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Brand Guidelines 

Establishing a consistent brand identity was a feature noted in passing Chapter 0 as a key part of signing up to the social media networks.  This section consists of the documentation of the brand, and alternatives, sub brands and acceptable substitutes when the primary brand is unavailable.
The brand guidelines here represent a minimum level of tracking of your online brand, and allow for preparation of useful elements in advance of needing to take an IMC approach to your online identity. You can use this document for managing a personal, product, or corporate brand identity – the value is in considering the elements that will need consistency to create a more unified brand presence.  

There are three considerations to remember

· Branding is both a conscious effort and the results of consumer interaction

· Conscious brand decisions can be tracked, mapped and kept consistent

· Reputation based brand experience can be assisted to be more consistent, although when reviewing brand personality, authenticity beats playing a character (unless the brand is a character).

Brand identity

The core brand identity requirements for the internet are usernames, e-mail addresses, brand friendly domain names and urls.

	Preferred User name
	

	Common user name
	

	Acceptable alternative user names
	

	Derivations of the user name
	

	URL
	

	e-mail address
	


Descriptions

The descriptions are taken from the The content pitch section of the Communications Plan. It’s useful to keep commonly used descriptions, bios and other recurring pieces of information handy in a single location or document for easy access.  It’s also useful to cross check the style of the descriptions against the intended brand personality positions.

	Twitter posts (140 characters)

	

	Twitter bio sentence (one sentence)

	

	Elevator Pitch

	

	Full-length paragraph 

	

	Extensive self-descriptive

	


Brand Personality
Assessing and assigning a brand personality is a question of setting a desired outcome and assessing the marketplace perception of the brand.  The aim here is to consider how to use the character traits as positive outcomes at either end of the spectrum (and in the middle). 

· Competence, which is where the brand gives the impression of having its act together and being good at what it’s promising to do. This can be assessed on a spectrum of cheerful amateurism through to stoic professionalism.
	
	Amateur
	
	Pro-Am
	
	Professional

	Desired
	2
	1
	0
	1
	2

	Perceived
	2
	1
	0
	1
	2


· Excitement, which is where you get the impression that this brand is up for adventure, a bit of fun and can hold its own in a conversation that’s worth eavesdropping on, or that this is a comfortable and familiar experience with no surprising parts.
	
	Familiar
	
	Interesting
	
	Exciting

	Desired
	2
	1
	0
	1
	2

	Perceived
	2
	1
	0
	1
	2


· Sophistication, which is the air of class, prestige, exclusivity and the sense that there’s a red velvet cord and a doorman blocking access to the really good bits of the site, or that this is a casual t-shirt and jeans sort of site.
	
	Informal
	
	Casual
	
	Sophisticated

	Desired
	2
	1
	0
	1
	2

	Perceived
	2
	1
	0
	1
	2


· Popularity, which is a split between the unique nature of the crowd who hangs out at the site and the mass appeal, and can range from the in-crowd locations where it’s invitation only down a laneway to an unmarked door (with a secret knock and passcode), or it’s on the main street, or it’s the #1 venue in town.
	
	In-crowd
	
	Mainstream
	
	Superstar

	Desired
	2
	1
	0
	1
	2

	Perceived
	2
	1
	0
	1
	2


· Affection, which is the extent to which you can really get to like a site and feel some sort of emotional connection. This is a variable aspect in term of desirability – there are 
	
	Detached
	
	Polite interest
	
	Affectionate

	Desired
	2
	1
	0
	1
	2

	Perceived
	2
	1
	0
	1
	2


· Sincerity, which represents either the finer arts of faking it, or the honesty of the site. This can range from the site being the real deal or actually being a parody, and authenticity of the experience

	
	Parody
	
	Authentic
	
	Sincerity

	Desired
	2
	1
	0
	1
	2

	Perceived
	2
	1
	0
	1
	2


· Ruggedness, which is the sort of macho, solid and outdoorsy approach to the world with rough edges and duct taped repairs versus the refinement, sophistication and precision crafted experiences. Somewhere in middle lies the ordinary, every day world experience.
	
