
 

BRANDING STYLE GUIDE 
What is a branding style guide? 
A branding style guide is a reference tool that explains how you present your project to 
the world, helping maintain consistency in how your project looks, feels, and sounds. 
Your brand is the face, personality, and values espoused by your project, and your 
guidebook is an important tool for ensuring that you are recognizable and trustworthy to 
the public.  

BRAND GUIDE INSPIRATION 
What has worked in the past for your iGEM team? What are other brands or 
iGEM teams that we like? What do they look like?  
 

BRAINSTORM 
Mission and Vision Statement  
Create a mission statement about the reason your project exists, and a vision statement 
about how the world should be as a result of your project. As long as these statements 
are true to your brand, they can be as short, detailed, broad, or specific as you wish.  

Target Audience 

When determining your target audience, consider all the people who will be directly or 
indirectly impacted by your project. Who will be the most impacted? Who do you want 
your project to appeal to? Filling out the following specifics for your target audience can 
also be useful. 

● What is the age range of your target audience? 
● What is the gender of your target audience? 
● What is the marital status of your target audience? 
● What is the geographic location that your target audience is based in? 
● What is the income or funds of your target audience? 
● Psychographics 

○ What does your target audience value?  
○ What does your target audience want in a product?  

● Why does your target audience need this project? 
 

 

 



 

Personality 
Your brand’s personality is a handful of adjectives that describe your brand and inform 
both your visual and voice identity - in other words, how you look and sound.. A good 
starting point is to complete a we are/are not exercise, after which you can narrow your 
list down to 3-5 adjectives. 

We are...  We are not... 

   
 
Values 
Your brand values are the guiding principles for all company decisions and actions. As 
these values will be embodied by all team members, it’s important to collaborate, listen, 
and refine ideas through the brainstorming process. After defining your brand values, 
it’s also important to ideate some actionable ways to embody these values in all project 
endeavours. 

Colour Palette 
What mood, tone, or feeling should your brand colours convey? What associations 
should the colours hold, and how will they represent your project? Take into 
consideration similar projects and determine what you like about their colour palettes. 
Do you want to stand out or fit in with these projects? 

Start by identifying one or two complementary colours to form the basis of your palette, 
and slowly fill it in by adding in additional colours. A good tool for finding compatible 
colours is Coolors.  
 
When selecting colours, be sure to consider how they will be used across your 
deliverables. Which colours will make good accents? Which colours will be a good 
background for your wiki or poster?  
 
Once you have your colours, include information for the print color, digital color, and 
color match to ensure that these colours can be reproduced accurately.  
 
Typography 
Overall Considerations 
When choosing a font, consider the tone each typeface conveys. Does your project 
need a font that is mature and elegant, or one that is more unique and exciting? 

 



 

Consider how many different fonts you will need for various deliverables, and how many 
you need to convey a hierarchy of information. Regardless of what font you choose, 
make sure that your fonts are professional and easy to read, and that all font choices 
are consistent and complementary of one another.  
 
Guidelines for Typography 
Once you have selected your fonts, develop guidelines for how they will be used. The 
following considerations are important:  

● How will fonts be paired? 
● What size will the fonts be in?  
● If the font size changes, what is the spacing required? Consider tracking and 

kerning ratios. 
● How will fonts be used to convey a hierarchy of information? For example, which 

fonts are titles? Major or minor headers? Body text?  When can fonts be bolded 
or accented in different colours? 

For best practices, include examples for each question above.  
 
Logo Guidelines 
Desired Elements 
What does your team want in a logo? Is it simple or sophisticated? Vibrant or solid? 
What phrase or words should be included in the logo? Should the logo have both a 
logograph (symbol) or logotype (text)? As one of the most recognizable aspects of your 
brand, it’s important to collaborate and refine ideas in order to attain a logo that is 
representative of your brand identity.  
 
Usage Guidelines  
Once you have your logo, it’s important to ensure that it is used only in the way you 
intended. Considering the following details will help you ensure that your logo is not 
compromised or misused.  

● What is the minimum size of the logo? The width:height ratio? 
● How much space does the logo need? Does it need white space around it? 
● When should colour variations, such as a greyscale logo, be used? 
● What type of background the logo can be used upon? 
● What are things not to do? 
● If your logo consists of a logograph and logotype, when is it acceptable to use the 

full logo versus only parts of the logo? 
For best practices, include examples of each scenario you have stipulated. 
 

 



 

Images 
As the old adage goes, a picture is worth a thousand words, and the pictures that are 
incorporated across your deliverables and public fronts will reflect significantly on your 
brand. A good place to start is by curating images that convey the general feeling that 
you want your audience to feel when they interact with your project. What visual details 
in images might misrepresent your project?  Consider if and how images will be edited 
(ex: which filter will be used), to ensure that images maintain a consistent feel across all 
outlets. 
 
Voice 
Your brand voice defines the way your brand communicates through writing. Determine 
what tone all writing should convey, and the key takeaway messages or feelings for 
audiences. For writing that discusses certain project details, such as community 
implementation of your project, it may also be beneficial to discuss words that are 
on-brand and words that are off-brand:  

Words we like / On-brand  Words we don’t like / Off-brand 

●   ●  

 

 
BRAND STORY 
How do you introduce your brand to the world? 

A branding style guide contains much more information about your brand inspiration 
than what the public needs to know, such as details about how your logo can and can’t 
be used. Consider the most fundamental ideas behind your brand story and decide 
what would be beneficial for the public to know. For example, should they know both 
your mission statement and vision statement? A simple summary of the most important 
details will help the public become familiar with your brand. 
 

OTHER CONSIDERATIONS 
What else does your brand style guide need to include?  
This branding how-to provides a starting point for creating your project’s brand identity. 
But there are often many more details that your branding style guide will include. If your 
brand has various social media platforms, for example, consider how each platform will 
be used and what guidelines should be put in place. If you create any physical assets, 
like brochures or products, how will they remain consistent with your brand identity? 
What considerations for wiki design need to be determined in order to remain 

 



 

on-brand? Compile a list of any such additional considerations, and develop a plan for 
creating further guidelines.  

 
CONTACT US 
Have questions about something in this guide? Feedback for future branding materials? 
Let us know by emailing us at igemcalgary@ucalgary.ca!  
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