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| Brand guidelines

Introduction
This document is a starting point—for everyone shaping how Reinvantage shows up in the world. 
Whether you’re part of our team or working with us from the outside, these guidelines are here to 
help you communicate with consistency, clarity, and intent.
Inside, you’ll find the foundations of our brand: the thinking behind it, the way we look and sound, 
and how we bring it all to life across touchpoints.
By following these principles, you’re not just keeping things on-brand. You’re helping to build a 
brand that feels coherent, confident, and ready for what’s next.
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| Brand guidelines

Brand
strategy
Strong brands rest on solid foundations. Alongside our 
business strategy, culture, and operational focus, our brand 
strategy plays a vital role in shaping and sharing who we 
are. It defines what we stand for, how we’re perceived by 
key audiences across the world, and what sets us apart in a 
crowded landscape.
In the next section, we unpack the core elements of our 
brand strategy—and show how they come together to tell a 
cohesive story. A story that guides decision-making, both 
within the organisation and beyond.
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Reinvantage captures the spirit of 
transformation and progress.

Rooted in the fusion of two 
ideas—reinvent and advan-
tage—our name speaks to a mind-
set of innovation, adaptability, and 
forward-thinking action. It reflects 
our belief in continuously redefin-
ing what’s possible, opening new 
paths, and staying ahead in a 
changing world.
At Reinvantage, reinvention isn’t 
just a concept. It’s a practice. One 
that turns ideas into outcomes, 
and change into advantage—shap-
ing success that lasts and growth 
that matters.

| Brand guidelines

Brand strategy | Name
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Brand strategy | Brand positioning

At Reinvantage, our brand positioning is all about embracing change and creating 
opportunities. We stand at the intersection of reinvention and advantage, empowering 
our clients and partners to reimagine what’s possible while gaining a competitive edge. 
Our name reflects our core belief: success isn’t just about keeping up—it’s about 
leading the way, continuously adapting, and finding new ways to thrive.

We position ourselves as a catalyst for transformation, o�ering innovative solutions 
and a fresh perspective to help our clients navigate challenges and unlock potential. 
With a focus on collaboration, forward-thinking strategies, and a human touch, 
Reinvantage is more than a brand—it’s a partner on your journey to redefining success.

At Reinvantage, we help people and organisations stay ahead, shape what comes next, and know when to move before 
the ground shifts beneath them. We don’t just help them manage disruption—we make them fluent in it. We help them 
reinvent.

06



Brand strategy | Mission and vision

At Reinvantage, we help people and 
organisations outthink disruption, 
outpace change, and outlast 
uncertainty. 

We turn insight into action, guiding 
people, businesses and governments to 
reinvent how they work, communicate, 
and grow. Reinvantage makes 
reinvention practical, achievable, and 
lasting. 

We want to build a future where agili-
ty is an asset, not a last resort. A 
future where reinvention isn’t a re-
sponse to crisis—it’s a mindset. 
Where businesses anticipate, not 
react. Where governments lead with 
foresight, not catch up. And where 
people don’t just manage change, 
they shape it. 

Our mission

Our vision
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Visual identity

| Brand guidelines

Our visual identity is a vital toolkit for expressing the Reinvantage brand with clarity and consistency across all 
communications and touchpoints.

In this section, we explore the thinking behind our core visual components—and the guidance for using them 
well: logo, colour palette, typography, imagery, graphic elements, and data visualisation.
Together, these elements ensure every expression of Reinvantage feels considered, cohesive, and impactful.
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Visual identity | Logo

March 26, 2025   |   Version 1.0

Logo
The Reinvantage logo strikes a balance between modern simplicity and timeless 
elegance.
Its clean, sans-serif typeface conveys clarity and confidence, while the subtle blue 
accent on the letter 'i' adds a fresh, distinctive touch. Designed as a wordmark, the 
logo places our name at the centre—ensuring it is instantly recognisable and easy 
to remember.
Versatile and composed, the logo adapts seamlessly across contexts while retain-
ing a polished, professional presence. It’s a visual statement of innovation, refine-
ment, and quiet confidence.
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Visual identity | Logo components

An accent element, when designed with upward 
motion or elevated positioning, intuitively signals 
a higher vantage point—a symbol of strategic 
thinking and forward momentum.
An upward-slanting form, such as a trapezoid 
angled towards the top, evokes ascent, prog-
ress, and purposeful movement. When made 
visually distinct—through contrast in colour, 
shape, or alignment—it becomes a subtle yet 
powerful focal point.
In our logo, this accent is integrated within the 
typography itself, angled at precisely 20 
degrees. A small detail that reinforces a larger 
message: progress, by design.

20 Angleo
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Visual identity | Logo versions

Colour positive

Colour reverse

One-colour black positive

One-colour white positive
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Visual identity | Logo photographic backgrounds

Ensure that photography 
provides su�cient con-
trast to keep the Reinvan-
tage logo clear and 
legible.
Use the colour-positive 
version exclusively on 
lighter imagery, and the 
colour-reverse version 
only on darker back-
grounds. Where needed, 
the accent colour may be 
adjusted to match the 
primary brand colour
—ensuring consistency 
without compromising 
visibility.dark background

dark backgroundlight background

light background
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Clearspace
Clearspace refers to the area surrounding 
the logo that must remain free from text, 
graphics, or other visual elements. This space 
ensures the logo remains distinct and legible 
in any context. The minimum clearspace 
should be equal to half the height of the logo.
Exceptions may occasionally be required, but 
the logo must always remain aesthetically 
clear and visually prominent.

