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1) The general Logo 

At all times you must keep all relationships 
of sizes, distances and combinations of 
colors within this Brand.

Designing a logo and a visual identity goes 
way beyond the free form and artistic side 
of what most people think. There is all the 
rational part including proportions, 
scaleability optical adjustments and 
reproduction that has to be thought in 
order to create an efficient and well design 
logo. The visual design guidelines will 
provide this information to ensure that the 
brand is used correctly. Here we want to 
illustrate the construction or guidelines of 
our logo.

LOGO CONTRUCTION
CLEARSPACE & COMPUTATION

Our signature is one of our most visible and 
valuable assets. Respect it. 

Always position the logo for maximum 
impact and give it plenty of room to 
breathe. This will help to ensure our logo’s 
visibility and legibility.

Understanding the clear-space rule is 
essential, as it is also the standard for logo 
position and scale on most printed commu-
nications. In that regard, the clear space 
rule should be maintained as the logo is 
proportionately enlarged or reduced in size.

We’ve defined an exclusion zone that stops 
other graphic elements interfering with the  
logotype and make sure the logo is easy to 
read.
Proportions, space and size relationships of 
all blocks have been carefully developed 
and must not be altered, redrawn, embelli-
shed or recreated in any way. An important 
part of maintaining a consistent presenta-
tion is keeping a clear space around the 
logo from other text, graphics or illustra-
tions. Crowding the logo detracts from its 
legibility and impact.

Main Logo
1 /2 x

1/2 x

1/2 x

1/2 x

1x

Icon Badge
1 /2 x

1/2 x

1/2 x

1/2 x

1x
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Creating Exceptional 
Value in Healthcare
The Association of Healthcare Value 
Analysis Professionals (AHVAP) is an 
organization created from a nucleus of 
nurses and clinical professionals 
whose expertise bridges the gap 
between clinical practice and the 
supply chain processes. Using 
evidence-based data, professional 
experience, and an understanding of 
the cost/quality continuum, Value 
Analysis professionals guide clinical 
and other providers in the product, 
services and technology review and 
selection process and assist with the 
resolution of quality concerns.  Value 
analysis professionals collaborate 
internally with physicians, 
technologists, therapists, clinicians, 
non-clinicians, and executives and 
externally with suppliers, distributors, 
and group purchasing organizations 
to assure effective quality outcomes 
and improve the overall cost of 
healthcare.

Value 
Analysis
Healthcare value analysis contributes 
to optimal patient outcomes through 
an evidenced-based systematic 
approach to review healthcare 
products, equipment, technology and 
services.  Using recognized practices, 
organizational resources collaborate to 
evaluate clinical efficacy, appropriate 
use and safety for the greatest 
financial value.

A Value Analysis Professional is 
dedicated to clinicians and 
multi-disciplinary teams to ensure 
optimal patient outcomes through 
clinical efficacy of healthcare products 
and services for the greatest financial 
value.

The Association of Healthcare Value 
Analysis Professionals, Inc. is 
internationally recognized as an ISO 
9001: 2015 Quality Management 
Systems Certified Organization by 
Skillfront. 
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Solum nullam principes vis no, eleifend postulant mediocrem 
ut est, ad tota partem quo. Vix lorem putant scribentur no, 
mea meis solet melius no, pri feugait noluisse appetere no. Ei 
mea graece suscipit, fastidii probatus est et. Duo ut oportere 
iudicabit, exerci laoreet vim id. An vidit quidam cum, ceteros 
phaedrum sit ea. Mollis incorrupte in vix. Noster mnesarchum 
vix ei.

Ius te maluisset voluptatum quaerendum, no discere saperet 
persequeris cum, no pro nonumy partem phaedrum. Mel 
mazim corpora te. Has ad aeque mucius impetus, vel tation 
regione appetere ne. Porro voluptatum ius ut, ei docendi 
eloquentiam sea. Ne mandamus dignissim efficiendi eum, est 
id tota insolens, eu per facete latine.

Sea te explicari conceptam definitionem, soluta constituto 
duo ad, usu an laudem latine voluptaria. Eam magna 
repudiare forensibus an. In nam euismod explicari voluptati-
bus. Petentium dissentiet ex eum, in eam ludus tantas 
aperiam. Eu est latine feugait suavitate.

