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What is a Brand Narrative?

Your brand narrative is your 
north star. The goal is to keep 
it simple enough so that it can 
be a clear and unifying touch-
point for everyone on your team. 
It captures the essence of your 
brand, and shows how your 
organizational theory of change 
comes to life.

A brand narrative is used to 
guide internal and external 
communication, visual design, 
content strategy, messaging 
and copywriting—virtually all 
the ways your brand creatively 
takes shape in the world.

And the most important 
part: it’s all about keeping 
your audiences central 
to the story. Your brand 
narrative demonstrates that 
you understand what your 
audiences need and want—and 
ultimately, why you’re the best 
partner for them on their journey.
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Strategic Brand Narrative

Brand
Expression

Brand
Foundation

CHARACTER
What’s your persona?

AHA
What’s the pivotal insight?

CORE VALUES
What values move us and our audiences?

AUDIENCE
How do people need our help?

THEORY OF CHANGE
What do you have to do to get there?

VISION
What do you hope to achieve?
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Brand Character

The Revolutionary
Revolutionaries break 
conventions. They pursue 
the leading edge. 
In these times, believing 
in a positive future and 
embracing the courage of 
optimism is the new frontier.

Vision
Our greatest global challenges are our breakthrough 
opportunities. 
Knowing this, we gather innovators and thought-
leaders of our time to create a transformational way 
forward through a powerful exchange of ideas and 
innovative strategies.

Theory of Change
Focusing on the areas of prosperity, politics, and 
planet, we help frame a positive way forward by giving 
thought-leaders and innovators access to each other in 
bold, exciting new ways.
Through this network, we develop insights and share 
potential solutions through a seamless transition from 
offline to online dialogue and insight development, 
engaging audiences across a spectrum of touch-points.

The Reinvent Brand Strategy
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Innovators, experts, and 
thought-leaders
This audience consists of leaders 
in their respective fields. They 
are compelled by the offer of a 
highly generative environment 
where they can cross-pollinate 
ideas, fast-track breakthroughs, 
and gain exposure.

Organizational change-
makers 
This audience is advanced in 
their fields. They might already 
be leaders in their companies, 
start-up entrepreneurs, or voices 
challenging their organization’s 
status quo. They are compelled 
by the offer of a highly 
generative environment where 
they can gain direct access to 
innovators and experts, network 
with other change-makers, and 
capture insights in real-time.

Sophisticated public
This audience finds synergy with 
the first two audience groups 
as ambitious learners. Their 
consumption of online media is 
in service to them growing their 
own leading edge, as well as 
a way of sparking change and 
growth in their respective fields 
and careers. With varying ages 
ranges in this audience, we 
offer media that is longer form, 
shorter form, and interactive to 
meet them where they are at.

Core Audiences



REINVENT BRAND NARRATIVE & VISUAL GUIDELINES 7

Vision
We hold a vision of a 
transformed world, and our 
revolutionary spirit is manifest 
in our willingness to stake a 
claim to this positive vision of 
our future, striving for bold and 
courageous innovation in the 
most impactful areas of change.

Innovation
We embrace the power of 
creativity, focusing its energy to 
generate potential solutions and 
impactful strategies to some of 
our greatest local, national and 
global challenges.

Collaboration
Our future is only possible 
through the power of 
our networks and the 
commonwealth of ideas they 
engender. Together, we have 
access to exponential rewards—
alone, we atrophy.

Brand Values

Aha 
Moment

We’re having the conversation everyone wants to 
have—and we’re having it in bold, new ways.
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Words We Love

POLITICS
PIONEER

INVENT

ECONOMY

INSIGHT

COURAGE

HEALTH

COMMUNITY

INCLUSION

FOCUS

DYNAMIC

DIVERSITY

DESIGN PEOPLE

ARCHITECT

AUDACIOUS CITIES

RENEGADE

DISCOVER
EDGE

DEMOCRACY

EXPERTISE

CHALLENGE

JUSTICE
EMPATHYSTABILITY

VOTE

CREATE

INFLUENCE

RIGOR

ICONOCLAST

INTELLIGENCE

PRODUCTIVITY

GROWTH

TECHNOLOGY

PROSPERITY
INNOVATE

SUSTAINABILITY

BREAKTHROUGH

OPTIMISM
PLANET

TALK
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Visual Guidelines

Why?
Your brand is expressed visually 
through your logo, color palette, 
typography, and any visual 
element that your audience 
sees. It’s important to maintain 
consistency and quality in 
every instance your brand is 
expressed, because that’s how 
your audience sees you and 
recognizes who you are, just like 
recognizing a person’s face.

Using the Guidelines
The following pages contain 
rules for using your logo, color 
palette, and typography. They’re 
written so that anyone can 
follow them, not just designers. 
For assets or situations not 
covered by this guide, use your 
judgment to extend the visual 
brand in consideration of the 
existing guidelines.