	Refined
	
	Every day
	
	Rugged

	Desired
	2
	1
	0
	1
	2

	Perceived
	2
	1
	0
	1
	2


Logo

Logos and images need to be prepared for three formats

· Web: which is best displayed at 72 DPI

· Microsoft: which is Word and PowerPoint’s preference for 96 dpi images

· Print: which consists of 150 DPI (basic laser printer), 300 DPI (good laser printer), and 600 DPI (professional printer)

Logos should be initially prepared in the highest resolution possible, and have master files retained in the best quality option available.  Smaller resolution versions are easily created from large, high quality master files whereas smaller resolutions files cannot be used to create larger high quality images.  
	
	72 dpi
	96 dpi

	50x50
	JPG
	PNG
	JPG
	PNG

	84x84
	JPG
	PNG
	JPG
	PNG

	100x100
	JPG
	PNG
	JPG
	PNG

	200x200
	JPG
	PNG
	JPG
	PNG

	400x400
	JPG
	PNG
	JPG
	PNG

	Master Logo (original shape)

	JPG
	PNG
	JPG
	PNG


(Select, cross off or otherwise indicate which files are prepared and ready)

	Print Logos
	150
	300
	600

	4 Color
	TIF
	EPS
	TIF
	EPS
	TIF
	EPS

	Black and White
	TIF
	EPS
	TIF
	EPS
	TIF
	EPS


(Select, cross off or otherwise indicate which files are prepared and ready)
Colours

The colour table is to assist in maintaining a relatively consistent look – certain colours do not translate exactly between formats, such as RGB to Hex to Pa

· Hex Code: This is the default web colour coding system, and is used in HTML

· RGB / HSL: These two formats are commonly used in Microsoft Word and Microsoft PowerPoint for fonts, lines and fills.

· CMYK: This is the preferred colour format for printed documents, as most high end printing will involved a four colour printing process(Cyan, Magenta, Yellow and Black
)

	
	Hex Code
	RGB

	HSL
	CMYK

	
	#
	R
	G
	B
	H
	S
	L
	C
	M
	Y
	K

	Primary Colour
	
	
	
	
	
	
	
	
	
	
	

	Secondary Colour
	
	
	
	
	
	
	
	
	
	
	

	Additional Colour 
	
	
	
	
	
	
	
	
	
	
	


The colour conversion is relatively easy with a range of online tools (http://web.forret.com/tools/color.asp) once you know one set of codes – for example, the colours used for the header text in the boxes in this document are 
	
	Hex Code
	RGB
	HSL
	CMYK

	
	#
	R
	G
	B
	H
	S
	L
	C
	M
	Y
	K

	Primary Colour
	00659F
	0
	101
	159
	201
	100
	62
	1.00
	.365
	0.00
	.376


Fonts / Typefaces
Preference for fonts and typefaces are an important part of maintaining the brand consistency across print, web, presentations and other graphics.  Because of the nature of the internet, fonts are not always available online, which means a short list of candidate fonts needs to be considered for online interaction. For example, Trebuchet MS is the font of choice for the supplements, with Arial, Helvetica and Verdana as the next alternatives.
	
	Web
	Print
	Graphic
	PowerPoint

	Primary
	 
	
	
	

	Secondary 
	
	
	
	

	Reserve List
	
	
	
	


Social Media Specific Identity
These tables are designed to assist the management of your social media presence, and are particularly valuable if you have multiple people working on the same social media account as ghost-writers, character voices or public officials.
	Site
	

	Login Name
	

	User Name
	

	Direct URL
	

	Small Icon
	

	Larger User Picture
	

	Brand Personality
	

	Backgrounds / Colour Scheme (if necessary) 
	








� The K in CYMK stands for Key, which is the first panel printed in black which then has the other colours printed over it to create the four colour process effect. 
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