
PG. 1

B R A N D  I D  G U I D E L I N E S
F I N A L
O C T O B E R  1 6 ,  2 0 1 5



PG. 2

T A B L E  O F  C O N T E N T S
F I N A L
O C T O B E R  1 6 ,  2 0 1 5

U N S I T  V I S I O N         P G .  0 3

M I S S I O N  S TAT E M E N T       P G .  0 4

B R A N D  I D          P G .  0 5

O U R  L O G O          P G .  0 6

O U R  B R A N D  C O L O R S       P G .  0 8

B R A N D  F O N T S  A N D  T Y P O G R A P H Y    P G .  1 2

B R A N D  C O N T E N T  A N D  V O I C E     P G .  1 3

B R A N D  P H O T O G R A P H Y       P G .  1 4

T E C H N I C A L  I L L U S T R AT I O N      P G .  1 7

E X E C U T I O N  E X A M P L E S       P G .  1 9



PG. 3

O U R  V I S I O N
WE’RE  GO ING  TO  UNS IT  THE  WORLD—

IN  WORK  SPACES ,  HOMES  AND  CL ASSROOMS .
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M I S S I O N  S T A T E M E N T

We  make  b e s t - i n - c l a s s  p ro duc t s  t h a t  p romo t e  
mo re  n a t u ra l  movemen t  a t  wo r k ,  h ome  a nd  s c hoo l .
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B R A N D  I D

Our	ident i ty 	 is 	an	overa l l 	guide	 for 	 the	way	our 	brand	ta lks , 	acts 	and	

l ives	 in 	 the	wor ld . 	 I t 	 inc ludes	what	we	choose	to	ta lk 	about , 	our 	unique	

voice, 	and	v isuals 	 that 	set 	 the	tone	for 	 the	brand, 	a long	with	 ident i ty,	

typography, 	color 	and	photography	guidel ines .
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O U R  C O M P A N Y  L O G O

Our	company	 logo	communicates	the	v is ion	 	

and	miss ion	of 	our 	company. 	We	don’t 	 just	 	

make	products—we’re	creat ing	a	movement .	 	

And	the	only	way	to	do	that 	 is 	 to	get 	people	 	

to	act .	

The	UnSit 	company	name	 is 	meant	to	be	pro-

vocat ive ; 	 to	get 	people	to	th ink , 	 “Why	 	

should	 I 	UnSit?”

The	 logo	design	fo l lows	through	on	that	

quest ion	and	turns	 i t 	 into	an	act ion. 	 I t 	 i s	

s imi lar 	 to	an	On/Off 	F l ipSwitch—a	common	

feature	on	a	smartphone	or 	 tablet 	 that 	 re-

quires	an	act ion.	

In 	 th is 	case, 	 i t ’s 	 to	stand	up—or	UnSit .

MINIMUM CLEARANCE
Use logo height as minimum
distance from other elements.



PG. 7

In 	keeping	with	our 	brand	miss ion	of 	being	

thought	 leaders 	and	br inging	more	movement	

into	everyday	 l i fe , 	 the	Switch	 fami ly 	word-

marks	are	des igned	to	appeal 	 to	a 	wide	

audience	yet 	 feel 	modern, 	progress ive	and	

aspirat ional .

O U R  B R A N D  F A M I L Y  L O G O S
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Color 	conveys	mood, 	p la in 	and	s imple.

The	fo l lowing	pages	demonstrate	our 	brand	

approach	to	communicat ing	with	color.

C O L O R
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C O L O R S  O F  A U T H O R I T Y

By	 l imit ing	the	graphic	color 	palette	to	black	and	white, 	 the

brand	asserts 	a 	conf ident 	posit ion	 in 	 the	marketplace. 	An	assert ive	approach,	

but 	a lso	very	 f lex ib le 	 for 	use	with	photography	assets 	over 	 t ime.
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H I G H  E N E R G Y  C O L O R S

Using	pops	of 	br ight 	color 	 f rom	the	warmer	s ide	of 	 the	 	

color 	spectrum	conveys	speed	and	movement .	
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CHARTREUSE
Pantone	3945

R223	G255	B0

#DFFF00

C18	M0	Y100	K0

BL ACK
Pantone	Black

R0	G0	B0

#000000

C50	M25	Y25	K100

WHITE
Pantone	White

R255	G255	B255

#FFFFFF

C0	M0	Y0	K0

B R A N D  C O L O R  P A L E T T E
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F O N T S  &  T Y P O G R A P H Y
C L E A N ,  S A N  S E R I F  F O N T S  U T I L I Z I N G

A L L - C A P S  F O R  H E A D -  A N D  S U B - H E A D L I N E S

S t rong  con t ra s t  b e tween  h e ad l i n e s ,  s u b - h e ad l i n e s  a nd  b ody  copy

For	 longer	body	copy, 	use	a	 l ighter 	 font .	 	

