
	  

© 2012-2015 MY PR plus. All rights reserved | HOWTO Market My Small Business | Module 1 – IDENTIFY – VISUAL 
IDENTITY | 1 

	  
Visual Identity	  ..................................................................................................................................	  2	  
What is visual identity?	  ..............................................................................................................	  2	  
Where to start?	  ..............................................................................................................................	  2	  
1. Consider your brand promise and style	  ......................................................................	  3	  
2. Choose colours	  .........................................................................................................................	  4	  

Colour meanings	  ......................................................................................................................	  5	  
Choosing colours	  .....................................................................................................................	  5	  
Colour schemes	  ........................................................................................................................	  6	  
Warm and cool colours	  .........................................................................................................	  6	  

3. Understand your colour breakdown	  .............................................................................	  7	  
4. Choose your fonts	  ...................................................................................................................	  8	  
5. Now design your logo	  ..........................................................................................................	  9	  
6. Create a visual identity guide	  ........................................................................................	  10	  
mypr+ Style Sheet	  .....................................................................................................................	  11	  

Logo	  .............................................................................................................................................	  11	  
Primary palette	  .......................................................................................................................	  11	  
Secondary palette	  .................................................................................................................	  11	  
Headings	  ....................................................................................................................................	  11	  
Body Text	  ..................................................................................................................................	  12	  

COPYRIGHT	  ..................................................................................................................................	  13	  
 
  

V i s u a l  i d e n t i t y  



	  

© 2012-2015 MY PR plus. All rights reserved | HOWTO Market My Small Business | Module 1 – IDENTIFY – VISUAL 
IDENTITY | 2 

Visual Identity 
 
One of the first marketing tools you will need to develop for your business is your 
visual identity.  
 
Your visual identity is a core component of your overall brand. 
 
When we talk about brand we mean much more than a visual identity, and when we 
talk about visual identity, we mean much more than your logo. 
 
Brand is the overall promise or experience you give to customers and the set of 
expectations they have of you. It is what will influence people to choose one 
product or service over another. 
 
Soon in the course we will talk about your brand or positioning story, which is a 
core component of brand, but here we will focus on your visual identity. 
 

What is visual identity? 
 
Visual identity is all of the visual design elements that make up your brand. It 
includes you logo, but also your brand colours, preferred fonts and style. 
 
A successful visual identity will reflect your overall brand promise. 
 
It is critical that your visual identity is delivered consistently across all 
communication platforms and touchpoints, whether it is advertising, uniforms, 
emails, websites or internal memos. This will help to build brand awareness and 
create a sense of belonging and pride for loyal customers, employees and other 
stakeholders. 
 
Your visual identity must be clear and represent your organisation in a professional 
manner that speaks to your target audience – ideal customers and key influencers.  

Where to start? 
 
Just a word from the wise, visual identity is worth investing in, that is, engaging a 
professional designer who has a good reputation and impressive portfolio. It is 
entirely possible to create your own visual identity, but if you get it wrong it can be 
an expensive mistake to fix later on. 
 
I have included in this module a template you can use to brief a designer on what 
you want from your visual identity – it contains some prompts so you can ensure 
you get what you’re after. 
 
That being said, many organisations when they first start out find it difficult to find 
the budget for professional designers. There are a few options available to you, 
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where you can completely DIY, or do a lot of the groundwork yourself first, to 
minimise the budget you need for a designer. 
 
Here I will cover off some points to enable you to DIY or develop the foundations of 
your visual identity. 
 
From a practical perspective when it comes to your visual identity you will probably 
want to start with your logo, as this will enable you to print your business cards and 
create the marketing platforms you immediately need such as our website. 
 
Don’t jump into this too quickly, as there are many other parts of your visual 
identity you should consider first that will influence your logo design. 
 

1. Consider your brand promise and style 
 
Soon (if you haven’t already) you’ll be developing your brand or positioning story. 
By now you should have an understanding of your values, strategic vision, point of 
difference and key target markets. 
 
Go over your brand story and have it clear in your mind, how you want to be 
portrayed. 
 
Start researching other logos and brands that portray a similar style of brand or 
statement that you would like to make. 
 
Remember you want to differentiate yourself from the competition so look at their 
visual identities as well to make sure you can stand out. 
 
Cut out or print copies of images that give the feeling you want to create. For 
example, are you going for a retro style, a completely modern style, or something 
whimsical? Whatever you choose try to keep your personal preferences out of all of 
these decisions. The visual identity must speak to your ideal customers and key 
influencers, not necessarily yourself. 
 
