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What to have 
in your Branding 
Guidelines.
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Have you ever gone into a retail store and 
been subject to a completely different 
experience with each staff member? The 
person you talk to on the shop floor has 
a different attitude to the person at the 
checkout. They should have the same attitude 
and the experience should be the same, 
right? Well as you know, that is not always the 
case. 

What is missing here is a consistent brand 
experience. Brand consistency is propelled 
by branding guidelines. Its a guide for how 
the brand behaves. It shows how the brand 
should relate to it’s customers and how the 
staff relate to each other. Guidelines help 
a brand to present itself to the world in a 
consistent manner.   
In this guide, you will get some of the 
elements that you will need to have in your 
own guidelines.

To make the guide a little easier to understand I will 
be using a Vegan restaurant as an example.

WELCOME
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Background (what your brand is about)

This is a brief statement of how and why you 
started your business. So for example, if you 
wanted to open a chain of vegan restaurants 
then you might say: As the founder of “The 
Vegan” I have always been a lover of the land 
and the animals. 
I reached a point in my life where I wanted to 
create a more sustainable way to live. I chose 
to eat a plant-based diet, which I have been 
doing now for five years. I then thought I 
could bring together my love of plant-based 
foods and cooking and open a restaurant. 
With my partner, we opened the first 
restaurant back in 1999. 

Core idea
The core idea is something that the whole 
business rallies around it is your vision.  
Your core idea should be distilled down  
to a short statement.  

Example: 
 “To get the world eating plant-based food.”
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Our brand values

The brand’s values are the stuff that you 
believe in. What you hold your  
self-accountable to and how you run the 
business. Brand values are usually presented 
as one word followed by a short statement. 
Keep the values to around 4 to 5.

Example: Sustainability. 
“We believe that eating stuff from the ground is kinder 
to our environment.”

Look and feel

The look and feel is a visual language that 
combines: colour, imagery, typography, 
patterns, shapes and structure. This visual 
language is generally distilled into 2-3 words.
These words help to create a starting point for 
the look and feel of the brand.  

Example: Recycle.  
“We believe in holding onto things, so all of our 
furniture, packaging and staff uniforms are made from 
recycled material.”
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Brand personality traits

The personality is the combination of 
characteristics that make up the brand. They 
are how people would describe your business 
when asked. Having a good set of positive 
brand personality traits is key for a good 
customer experience. To develop your traits a 
good exercise is to think of a character from 
one of your favourite movies or TV Series and 
pick 4-5 personality traits that would describe 
them. This is always great fun and it gets you 
to think about your brand as a person. 

Example 1: Friendly  
“Even on Mondays, the staff treat our customers like 
its Friday.”

Example 2: Creative  
“We encourage our staff to be creative and we always 
involve them in the design of the service in the 
restaurants.”
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Logo & Usage
Your logo is the visual focal point of your 
brand. When people see it they are reminded 
of their interaction with that particular brand. 
A logo should be clean simple and work at 
various sizes to fit on the side of a pencil or 
the side of a building. It should also reflect 
what is most important to your business /
brand. Guidelines are extremely important to 
keep your logo looking consistent.  
Below you will see some recommendations 
for what should be contained in your logo 
guidelines.

Recommendations

• Your logo should be available for use in colour, 
black & white and white.

• In your guidelines, there should be a minimum size 
example of your logo .i.e. the smallest size your 
logo should be reduced too.

• Your logo should have a minimum exclusion zone. 
This is a protective area around your logo so that 
no other elements can intrude beyond that area.
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There should be 4-5 variations of your logo 
available for use. If your logo is a long word 
mark it won’t work too well for your Twitter 
profile picture. Work with your Designer to 
think about where your logo will need to 
work.

Colour

Brands can be identified by just colour alone. 
They play an important role in a brands 
identity, so keeping the colours consistent is 
key. It is important to have your brand colours 
used consistently on your marketing material 
and on your website. When a Designer is 
creating your brand identity they will work 
with you on choosing colours for your brand. 
It is good practice to have a set of primary 
and secondary colours for use, maybe 3-4 in 
each section. This gives you a good range to 
work with.
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Typeface & Usage

Like other parts of your identity, your brand’s 
typeface is extremely important. When 
choosing your typeface, make sure that there 
are different weights or variations. Having a 
range of fonts to work with when designing 
marketing martial makes is easier to keep 
everything consistent.  
You should have fonts for headings and body 
copy. 

Try and stay away from free typefaces 
online, they tend not to be of great quality. 
Buying your typefaces from a Type foundry 
( A company that designs and distributes 
typeface) is an investment. They are not that 
expensive. You can get a lovely typeface that 
will suit your brand personality with a range 
of different weights for under €50.
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Imagery
Having great photography in your branding 
material creates an authentic experience for 
your customer. Research shows that people 
pay more attention to imagery of real people 
as opposed to the cliché staged stock 
photography. If your budget allows you to 
hire a Photographer then do so.  
If your budget does not stretch that far then 
authentic stock photography is a good 
second. If you need photos of your products 
then taking the shots yourself is an option. 
Make sure that you prepare beforehand. 
There are plenty of tutorials online on how 
to take products shots yourself with a smart-
phone or digital camera.
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Social Media

Very few things can have more of an effect 
on a brands reputation then social media. 
How you talk to your customers on social 
media should reflect the personality of your 
brand. Because the medium of social media 
is instant, messaging needs to be well crafted 
and thought out. If you have multiple people, 
looking after your social media accounts you 
will have multiple tones of voice, when there 
should be only one. 
A set of rules regarding posting messages 
should be in the brand guidelines. A guide 
for using the visual assets of your brand 
identity across social media should also be in 
the social media guidelines.

If you have any questions or would like to start 
a design project or have some questions about 
branding guidelines then send me on an email and 
we’ll start creating that great brand experience. 
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Thanks for reading 