This 	wi l l 	 improve	 legibi l i ty 	when	type	 is 	severa l 	sentences	or 	paragraphs	 long.

Sweet  Sans Bold 60pt

Nexa Heavy 24pt 

Aaux Next  Wide Bold 18pt

Gotham Book 14pt
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W H A T  T O  T A L K  A B O U T

We	are	thought	 leaders 	and	experts 	 in	

the	UnSit 	movement	so	we	are	going	

to	do	th ings	di f ferent ly 	 than	what ’s	

a l ready	out 	there. 	When	we’re	ta lk ing	

about	our 	products , 	 let ’s 	 ta lk 	about	

our 	pass ion	for 	natura l 	movement ,	

creat iv i ty 	and	the	“why”	behind	the	

movement—our	 larger 	brand	ambit ions .	

Whenever 	poss ib le, 	hook	back	to	the	

dr iv ing	forces	behind	the	products ,	

even	 i f 	 i t ’s 	 just 	a 	 tagl ine	that 	p iques	

the	reader ’s 	cur ios i ty.

BRAND CONTENT & VOICE
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H O W  T O  T A L K  A B O U T  I T

No	matter 	what	we’re	ta lk ing	about ,	

our 	 tone	of 	voice	conveys	the	brand	

personal i ty. 	How	do	we	ta lk 	about	the	

UnSit 	movement	and	our 	products?	 In	

a 	down-to-earth , 	approachable	manner.

T H E  B R A N D  P E R S O N A L I T Y  I S :

CONFIDENT: 
We	know	what	we’re	doing

PLAYFUL: 
We	don’t 	 take	ourselves	too	ser ious ly

OPEN: 
We	invite 	part ic ipat ion	and	col laborat ion

CREATIVE: 
We’re	a lways	th ink ing	up	new	ways	 	

to	get 	people	moving

BRAND CONTENT & VOICE
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How	the	brand	presents 	 i tse l f 	 through	

photography	sends	many	c lues	to	the	

customer	about	the	UnSit 	brand. 	 In 	ad-

dit ion	to	promoting	a	health ier 	 l i festy le,	

photography	should	provide	an	 inspir ing	

and	aspirat ional 	atmosphere.	

Shoot ing	 in 	a 	sett ing	that 	 looks	 l ike	a	

p lace	the	customer	wishes	they	worked	

P H O T O G R A P H Y

in , 	 the	SwitchDesk	becomes	part 	of 	an	

unconvent ional 	environment	that 	exudes	

creat iv i ty, 	 innovat ion	and	fun–which	 is	

what	the	UnSit 	movement	 is 	a l l 	about .
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By	 leveraging	technical 	 i l lustrat ion	and	

geometr ic 	shapes	 into	 layouts , 	 the	brand	

can	further 	communicate	a 	posit ion	of	

expert ise	 in 	product 	development	and	

inst i l 	 t rust 	 in 	 the	customer	that 	 the	desk	

wi l l 	perform	as	 intended. 	 I t 	a lso	adds	

v isual 	 interest 	 in 	 l ieu	of 	more	expensive	

photography	e lements .

T E C H N I C A L  I L L U S T R A T I O N
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The	fo l lowing	pages	demonstrate	some	

examples	of 	execut ion	ut i l iz ing	the	

brand	components .

E X E C U T I O N  E X A M P L E S
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G R E AT  M I N D S  WA L K .
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G R E A T  M I N D S  W A L K .
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G R E A T  M I N D S  W A L K .

Uppl .  Ignovisquem iam pro ave,  num 

orum horaver r ibus,  untra v id Catusque 

imort ia? ipte tudefacit .
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Uppl .	

Ignovisquem	 iam	

pro	ave, 	num	

orum	horaver	

r ibus , 	untra	

v id	Catusque	

imort ia?	 ipte	

tudefacit .

G R E A T  M I N D S  W A L K .
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Uppl .  Ignovisquem iam pro ave,  num 

orum horaver r ibus,  untra v id Catusque 

imort ia? ipte tudefacit .

G R E A T  M I N D S  W A L K .
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Uppl .  Ignovisquem iam pro ave,  num 

orum horaver r ibus,  untra v id Catusque 

imort ia? ipte tudefacit .

G R E A T  M I N D S  W A L K .
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