Also decide if you will have a tagline or short slogan to represent your business and 
whether it needs to be incorporated into your logo and other design elements such 
as footers in document templates. 
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2. Choose colours 
 
Building on the above thought process, consider what colours you would like to use 
for your business. 
 
Different colours evoke different feelings and represent different types of 
businesses and services.  
 
Remember again that the colours should represent your brand and your 
organisation. They don’t need to be your favourite colours. Where possible you 
should try to differentiate yourself from the competition. 
 
When selecting your colours you are looking for one or two main colours that will 
feature heavily in your logo and marketing collateral. However you should also 
choose supporting colours to give you more choice in design materials. All of your 
colours should complement each other. 
 
It helps to obtain a basic understanding of colour theory as well as warm and cool 
tones. You can buy a colour wheel from an art supplies shop to help you. I have also 
used paint sample cards from the hardware store to get inspiration for different 
colours and mix and match them with other colours to see if they work well 
together. 
 
Colour can make a huge impact to your business. 
 
To give you an example I while back I came across a relaxation and day spa 
business that used red as its primary brand colour. 
 
I immediately questioned the colour choice and the feelings it elicited. 
Unconsciously I wasn’t drawn to this business and consciously I was turned-off by its 
in-your-face bright red. 
 
Given a different type of industry or business, such as fast food, red is a perfectly 
logical choice.  
 
However it’s not a great colour choice for an environment that promotes well-being 
and relaxation. 
 
Brand colour decisions can be made with little thought but can have long-term 
impacts on the success of your business. 
 
Many businesses may underestimate the impact of colour choices when developing 
their visual identity. 
 
Colour is a powerful tool that can be used to influence consumer behaviour at a 
conscious and sub-conscious level. 
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It is important to choose colours that send the right message for your business, 
industry and customers and apply them to all of your customer touchpoints; your 
website, social media, product packaging, advertising, signage, business cards, 
marketing materials, shop fit-out. 
 
So it’s important to have an understanding of the meaning of different colours to 
get the most out of your visual identity. 

Colour meanings 
 
I’m not a designer or a colour expert but here is a summary of a few of the most 
common colours used by business and their meanings as accepted by most. 
 
Red – energy, passion, action, strength and excitement. It stimulates the physical 
senses such as the appetite and a call-to-action, making it a popular choice for fast 
food restaurants. It can be associated with aggressiveness and anger, especially if 
over-used. 
 
Orange – risk-taker, extroverted, optimist, sociable, self-confident. It also stimulates 
the physical appetite. It does imply affordability but can also be interpreted as 
cheap if not used carefully. 
 
Yellow – warm, optimistic, uplifting, creativity, logical reasoning and aids decision 
making, impulsive (another reason why it is popular with fast food restaurants). Too 
much yellow can cause anxiety and agitation. 
 
Green – growth, vitality, new life renewal, sense of calm, health and healing. Darker 
green can relate to money and wealth and prestige. If over-used and not used 
carefully it can have a materialistic connotation. 
 
Blue – considered one of the most popular and safest colours to use. Can indicate 
honesty, dependability, trust, reliability. If over-used it can be perceived as boring 
or conservative. 

Choosing colours 
 
Ideally you should consult an expert in branding or design to help develop your 
visual identity and its colours. 
 
If going it alone, choose a suite of primary and secondary colours that complement 
each other and represent your business and industry appropriately.  
 
If you have already established colours and now are concerned they may be 
sending the wrong message, consider reviewing your visual identity. 
 
A lot of businesses review their brand and logos every few years.  
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You don’t have to completely move away from a particular colour if you are 
wedded to it or have invested a lot of money into it. You can choose a different 
tone of the same colour to achieve the desired result. 
 
There are warm colours such as red, yellow and orange and cool colours such as 
blue and green. However each of these colours can be made warmer or cooler and 
completely change the impression given. For example a bright neon orange has a 
completely different feel to a subdued terracotta. 
 
Once you have the right colour or colours, use it consistently across all of your 
communication touchpoints. 

Colour schemes 
 
There are a number of colour schemes to consider when trying to ensure the 
colours go well with each other. 
 
Here are some basic themes. 
 
Complementary colour scheme – these are colours directly opposite each 
other on the colour wheel such as red and green. Used together they have a big 
impact. 
 
Analogous colour scheme – these are colours that are next to each other on the 
colour wheel. They can create a harmonious feeling. 
 