Don’t Overdo It
When in doubt, err on the side 
of “less is more.” Keep it simple, 
clean, and unadorned. Resist 
the urge to “decorate” with 
extraneous elements, and don’t 
be afraid of negative space. 
Most of the design work has 
already been done for you in this 
guide—just follow the rules.
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The Logo
The Reinvent logo exists in multiple formats, depending on 
its intended usage. Be sure to select the appropriate logo for 
each particular application.

The Tagline
Accompany the logo with tagline only when you can do 
so at a size that is sufficient for clear legibility. Smaller 
instances of the logo must not include the tagline. In 
occasional situations with sufficient horizontal space (such 

as the cover of this document), the tagline may be placed 
to the right of the logo, aligned to the baseline of the 

“REINVENT” logotype with precisely the same height as the 
lowest stroke of the “E” as shown.

The full-color logo is used in all cases 
when it can be shown against white.

The solid white logo is used 
against a photo, or any other 
background that is not conducive 
to the full-color logo.

The full-color logo for black is 
similar to the full-color logo, 
but for use against a black 
background. Note the difference 
in type color from logo on white.

The solid black logo is used when 
color printing is not available, or 
when cobranding specifications 
limit color usage (solid grey is also 
acceptable).
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The Bug
Simply the “RE” portion of the logo is referred to as the 

“bug” and can be used as a shorthand for the logo when 
space is limited, or when the full logo is not necessary. The 

bug may also precede a particular topic or concept, such 
as “REwork” or “REimagine,” which will appear in typeface 
Saira SemiBold (see pages 14 and 15).

The full-color bug is used in all 
cases when it can be shown 
against white.

The full-color bug for black is used 
against black.

When shown at the bottom right 
of a video, use the white bug with 
an opacity of 25%.

The solid white bug is used 
against a photo or other 
background that is not conducive 
to the full-color bug.

The solid black bug is used when 
color printing is not available, or 
cobranding specifications limit 
color (solid grey is also acceptable).
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Things to Avoid
Don’t make these common mistakes when working with the 
logo. The integrity of your brand relies on consistent, correct 
logo usage across platforms.

Do not adjust logo colors
Do not add drop shadows or other 
effects

Do not adjust kerning

Do not use the tagline variant at a 
size so small that the tagline is not 
clearly legible

Do not place other type or objects 
too close to the logo (err on the 
side of more rather than less 
clear space)

Do not use the full-color logo in 
grayscale (use the specified solid 
black variant for this)

Do not recreate the logotype by 
combining the bug with “INVENT” 
in a different typeface

Do not recreate the tagline in 
another typeface

Do not use the full-color logo with 
transparency (use a solid variant 
for this if necessary) Do not rotate the logo

You’re invited to a special event!

A B e t te r Wa y For war d

INVENT

Do not stretch the logo 
disproportionately

Do not place the standard logo 
against black (use the specified 
variant for a black background)
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Color Palette
Use the brand palette for all type, objects, and any other 
assets created for the brand. Avoid using too many colors at 
once, and remember that less is more, especially because the 

logo itself is rich in color. You may also create gradients for 
photo overlays, color fields, or other objects, as long as the 
stops at each point use the color numbers specified below.

Primary colors, which are also used to create the gradient in the logo

Type colors (black type must never be used)

Secondary colors, which are used for accents, links, small objects, and supplemental gradients

Gradient examples (use a linear gradient at an angle of approximately 80º)

* This is the gradient 
used in the logo

Blue (tagline color)

RGB 24   186   208

CMYK 70   2   16   0

HEX #18BAD0

Mid Grey

RGB 81   86   96

CMYK 69   58   47   26

HEX #515660

Purple

RGB 166   0   186

CMYK 48   92   0   0

HEX #A500BA

Light Grey (logotype color)

RGB 150   163   176

CMYK 44   30   24   0

HEX #96A3AF

Mint

RGB 4   200   122

CMYK 72   0   73   0

HEX #04C87A

Magenta

RGB 232   0   158

CMYK 8   95   0   0

HEX #E8009E

Orange

RGB 255   88   0

CMYK 0   80   100   0

HEX #FF5800

Blue

Purple

Blue

Magenta

Magenta

Orange

Mint

Blue
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Saira 
Medium, SemiBold, & Light 
Lorem ipsum dolor sit amet
CONVALLIS CONSECTUTUER MORBI INTERDUM ADIPSCING ELIT CONVALLIS

Muli
Light, Light Italic, Regular, Italic, Bold, Bold Italic
Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Donec odio. 
Quisque volutpat mattis eros. Nullam erat ut turpis, suspendisse.

