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The Bloom�•re visual identi ty 
is compri sed of  a series of 
elements t hat,  when used 
tog ethe r, crea te a cohesive 
look an d fee l that  embodies 
the brand.

The follow ing sections p rovide guidan ce on 
how to use each elemen t of th e system . 

When used properl y, the visual  identity 
provi des a fou ndati on for expressing th e 
Bloom�•re sto ry.

Visual Identity
Overview

BRAND ELEMENTS

LOGO

COLOR

Bf Ind ivisible — Regular, Medi um,  Bold .
ABCDEFGHIJ KLMNOPQRS TUVWXYZ
abc defgh ijk lm nopqr stu vwxyz
1234 56789 !% *̂(#$

TYPOGRAPHY
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The full- color Bloom�•re logo 
is our pr imary bra nd mark. 

Always use the l�R�J�R���•�Oes provided.
Do not re-create.

Our Logo
BRAND ELEMENTS

�%�O�R�R�P�•�U�H���0�H�G�L�D���.�L�W���*�X�L�G�H�O�L�Q�H�V



Our Logo
Color Us age

BRAND ELEMENTS The Bloom �•re logo may be used in a majori t y of col or ways. On image  or color , ensure there is enough 
contras t b etwee n the logo and the ba ckgrou nd in orde r to be full y legible.
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Our Logo
Gradien t Usage

BRAND ELEMENTS The Bloom �•re logo may be used in a majori t y of col or ways. On image  or color , ensure there is enough 
contras t b etwee n the logo and the ba ckgrou nd in orde r to be full y legible.
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Our Logo
Whit e Backgrou nd Usage

BRAND ELEMENTS
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Our Logo 
Clear Space

BRAND ELEMENTS

LOGO CLEAR SPACE

LOGO MINIMUM SIZE

Providing the righ t amount 
of c lear space for  the 
Bloom�•re logo make s it 
easier to distingu ish and 
reinforces t he importan ce of 
the identi ty. 

The require d amo unt of cl ear space to 
ensure ma ximum v isib ilit y and legibili t y is 
determ ined by the x-he igh t of th e ‘B’ in the 
wor d mark. 

The mi nimum  pri nt si ze of the pri mar y logo 
is 2” wide. 

2” OR 150  PX WIDE
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Our Logo 
Log o Misuse

BRAND ELEMENTS

When the  logo i s used 
incorrec tl y it compromises 
the validity of  our brand. It is 
vital to  use our logo correc tl y. 

As a general rule do not change , alter o r 
mod if y any part of th e logo. Always use the 
app roved art work supp lied.

Do not crop 
the logo

Do not use d rop 
shadow s or any 
oth er effects

Do not change the 
tra nsp arency of 
the logo

Do not re-c reate 
th e logo using 
anoth er t ypeface

Do not m ix or 
chang e col ors of 
the logo

Do not out line 
th e logo

Do not di stor t 
the logo

Do not change 
th e orientation 
of th e logo
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R: 239
G:  116
B:   44

100%

50%

25%

100%

50%

25%

100%

50%

25%

100%

50%

25%

R:   87
G:  171
B:  201

R:   85
G:  58
B:  104

R: 230
G:  174
B:  120

R:  49
G:  97
B:  123

R:  49
G:  97
B:  123

R:  13
G:  23
B:  43

R:  109
G:  49
B:  56

R:  24
G:  39
B:  77

R: 230
G:  174
B:  120

HEX: 
EF742C

HEX: 
57ABC9

HEX: 
553A68

HEX: 
E6AE78

HEX:
31617B

HEX:
9978B0

HEX:
0D172B

HEX:
6D3138

HEX:
18274D

HEX: 
C43826

ORANGEOPACITY

OPACITY

OPACITY

LIGHT BLUE

PURPLE

LIGHT ORANGE

TEAL

INTENSE ORANG E

Color 
Color Palet te

BRAND ELEMENTS PRIMARY SECONDARY

VIOLET

DARK BLUE

DARK RED

MEDIUM BLUE
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ABCDEFGHIJKLMNO
PQRSTUVWXYZ

Indivisible

abcdefghijklmno
pqrstuvwxyz

0123456789*&@$%

Primary typeface to be used for headlines 
and body copy

The primary typeface is called

REGULA R, MEDIUM, BOLD

Disti lled fr om neo-g rote sque and geom etri c in�•uences, 
Indi visible is a genera l purpos e sans serif fr om des igner 
Eric Olson. The typeface repr esents several years of 
inc rementa l on-again, off-ag ain eff orts to pa ir p lainnes s 
and fami liarit y wi th forma l warmth (and a bit of perso nal 
preferenc e too). The fon t com es in seven weights w ith 
matchi ng it ali cs ensuring d esigners have a suita ble range 
of st yles to choose fr om wh en t ravers ing th e challenges of 
pri nt and scre en.

Typography
BRAND ELEMENTS
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Proactively Share
Research
& Insights
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Photography Direction
PHOTOGRAPHY

Lead wit h people

We put p eopl e fron t and cen ter with a 
visual aesth eti c t hat mak es our imagery 
rec ogni zab le and consiste nt w ith ou r 
bra nd ecosystem. 

Diverse imager y should be promine ntl y 
inc orpo rate d th rou gho ut our brand tou ch 
poi nts to add interest , support messaging , 
and elevate  subjects .

�%�O�R�R�P�•�U�H���0�H�G�L�D���.�L�W���*�X�L�G�H�O�L�Q�H�V


