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2Logo ConsiderationsThe double use of the letter b in 
our brand name was the sole focus 
of our identity. Our approach was 
to create a letter b icon that 
incorporated linear and curvature 

forms found in the female body. 
The theory is that our icon 
needed to portray an architectural 
version of a woman’s physique.
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3Logo Icon DesignOur new icon was inspired by the 
female body: its length, curves, 
its complexities, uneven but 
beautiful shapes, its long lines, 
and its glorius stretch marks. 

It’s not a perfect b but that’s 
what makes it so appealing. It’s 
unique and completely natural in 
its contorted shape and graceful 
yet sharp structural flow.
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Horizontal Vertical

Logo Wordmark DesignOur wordmark is our primary 
typeface with both regular and 
italic styles. We include emphasis 
throughout our brand messaging and 
designs so we wanted to include 

use of this in our wordmark with 
italics. And with both words 
starting with the letter b, it 
helps to create a separation of 
each with ease on the eyes.
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Horizontal Vertical

Logo Stacked DesignOur stacked logo is a combination 
of our icon and our wordmark. 
There are horizontal and vertical 
versions to choose from.
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6Our colour palette is a modern 
twist on a 70s inspired set of 
tones. Rather than stick to a drab 
set of earthy and warm tones, 
we injected some electricity 

to become more futuristic and 
playful. Overall, the palette has 
grown to become a combination of 
colours between the 60s and 80s.

Pantone 2736 U
RGB 94 96 186
CMYK 70 59 0 0
HEX 5E60BA

Pantone 618 U
RGB 166 157 98
CMYK 24 16 70 9
HEX A69D62

Pantone 7406 U
RGB 241 184 40
CMYK 1 17 93 3
HEX F1B828

Pantone 3572 U
RGB 254 160 152
CMYK 0 33 32 0
HEX FEA098

Pantone 1788 U
RGB 249 93 98
CMYK 0 71 66 0
HEX F95D62

Pantone 1505 U
RGB 255 128 56
CMYK 0 43 82 0
HEX FF8038

Pantone 7604 U
RGB 234 216 214
CMYK 0 8 4 2
HEX EAD8D6

Pantone Black 6 U
RGB 76 78 86
CMYK 86 69 43 55
HEX 4C4E56

Violet
Bruise

Olive
Oil

Mustard
Lemon

Rosey
Blush

Cherry
Cheeks

Blood
Orange

Soft
Kiss

Smokey
Grey

Colour Palette 6



7Colour CombinationsNot all of our colours work with 
each other when paired, so we have 
suggested some of our favourite 
combinations for you to use.

Violet Bruise
/ Blood Orange

Olive Oil
/ Smokey Grey

Mustard Lemon
/ Violet Bruise

Rosey Blush
/ Cherry Cheeks

Cherry Cheeks
/ Rosey Blush

Blood Orange
/ Soft Kiss

Soft Kiss
/ Olive Oil

Smokey Grey
/ Mustard Lemon
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8Typography

Our primary typeface is Minion Pro. The weights availabe for use include 
Regular, Medium, Semibold, and Bold. As seen in our wordmark, we 
like to italicise unique words throughout our copywriting to separate off 
certain words, subtly emphasise suggestive meanings, exaggerate emotional 
expression, and express focus on words and phrases that carry importance. 
We like to use italics more often than not because we think it looks pretty.

Also notice the spacing we include between the line height. It allows for our 
copy to breathe and remains easy on the eyes when we incorporate italics.
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9TypographyThere are a few alternative 
typeface options to use throughout 
our branding. It’s crucial you 
select the right typeface to match 
your copy. Roboto should be used 

in reassuring copy. Gotham should 
be used in empowering copy. Cooper 
should be used in positive copy. 
Psycho Killer should be used in 
gentle copy.

i love Roboto.
i love Roboto.
i love Roboto.
i love Roboto.
i love Roboto.
i love Roboto.

Our mate 
Cooper.

Are you a
Psycho Killer?OH, GOTHAM!

Roboto Mono Gotham Cooper Std Black Psycho Killer
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10Copy DirectionBrand Manifesto

It’s time to take back what was always ours to begin with. 
Our freedom. Before the judgement, the comparisons, and 
the shaming. Before trends distanced friends, and false idols 
distorted our personal truths. Suppressing the internal and 
consumed with the external. Let us share our pain so that we 
can shift mindsets and change the game. Together we can buck 
the trends, smash the stereotypes, and reclaim our dignity. If 
we aspire to see all bodies as good bodies, we must unpack and 
unlearn old habits. We must ditch the inner-critic and crush 
the illusions. Fall in love with our bodies again, one day at a 
time. Let’s make peace with ourselves, because that kind of 
freedom is virtuous.
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11Copy DirectionBrand Personality
- me in 6 words

Raw
is what you see. It’s ok to be 
perfectly imperfect.

Honest
with how you talk to yourself 
through your inner-critic.

Committed
to your journey, showing up 
every single day.

Accepting
of yourself and others. This is a 
judgement-free zone.

Authentic
connection through lived 
experience and healing.

Confident
you are enough. You are free to 
be you.

1
2
3

4
5
6
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12Copy DirectionWriting Styles

relate Inspire EducateRATIONALISE
THOUGHT PROVOKERS

Roboto Mono

Here we offer content that 
creates connection with the 
audience through sharing of lived 
experience. We offer comfort that 
they are not alone.