Reinvent announces new initiative 
(headline in Saira Medium)
BY ELIZABETH McMASTER (BYLINE IN SAIRA MEDIUM IN ALL CAPS)

Lorem ipsum dolor sit amet, consectetuer 
adipiscing elit. Phasellus hendrerit. Pellen-
tesque aliquet nibh nec urna. In nisi neque, 
aliquet vel, dapibus id, mattis vel, nisi. Sed 
pretium, ligula sollicitudin laoreet viverra, 
tortor libero sodales leo, eget blandit nunc 
tortor eu nibh. Nullam mollis. Ut justo. 
Suspendisse potenti. Sed egestas, ante et 
vulputate volutpat, eros pede semper est, 
vitae luctus metus libero eu augue lorem 
ipsum dolor sit amet. Suspendisse ac urna. 
Etiam pellentesque mauris ut lectus. Nunc 
tellus ante, mattis eget, gravida vitae, 
ultricies ac, leo. Integer leo pede, ornare a, 
lacinia eu, vulputate vel, nisl.

Lorem ipsum dolor sit amet, convallis 
major? (subhead in Saira SemiBold) 
Morbi purus libero, faucibus adipiscing, 
commodo quis, gravida id, est. Sed lectus. 
Praesent elementum hendrerit tortor. Sed 
semper lorem at felis. Vestibulum volutpat, 
lacus a ultrices sagittis, mi neque euismod 

dui, eu pulvinar nunc sapien ornare nisl. 
Phasellus pede arcu, dapibus eu, fermen-
tum et, dapibus sed, urna. Morbi inter-
dum mollis sapien. Sed ac risus. Phasellus 
lacinia, magna a ullamcorper laoreet, 
lectus arcu pulvinar risus, vitae facilisis 
libero dolor a purus. Sed vel lacus. Mauris 
nibh felis, adipiscing varius, adipiscing in, 
lacinia vel, tellus. 

Nunc tellus lacinia, mauris ut justo 
Suspendisse mauris. Fusce accumsan 
mollis eros. Pellentesque a diam sit amet 
mi ullamcorper vehicula. Integer adipiscing 
risus a sem. Nullam quis massa sit amet 
nibh viverra malesuada. Nunc sem lacus, 
accumsan quis, faucibus non, congue vel, 
arcu. Ut scelerisque hendrerit tellus. Inte-
ger sagittis. Vivamus a mauris eget arcu 
gravida tristique. Nunc iaculis mi in ante. 
Vivamus imperdiet nibh feugiat est. (Body 
text in Muli Regular with Italic, Bold, and 
Bold Italic used where necessary)

For headlines

For body text

Usage Example

Typography
Selected for their progressive character, unique appearance, 
and ease of use across media, the typographic family 
consists of two typefaces available free of charge from 
Google Fonts: Saira is used for headlines, and Muli is used 
for body text. Both can be deployed as web fonts, as well as 

downloaded for desktop use with no licensing restrictions. 
Because both fonts are free and available for all platforms, 
it is not acceptable to use any other typefaces. Be sure to 
adjust tracking (space between letters) and leading (space 
between lines) for legibility depending on usage.

https://fonts.google.com/
https://fonts.google.com/specimen/Saira
https://fonts.google.com/specimen/Muli
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work

imagine

the future of work

the future of work

the future of work

the 
future 
of work

envision tech

energize politics

When using the bug to brand a topic or concept with 1-3 words

Align the baseline to the 
bottom of the E in “RE” and 
the top of the x-height to 
the top of the middle stroke 
in the E in “RE”

Align the baseline to the bottom of the E in “RE” 
and the top of the ascender height to the top of the 
middle stroke in the E in “RE”

Align the baseline to the 
bottom of the E in “RE” and 
keep the same ascender 
height as in the above 
example, but stack the words 
as shown with left alignment, 
and use tight leading

Use a type size that results in an 
ascender height roughly the same 
as the height of the “REINVENT” 
logotype, keep sufficient clear 
space beneath the logo, and align 
the left edge to the left of the “R”

Resist the urge to replace the tagline with other 
type. This space is reserved for the tagline only; in 
the absence of the tagline, the resulting negative 
space must be preserved to maintain the visual 
strength and clarity of the logo.

Saira SemiBold

Bug in blue

When using the full logo to brand a topic, concept, or series, select one of these lockups as appropriate. Use 
mid grey type, or select a color from the brand palette if doing so works with the rest of your design.

Branded Topics & Series
When using the bug or full logo to brand a particular topic, 
series, concept, or event, use the appropriate headline 
font (Saira SemiBold) in lowercase to create the title. If the 

Reinvent logo already appears elsewhere on the page, do 
not reuse the full-color bug, as this will be redundant. Instead, 
select a solid color from the brand palette.



© 2017 Reinvent

The End
(which is just the beginning)