Triadic colour scheme – these are colours that are evenly spaced around the 
colour wheel. This can be a quite vibrant scheme. 
      
There are several other schemes you could use, but it is best to refer to a colour 
wheel or an expert to better understand them. 

Warm and cool colours 
 
You need to decide whether warm or cool colours best reflect your business. 
 
Warm colours are vivid and energetic, and tend to have red and yellow tones. 
 
Cool colours are more calming with blue and green tones whereas white, black and 
grey are neutral. 
 
You don’t want to mix warm and cool colours (as a general rule) but this doesn’t 
mean you have to completely rule out whole colour groups. Since most colours are 
made up of a combination of the primary colours red, blue and green (blue and 
yellow), it’s possible to have warm and cool versions of the same type of colour. 
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For example, lime green can be a very warm colour if it has a lot of yellow in it, but 
it can also be cooler if it has more blue in it. A warmer lime green may suit a gym 
business as it suggests energy, where a cooler lime might suit a day spa and 
massage business where you want people to come in and relax. 

3. Understand your colour breakdown 
 
Once you have chosen your colours, it’s important to get exact colour breakdowns 
so the same colour can be replicated everywhere. Just because a colour may look 
one way on your screen, and when you print it, doesn’t mean it will look the same 
way on someone else’s computer or printer. 
 
If you choose a specific lime green, you want it to be the same lime green on your 
business cards, as it is on your signage, as it is on your uniforms. This maintains the 
integrity of your brand. 
 
This can be achieved by understanding the breakdown of your colours in terms of 
red, green (blue and yellow) and blue. As a minimum you will want to know you 
RGB and CMYK breakdowns. Your Pantone or PMS breakdown will also be helpful. 
You can try and determine the breakdowns yourself using the tips below, but this is 
one area where engaging a professional designer to help you can be worth it. 
 
RGB – this stands for Red-Green-Blue and is the most appropriate colour 
breakdown when choosing a colour for computer screens. For example, websites 
and documents designed to be viewed electronically. 
 
Teal is the main colour for one of my brands and is a cross between teal and 
turquoise. It can be represented by the following breakdown. 
 
RGB 0-138-151 
 
You can check the RGB breakdown of a colour you use in a word document or 
other Microsoft programs by selecting the text or background colour in a shape 
and clicking on ‘format’. When you choose colour, choose ‘more colours’ and then 
choose the RGB slider. 
 
CMYK – this breakdown is used for printing with ink. It stands for cyan (a blue 
colour), magenta (a reddish colour), yellow, and key (representing ‘black)’. 
 
The CMYK breakdown for my main colour is as follows: 
 
CMYK 100-0-31-24 
 
You may be able to check the CMYK breakdown for your RGB colour by choosing 
the CMYK slider instead of the RGB slider in Microsoft, using the same process as 
described above (if the option is available). You can also try to use an online 
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approximation tool to convert your RGB to the CMYK code – you can search for 
‘RGB or CMYK converter’ in your favourite search engine. 
 
PMS (Pantone Matching System) – Pantone colors are a result of specific 
mixtures of ink and can overcome some of the inconsistencies you may get with 
calibration between different printers that can result in minor CMYK variances. You 
would use a PMS or Pantone colour when you want the colour to be as completely 
accurate as possible. 
 
You can use programs such as Illustrator or Photoshop to help select a PMS colour 
close to your CMYK colour. Again you can look for an approximation tool online. 
 
The Pantone approximation of my main company colour is as follows: 
 
Pantone 321C 

4. Choose your fonts 
 
Font choice is also important for different communication mediums and can evoke 
different feelings. 
 
You should try and choose 2-3 fonts maximum (not including the font you choose 
for your logo) that will be used across your communication materials. 
 
You will want to choose at least one serif font and one san-serif font. 
 
Serif fonts are fonts where most of the letters have little tails, so the words run into 
each other. Times New Roman is an example of a serif font. 
 
San serif fonts don’t have tails on the majority of the letters. The letters don’t run 
into each other, it is more like printing than say running writing. Arial is an example 
of a san serif font. 
 
Generally speaking san serif fonts are great for headings and serif fonts are good 
for body text, as they encourage the reader’s eyes to flow onto the next word. 
 
The exception is online or on websites, where san serif fonts are more user-friendly. 
Verdana is a very popular web font. 
 
It’s a great idea to think ahead what fonts you want to use, as well as what size and 
style of fonts (bold, italics, underline) for specific situations and documents. 
 
