGROUND ONE COLOUR | DARK BACKGROUND ONE COLOUR | LIGHT BACKGROUND

ONE COLOUR | DARK BACKGROUND

The logo may also appear in one colour on a 
green background, but only if a reasonably 
similar green can be found on applicable 
products (such as a pen or USB). Use the 
white logo on dark coloured backgrounds.



Proximity is defined as “nearness in place, time, 
order, occurrence, or relation” or, in the case of 
design, how close one element is to another. 

It is vitally important to give a logo adequate 
breathing room, partly to prevent a layout from 
becoming cluttered, and partly to ensure that the 
logo retains its distinct form and is not obscured in 
any way.

In this case the space is measured by the height of 
the “V” in “VIVID”.

No other graphic element should enter this space 
and it is, in fact, a minimum which is specified here; 
that is, larger amounts of space may be used.

PROXIMITY



SIZING

The logo should only be used at sizes 
larger or the same as the specified 
minimum size:

PRINT
0.75” wide
(0.50” without small text)*

WEB
225 pixels wide
(150 pixels without small text)*

VINYL CUT
12.25” wide
(4.00” without small text)*

EMBROIDERY
8.00” wide
(2.50” without small text)*

SCREEN PRINTING
2.25” wide
(1.00” without small text)*

*See the following page for examples of acceptable variants which may allow for smaller sizes to be reproduced.

The logo should only be used at sizes 
larger or the same as the specified 
minimum size:

PRINT
0.75” wide
(0.50” without small text)*

WEB
225 pixels wide
(150 pixels without small text)*

VINYL CUT
9.50” wide
(4.00” without small text)*

EMBROIDERY
7.25” wide
(2.25” without small text)*

SCREEN PRINTING
2.00” wide
(0.75” without small text)*

HORIZONTAL VERTICAL



There are cases when the logo may need to be used 
without the small text (”Salon | Spa | Wellness”). This 
will be most applicable when the logo is reproduced 
at small sizes.

There may also be times where the icon (”V”) will be 
used on its own apart from the wordmark. The rule 
of thumb here is that the Icon and Wordmark should 
never appear on the same face or application 
surface in any spatial relationship the standard 
layouts shown in this booklet. For instance, the Icon 
could appear on the nape of a shirt, while the 
wordmark appears on the sleeve, but they cannot 
appear on the nape and lower back (same face of 
the product).

All variant usages should be cleared with the Brand 
Executive before moving forward.

Regular Logo

No Small Text

VARIANTS

Icon Only

Wordmark Only



UNACCEPTABLE USAGE

WHY?
The standard logo uses a well-
planned visual hierarchy to establish 
familiarity in the mind of the viewer. By 
changing that hierarchy, either by 
position or contrast, the logo falls out 
of balance and the familiarity of the 
brand is damaged.

WHY?
There is not suff icient contrast 
between the  background and 
foreground elements. Spot UV printing 
or de-bossing may be exempt from 
this rule, and must be judged on a per 
product basis. See the back cover for 
an example of de-bossing (simulated).

WHY?
This color combination does not 
create sufficient contrast between the 
background and foreground elements. 
In addition, the background color 
clashes with the logo color.

WHY?
Although the correct layout and 
standard colors are used, the context 
of the layout surrounding the logo 
hinders the familiarity of the brand. This 
could be an inappropriate colour, 
texture, or image which the logo is 
superimposed upon.

WHY?
Using an unofficial color weakens the 
Brand’s familiarity in the customer’s 
mind. It may even be an attractive 
colour that is used, but any deviation 
from the standard colour palette is an 
inconsistency, and creates confusion 
for the viewer.

WHY?
Stretching the logo makes it more 
difficult to read, and also weakens the 
familiar glyphs in the viewer’s mind. In 
branding, consistency is the key, and 
that applies to aspect ratio as well.



SAMPLE LAYOUT

This sample layout demonstrates how all the elements 
should come together to create a unified design. The overall 
feel of the design is clean, bright,  soft, and earthy.

Notice that the service being sold here is NOT a hairstyle, 
manicure, etc . . . it is selling an experience: overall wellness 
and personal retreat. The imagery has little to do with the 
“final product” and is more about the journey. This is 
important, as the most effective advertising manages to 
connect with the viewer on an emotional level and, ideally, 
create an association between a certain feeling and your 
brand.

As for aesthetics, notice the generous amount of white space 
and wide difference in font sizes. The headline should be 
large and easy to read from a distance, and it must reinforce 
the photo/illustration used in the advertisement. This “hook” 
(image paired with relevant headline) is what pulls people in 
for a closer look. It is far more effective than simply 
bombarding the viewer with text or an overzealous use of 
graphic elements.

*Please note that the photo used here is a stock image, and is not 
included as part of this Branding Package. It is merely a reference for the 
types of photos that may be used in prospective layouts. Under our 
license agreement, we cannot redistribute the photo in its original form.Lorem ipsum dolor sit amet, consectetur 

adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi ut aliquip ex 
ea commodo consequat. Duis aute irure dolor 
in reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. Excepteur sint 
occaecat cupidatat non proident, sunt in culpa 
qui officia deserunt mollit anim id est laborum.

780 .874 .9067
www.v i v i d l l o ydm ins t e r. com

Caring for 
your wellness



BUSINESS CARDS

The front of the business card will vary, depending on the supplied 
information. For instance, if there is one line of “titles”, the whole block 
of text (including the name) will need to be moved down so it is centered 
vertically in the space between the “V” and the diagonal accent line. 

Generally, no more than three lines of titles should exist, although a 
fourth line may be added where absolutely necessary. Titles should be 
listed using commas as dividers and a single title should NOT be split 
up onto two lines. This can result in lines that look less uniform than they 
would i f  the t i t les were spl i t ,  but reduces the reader’s 
confusion regardless.

Back

Appointment

780-874-9067
2602 50th Avenue

Lloydminster AB T9V 2S3
www.vividlloydminster.com

Front (Ex.2)

email@vividlloydminster.com

NAME HERE
TITLES
TITLES
TITLES

Front (Ex.1)

NAME HERE
TITLES

SPECIFICATIONS:
Size: 2.0 x 3.5"
Colour: Full colour, 2-sided
Material: gloss (front), matte (back)



SPECIFICATIONS:
Size: 3.5 x 2.0"
Material: 100 lb. matte card stock
Colour: Full colour (side 1), B/W (side 2)
Numbering: Lower left corner (back)

Front

Back

Name

Service / Amount

6251 S IGNATURE OF AUTHORIZAT ION

Caring your for  wellness 

7 8 0 . 8 7 4 . 9 0 6 7
www.vividlloydminster.com

GIFT CARD

GIFT CARDS



SALON MENU

Outside

Inside

SPECIFICATIONS:
Size: 5.5 x 8.5" (folded), 11.0 x 8.5" (flat)
Colour: Full colour, 2-sided
Material: 13 pt. Enviro
Finishing: Half fold (shown by dashed line, which will 
not be printed)



ADDITIONAL INFORMATION

This Brand Guidelines booklet was prepared by 
Graeme J. Friesen at Ironjet Promotions.

For more information, please contact us:

HEAD OFFICE
Toll-free: 1-855-IRONJET (476.6538)
P: 780.870.5442

4804-50 Avenue
Lloydminster, AB
T9V 0W5

www.ironjet.ca

http://www.ironjet.ca
http://www.ironjet.ca


©2017 Vivid Salon Spa Wellness
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