Here we offer content that makes 
sense of feelings and gets the 
audience to consider a different 
way of looking at things.

Here we offer content that 
encourages and uplifts our 
audience. We make them feel good 
and empower them to take action.

Here we offer content that is 
informative and practical. We help 
them to apply new knowledge and 
understanding.

Gotham Cooper Std Black Psycho Killer
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13

Don’t worry, be happy

it’s ok to make mistakes 
and it’s okay to not be 
good at everything

YOU GOT THIS

Love yourself

Roboto Mono

Gotham

Cooper Std Black

Psycho Killer

Copy DirectionWriting Styles 13



14Social Media Guidelines Copy Direction

Value

Sensitivity

Stimulate meaningful conversation 
and connection. Here it is 
important to aim for quality, 
not quantity. Offering your 
contribution with context where 
possible.

Always pause and think before 
posting content. Obtaining other 
perspectives prior to posting 
content is an invaluable process 
to ensure your content is 
considered.

Remain engaged and informed in the 
field you are commenting in and 
offering advice. Know what the 
current conversations are and what 
people are saying in order to see 
if, and how, you may be able to 
contribute a new perspective.

Encourage conversation, reading 
and acknowledging the contribution 
of others. This will go a long 
way to building and maintaining a 
following.

Separate opinions from facts, 
and make sure your audience 
can see the difference. Always 
ensure that statements that are 
opinions and personal perceptions 
are represented as such. Where 
possible, ensure facts are 
presented with accompanying 
evidence. 

Maintaining a consistent message 
will help to maintain your brand’s 
credibility. If your content is 
consistent, it strengthens your 
brand identity, helping it to be 
recognisable.

Produce content that is free of 
judgement and negatively dismisses 
the position of others. Try not to 
engage in a war of words if the 
discussion is not productive or 
valuable.

Relevance

Consistency

Engagement

Disclaimers

Respectful
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15Copy DirectionWriter’s “Guidelines” – Because 
flexible is sustainable. Just like 
self-worth, positive reinforcement 
often changes behaviour for the 
better. Clarity helps to cut 

through all the noise. Being 
told what not to do can often 
add to the confusion. Like your 
self-image - let’s focus on the 
positive! 

• Brittany Baxter should always 
be with capitals as seen in this 
sentence. 

• Numbers up to twenty are to be 
written out. From 21 onwards, 
numbers are numeric. Like so.

• Where possible, keep sentences 
and paragraphs short. The 
simpler the better.

• Use Oxford commas. E.g. “I got 
the beers, one, two, and three.

• Use single spacing after commas 
and full stops. 

• When referring to the 
brand (i.e. you), use the 
active voice, e.g. “I help 
you establish a healthier 
relationship to food and 
exercise.” 

• Use active voice as much as 
possible.

• British spelling should be used 
to maintain consistency. It 
should be ‘organisation’ not 
‘organization’, as it should be 
‘flavour’ not ‘flavor.’

• Unless referring to a specific 
person, use the pronoun ‘they’.

• Simplify or explain any 
technical jargon.

• Reference like this: Author of 
Publication, “Article Title”, 
Month Day, Year. E.g. John 
Smith for Mates Rates Brand 
Guidelines, “Grammar”, January 
1, 2017.

• Acknowledge all sources when 
quoting.

• Use bullet points or numbers for 
lists (three items or more).

• When quoting a person or 
article, use “these types of 
quotes”. If there is a quote 
within your quote, use ‘these 
types of quotes’. 

• Hyphenate compound words to 
be as clear as possible. E.g. 
single-use, six-year-old.

• Keep spaces around em dashes 
– keep like this – it makes it 
easier for the reader.

• Only use recognised 
abbreviations and urban 
language. If you don’t recognise 
it, chances are most other 
people don’t either.

• Limit excessive punctuations and 
exaggerations.

You can...

15



16

• Confuse your reader and distort 
your message.

• Use profanities just because 
you can. Use them authentically 
and sparingly. They can be 
polarising.

• Disengage your reader by 
presenting opinions as facts.

Copy DirectionWriter’s “Guidelines” – Because 
flexible is sustainable. Just like 
self-worth, positive reinforcement 
often changes behaviour for the 
better. Clarity helps to cut 

through all the noise. Being 
told what not to do can often 
add to the confusion. Like your 
self-image - let’s focus on the 
positive! 

We encourage 
you not to...
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17PhotographyOur new style of imagery has 
a warmer tone. Our posts could 
include colours from our colour 
palette. These colours can be 
used within the background block 

colours and the text colour. We 
like to be creative with our 
imagery and involve a rebellious, 
sexual, misinterpreted, edgy, and 
slightly feminist vibe.

Previous colour finish
- cooler

New colour finish
- warmer
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18Art Direction

See over page.

The art direction for our social 
media feed includes: closeups, 
details of body parts that 
are often disliked, sexual 
objectification poses, drawing 

over the image of a body part, 
quotes written in our fonts, 
images using our colour palette, 
and objects of sexual reference.
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20Rebrand LaunchIn the leadup to announcing the 
rebrand on social media, I propose 
we do a photoshoot via Facetime. 
It will be our take on the Kim 
Kardashian photoshoot but with 

focus on the true quality of 
body parts, similar to the Calvin 
Klein campaign. We will post the 
closeups separately followed by a 
post featuring the new logo.
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Brand Design
www.louise.agency
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