You can even create email signatures and templates for documents you intend on 
using a lot to ensure the fonts are consistently used. You can also develop rules for 
spacing, bullet point style. This consistency will support you brand and give your 
communication materials a professional look. 
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A couple of words of warning though. If you’re on the DIY path I recommend 
choosing popular fonts that would be available to most people when they open 
Microsoft Word or similar documents. Customised fonts are great in terms of 
building a unique brand but can cause difficulties if you don’t know how to embed 
and protect their use and there may be licensing costs. 
 
If a person receiving your communication material electronically doesn’t have the 
same font, their computer will choose a default font, defeating the purpose of 
selecting fonts for your brand in the first place. 
 
There are a couple of things you can do to protect your font and the integrity of its 
appearance, such as converting documents to a pdf or image file or learning how to 
embed fonts. However sometimes this isn’t always feasible so it can be better to 
choose popular fonts. 

5. Now design your logo 
 
Once you have figured out all the above, you should be able to work on a logo that 
represents your brand, using appropriate colours and fonts. 
 
When it comes to your logo you may want to get a professional to design one for 
you. 
 
A professional designer will create a logo based on your brief about style, colours 
etc, but they will also give you the logo in different file types such as JPEG, PNG 
and EPS and on different backgrounds. 
 
Without going into too much detail here, what you need to know is that you will 
need a high resolution version of your logo for high quality and large format 
printing, and a lower resolution one for on screen applications such as the website. 
Some file types such as PNG also have a transparent background, which works 
really well for some design situations. 
 
You may also want a colour one and a black and white one or even grayscale 
depending on where it will be used. 
 
Some organisations have landscape and portrait versions made to suit different 
design situations. Additionally you can have logos with different background 
colours eg. One with a white background and one with a dark background, 
depending on where the logo will be used. 
A professional designer will create all of the different versions for you. 
 
However it is possible to create your own logo versions using design programs such 
as Illustrator and Photoshop. 
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You can also use DIY logo design online services. 

6. Create a visual identity guide 
 
Once you have locked in the above details and have your logo, you should compile 
the key information in one guide that can be referenced by anyone who needs it. A 
Visual Identity Guide or briefer Style Sheet should be accessible and referred to by 
staff, printers, designers and marketing officers to ensure your brand is protected. 
 
In your visual guide, outline your style, logo and how it should be used, fonts, 
colours and colour breakdown and guidelines and samples of how to use all of the 
above. 
 
A sample style sheet can be found below. 
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mypr+ Style Sheet 

Logo 
	  

Arial bold in logo. Colours Teal and 
Charcoal (see below) 
	  
	  

Primary palette 
Teal            Turquoise    Spearmint     Charcoal 
	  
 
Pantone 321C       Pantone 7471C         Pantone 7486C            Pantone Black 7C  
RGB 0-138-151       RGB 144-224-221     RGB 193-226-165        RGB 62-58-54 
CMYK 100-0-31-24 CMYK 39-0-17-0       CMYK 26-0-44-0          CMYK 65-61-64-53 

Secondary palette 

Ruby     Fuchsia        Tangerine      White 
	  
	  
Pantone 485C       Pantone 213C           Pantone 172C            White  
RGB 220-36-31       RGB 230-21-119       RGB 253-71-3            RGB 255-255-255 
CMYK 8-98-100-1   CMYK 3-99-21-0       CMYK 0-86-100-0 
	  

Headings 

Heading	  1	  –	  Segoe	  Script	  bold	  17	  Teal	  
 
Heading 2 – 14 bold Arial – charcoal  
 
Heading 3 – 12 bold Arial – black  
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Body Text 
	  
Arial 11 for body text (for materials predominately read on screen) 
 
Garamond 11 for body text in printed materials  

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor incididunt ut 
labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in 
voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit anim id est laborum. 

Single spacing. At least 6pt before and after. Bullet point lists as follows: 

+ Bullet point 
+ Bullet point: 

̶ Bullet point 
̶ Bullet point. 

 
Verdana for web  
 
mypr+ (my and + bold and pr non-bold is style to be used for 
normal body text) 
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COPYRIGHT 

HOWTOMARKETING™  is a product wholly owned by MY PR plus. No part of this 
document may be reproduced or transmitted in any form or by any means, 
electronic or mechanical, including by photocopying, facsimile transmission, 
recording, re-keying or using any information, storage and retrieval system, without 
the prior permission in writing from mypr+. Request for permission or further 
information should be addressed to info@howtomarketing.com.au 

 