Eum ei augue voluptua copiosae. Vis cu altera noluisse 
intellegat. At vis probatus perpetua. Tale alterum interesset ne 
quo, est ad exerci oblique recusabo, eu sit simul legendos 
antiopam. Qui tacimates tractatos ad, delectus sapientem 

www.site.com

000.000.0000

JASON
LAST NAME
CEO / OWNER

000 INNOVATION DRIVE 
CITY, STATE 77808-1526

 000.000.0000

www.site.com

 info@site.com

 000.000.0000

YOUR
NAME HERE

000 INNOVATION DRIVE 
CITY, STATE 77808-1526

 000.000.0000 www.site.com

 info@site.com
 000.000.0000
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PHOTO TREATMENT
The Blended colour photo treatment 
creation method is described as a 
generic one, that most of the graphical 
software are supporting (i.e. 
Photoshop, Illustrator).
- Convert the desired photo to 
greyscale 
  and 50% opacity
- Create new layer above the greyscale 
photo, and set up a blending mode to 
Multiply/Darken.
Sometimes the greyscale photo will 
require some retouching - 
brightness/contrast.
After creating the image, always 
flatten the layers before sending, as in 
some cases like viewing a pdf file from 
a web browser may not show the 
desired results, or may appear 
corrupted.

Colour Photo 

1st layer:
Greyscale photo
50% opacity
2nd layer:
BG color layer
Blending mode: 
Multiply/Darken

The result is a 
photo with 
transparency look 
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Company Logo.

Name, company logo, colours, typeface: these are the pillars of the identity 
of the company. 

Their characteristics ensure an individual and consistent image of the company 
on the market. 

The graphic of the definitive logo is very clean, square, linear, essential, strong 
and emphasizes the values of the brand. 

The logo is a graphic comprised of the wordmark (logotype) and figurative 
mark (symbol). 

 The logo should be always produced from the master artwork. 
The only time you should use the symbol alone is on the website or social media 
channels where there are other elements to help the user recognise the brand.

The monocromatic version has been specifically designed to meet some specific 
printing requirements. 

They should not be used in other circumstances.



Brand Book
Guideline

Page
09

Brand Book
Guideline

Page
09

USAGE :
PLEASE USE THIS EXACT COLOR CODES.
REDUCE OPACITY CAN ONLY BE APPLIED
IF APPROVED.

Primary Colors System

THE PRIMARY
COLORS SYSTEM

Brand Color Palette.

THE SECONDARY
COLORS SYSTEM

Secondary branding colors can be a valuable tool in our visual branding strategy. These colors should complement the 
primary brand color and be used sparingly in order to maintain visual consistency and not overwhelm the viewer.
One way to use secondary branding colors is to create contrast and emphasis on certain design elements. For example, 
using a secondary color to highlight important text or call-to-action buttons can make them stand out and be more easily 
noticed by the viewer.

Another way to use secondary colors is to create a sense of hierarchy within a design. By using different shades or tints of 
the secondary color, a company can convey a sense of importance or prominence to certain elements on a page.
Additionally, secondary colors can also be used to add visual interest and variety to a design without deviating too far 
from the primary brand color. By using different combinations and placements of the secondary color, a company can 
create a dynamic and engaging visual experience for the viewer.
In summary, Secondary branding colors can be a powerful tool to create contrast, emphasis, hierarchy, and variety in a 
design while maintaining consistency with the primary brand color. 

COLOR CODES :  6C829E

100%

60%

20%

80%

40%

COLOR CODES : 176B87

100%

60%

20%

80%

40%

COLOR CODES : 45A5AC

100%

60%

20%

80%

40%

COLOR CODES : f9bc54

100%

60%

20%

80%

40%

COLOR CODES :  80D184

100%

60%

20%

80%

40%

COLOR CODES : FFFFFF

100%

60%

20%

80%

40%

COLOR CODES : F2032B

100%

60%

20%

80%

40%

COLOR CODES : 333333

100%

60%

20%

80%

40%

COLOR CODES :  F9C291

100%

60%

20%

80%

40%

COLOR CODES : 666666

100%

60%

20%

80%

40%

COLOR CODES :  F25619

100%

60%

20%

80%

40%
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INVERTED MONOCHROME
USAGE
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PROPER USE:

DO NOT:

DO NOT:

ALTER THE MARKS IN ANY WAY.

