
BK Brand foundation and voice
Decide what the brand means and how it should sound
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BRAND NAME WEBSITE REVIEW DATE

01 The core

PURPOSE

Why do you exist beyond making money?

PRIMARY AUDIENCE

Be specific about who matters most.

BRAND PROMISE

What useful result can people expect?

PROBLEM YOU SOLVE

Describe it in the customer's words.

REASON TO BELIEVE

Evidence, product advantage, or expertise.

ONE-SENTENCE POSITIONING

For [audience], [brand] is the [category] that [benefit] because [proof].

TIP

Choose one primary audience and one promise. A brand kit is a decision tool, not a storage cupboard for every idea.

02 Personality and voice

TRAIT 1

Example: direct

TRAIT 2

Example: warm

TRAIT 3

Example: practical

OUR VOICE SOUNDS LIKE

Write one sentence, not a cloud of adjectives.

OUR VOICE NEVER SOUNDS LIKE

Name the tempting behavior you want to avoid.

WORDS AND PHRASES WE USE

Customer language, product terms, recurring phrases.

WORDS AND PHRASES WE AVOID

Jargon, vague claims, or inaccurate promises.

VOICE

Keep the voice stable, but adapt the tone to the situation. A launch can be energetic; a complaint reply should be calm. Same person, different room.
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BK Visual identity
Give people the approved assets and the rules that protect them
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01 Logo system

PRIMARY LOGO

Place the approved master artwork here

REVERSED LOGO

For dark backgrounds

ICON

Small spaces

CLEAR SPACE

Example: one icon-height on every side

MINIMUM SIZE

Pixels for screen; mm/inches for print

APPROVED BACKGROUNDS

Light, dark, or specific colors

NEVER DO THIS

Do not stretch, rotate, redraw, recolor, crop, add effects, or place on a busy background.

LOGO

Keep one primary logo, one reversed version, and one compact mark. Always scale proportionally and store the approved master files in one live folder.

02 Color roles

PRIMARY

HEX ROLE

SECONDARY

HEX ROLE

ACCENT

HEX ROLE

DARK NEUTRAL

HEX ROLE

ACCESS

For digital text, aim for at least 4.5:1 contrast, or 3:1 for large text, following WCAG 2.2.

03 Typography

HEADING FONT

Family, weight, source, license

BODY FONT

Choose readability over novelty

FALLBACK FONT

For email, web, and missing fonts

TYPE

Use one or two font families, define a clear size hierarchy, and record the approved weights. More fonts rarely create more personality.
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BK Images, templates, and handoff
Turn the identity into assets people can actually use
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01 Image direction

SUBJECTS AND MOMENTS

Who or what appears? What are they doing?

LOOK AND TREATMENT

Lighting, framing, texture, realism, color.

AVOID

Cliches, poses, filters, props, or effects.

IMAGE

Replace vague words such as 'modern' or 'authentic' with visible instructions: natural light, close framing, real workplaces, restrained retouching.

02 Essential asset pack

Primary logo in SVG or EPS

Reversed logo for dark backgrounds

Compact icon or social avatar

PNG exports with transparent backgrounds

HEX and RGB color values

CMYK values if you print

Font files or licensed download links

Heading, body, and fallback type rules

Three approved image examples

Three images or treatments to avoid

Social, ad, and presentation templates

One live folder with a named owner

03 Rules people can follow

ALWAYS DO

List three repeatable rules that protect recognition.

NEVER DO

List three mistakes that weaken consistency.

LIVE ASSET FOLDER

URL or exact location

OWNER NEXT REVIEW

FINAL TEST

Give this kit to someone outside the brand team. If they can choose the right logo, color, font, image style, and tone without asking you, it works.

RESEARCH NOTES

The checklist follows established guidance on brand-guide components, logo protection, readable color, and type hierarchy:

Mailchimp: Creating a brand style guide UC Davis: Logo use and clear space W3C: WCAG 2.2 contrast minimum

GOV.UK: Type scale guidance
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https://mailchimp.com/resources/tips-to-create-your-brands-style-guide/
https://communicationsguide.ucdavis.edu/brand-guide/logos/uc-davis-wordmark
https://www.w3.org/WAI/WCAG22/Understanding/contrast-minimum.html
https://design-system.service.gov.uk/styles/type-scale/
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