REDESIGN, REDRAW, ANIMATE, MODIFY, DISTORT, OR 
ALTER THE PROPORTIONS OF THE MARKS.

SURROUND THE MARKS WITH—OR PLACE IN THE 
FOREGROUND OVER—A PATTERN OR DESIGN.

ROTATE OR RENDER THE MARKS THREE-DIMENSIONA

-

LLY.

ADD WORDS, IMAGES, OR ANY OTHER NEW ELEMENTS 
TO THE MARKS.

REPLACE THE APPROVED TYPEFACE WITH ANY OTHER 
TYPEFACE.

ENCLOSE THE MARKS IN A SHAPE OR COMBINE IT WITH 
OTHER DESIGN ELEMENTS OR EFFECTS.

MODIFY THE SIZE OR POSITION RELATIONSHIP OF ANY 
ELEMENT WITHIN THE MARKS.

ADD ADDITIONAL COPY TO THE MARKS.

Our logo has been carefully designed and 
should never be altered in any way. These 
examples illustrate how NOT to use the logo, 
but do not include all instances of misuse.
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BRAND PATTERN
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FONT USAGE
Suggested  Complimentary Font for Web and Social Use.

T y p o g r a p h y  & 
F o n t s

F o n t 
H i e r a r c h y

–> 
Font_01 :   
montserrat

–>  
Font_02 :  
Myriad Pro

A B C D E F G H I J K L M
N O P Q R S T U V W X Y Z

HEAD.H1
HEAD.H2

HEAD.H3

HEAD.H4

HEAD.H5

HEAD.H6

Copy Text

Small Text

A B C D E F G H I J K L M
N O P Q R S T U V W X Y Z

ABCDE FGH I J K LM
NOPQRS TUVWX Y Z

ABCDEFGH I JK LM
NOPQRSTUVWX YZ

HEADLINES

Copy T ex t

H1

H2

H3

H4

H5

H6

Copy

Caption

FONT Pairing System
Logo Main Pairing : LTC Goudy Oldstyle Pro 

ABCDEFGHIJKLMN

OPQRSTUVWXYZ

1234567890
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SOCIAL ICONOGRAPHY
Icons are used to complement the visual identity of the brand as well as its written communication,
particularly paper-based and online properties. 

SOCIAL BANNERS
Banner size/profile for social Media. 

820 px

312 p
x

396 p
x

360 px

1500 px

50
0

 p
x
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GLOSSARY
Corporate Identity
A corporate identity is the overall image of a 
corporation or firm or business in the minds of 
diverse publics, such as customers and investors 
and employees. It is a primary task of the 
company communications department to 
maintain and build this identity to accord with 
and facilitate the attainment of business 
objectives. 

Identity Manual
A formal reference document establishing 
technical and creative standards for a visual 
identity system. Typical standards include 
descriptions and specifications for reproducing 
the logo or logotype stationery system, common 
print and web applications and examples of use 
on merchandise.

Logo
A logo is a graphic mark or emblem commonly 
used by commercial enterprises, organizations 
and even individuals to aid and promote instant 
public recognition. Logos are either purely 
graphic (symbols/icons) or are composed of the 

name of the organization (a logotype or 
wordmark).

Typeface/Font Family
In typography, a typeface (also known as font 
family) is a set of one or more fonts each 
composed of glyphs that share common design 
features. Each font of a typeface has a specific 
weight, style, condensation, width, slant, 
italicization, ornamentation, and designer or 
foundry. 

Template
A pre-developed page layout in electronic or 
paper media used to make new pages with a 
similar design, pattern, or style.

Brand
Brand is the “name, term, design, symbol, or any 
other feature that identifies one seller’s product 
distinct from those of other sellers.

Palette
A given, finite set of colors for the management of 
digital images.