Minimum Size
To ensure readability across both print and 
digital applications, the logo should never be 
used below the minimum size specified in 
these guidelines.
Adhering to these rules protects the clarity, 
professionalism, and impact of the Reinvan-
tage brand in every setting.

Visual identity | Clearspace and sizing

Minimum screen size - 100px wide

Minimum print size  - 15mm width

Minimum clearspace - half the height of the logo

Minimum print size on standard size pen
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Visual identity | Special usage - Icon

Recommended colour variants

Special usage |  Icon

This icon, featuring a lowercase 'r', is 
simple yet distinctive. Designed for use 
in digital contexts—such as apps, web 
platforms, and social media—it o�ers a 
clean, modern aesthetic that ensures 
both recognition and versatility.
Rooted in our primary colour palette, the 
icon adapts seamlessly across 
applications while remaining 
unmistakably Reinvantage.
Below are the recommended colour 
combinations to maintain consistency 
and visual clarity across all uses.
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Logo misuse

It’s essential to protect the integrity 
of the Reinvantage logo by using it 
consistently and correctly.
Avoid any alterations, distortions, or 
additions to the logo. Even small 
changes can dilute its impact and 
weaken the strength of the brand.
The following examples highlight 
specific misuses to avoid—each one 
a reminder of how careful design 
protects clarity, professionalism, and 
trust.

Visual identity | Logo misuse

Lorem                                        psum 
dolor sit amet, consectetur adipiscing 
elit, sed do eiusmod tempor incididunt 
ut labore et dolore magna aliqua.

X Don’t create alternate color versions X Don’t skew or distort the logo

X Don’t use the logo, wordmark or symbol in text

X Don’t use the accent without the wordmark

X Don’t stretch the logo.

X Don’t add additional accent shapes

X Don’t add e�ects and shadows to the logoX Don’t lock up with text

Agility with impact
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Visual identity | Logo demonstration
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Colour
Our brand colours are carefully selected to set us apart—not just from competi-
tors, but across diverse cultural settings.
Dark blue anchors the palette, conveying values such as knowledge, authority, and 
dependability—qualities that resonate globally.
Together, our colours express a forward-looking mindset, with innovation and trust 
at the heart of who we are.
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Please note that slight variations in 
colour may occur when printed or 
reproduced across di�erent media.
When matching our colours outside 
the specified colour modes, consult 
your printer for guidance—and always 
request a proof before proceeding to 
final production.
Attention to detail here ensures the 
brand remains consistent and visually 
coherent in every setting.

HEX: #2e3440 

R: 46  
G: 52 
B: 64 

C: 28 
M: 19 
Y: 0 
K: 75

HEX: #47c4d6 

R: 71 
G: 196 
B: 214 

C: 67 
M: 8 
Y: 0 
K: 16

HEX: #e5d5b8 

R: 229 
G: 213 
B: 184 

C: 0 
M: 7 
Y: 20 
K: 10

HEX: #d8dee9 

R: 216 
G: 222 
B: 233 

C: 7 
M: 5 
Y: 0 
K: 9 18

Visual identity | Colour



Functional colours

Our functional colour 
palette includes black, grey, 
light grey, and subtle tints of 
our core brand colours. 
These shades add depth 
and clarity to our 
designs—particularly in text, 
charts, graphs, and 
background elements.
White serves as a key 
organisational tool, o�ering 
space for content to 
breathe and ensuring each 
element lands with clarity 
and focus.
These tints may be used 
across backgrounds, data 
visualisations, and other 
supportive design 
areas—always in a way that 
complements the overall 
aesthetic.

HEX: #d8dee9 

R: 216 
G: 222 
B: 233 

C: 7 
M: 5 
Y: 0 
K: 9

 HEX: #050505 R: 5 G: 5 B: 5 C: 0 M: 0 Y: 0 K: 98

 HEX: #575353 R: 87 G: 83 B: 83 C: 0 M: 5 Y: 5 K: 66

 HEX: #ffffff R: 255 G: 255 B: 255 C: 0 M: 0 Y: 0 K: 0

 HEX: #bfbdbc R: 191 G: 189 B: 188 C: 0 M: 1 Y: 2 K: 25

HEX: #606d82 R: 96 G: 109 B: 130 C: 26 M: 16 Y: 0 K: 49

HEX: #adbbc9 R: 173 G: 187 B: 201 C: 14 M: 7 Y: 0 K: 21

HEX: #aedfe5 R: 174 G: 223 B: 229 C: 24 M: 3 Y: 0 K: 10

HEX: #dcf1f3 R: 220 G: 241 B: 243 C: 9 M: 1 Y: 0 K: 5

HEX: #f7efe3 R: 247 G: 239 B: 227 C: 0 M: 3 Y: 8 K: 3

HEX: #d2d5db R: 210 G: 213 B: 219 C: 4 M: 3 Y: 0 K: 14

HEX: #e5f4f8 R: 229 G: 244 B: 248 C: 8 M: 2 Y: 0 K: 3

HEX: #edf2f9 R: 237 G: 242 B: 249 C: 5 M: 3 Y: 0 K: 2

19

Visual identity | Colour



Logo 
colour variations

Please note that some of the 
colour variations shown are 
for visual reference only and 
are not intended for practical 
use.
Always refer to the approved 
palette when applying 
colours in live environments 
to ensure consistency and 
brand integrity.
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Typography
Neue Haas Grotesk is our primary typeface—a versatile, dependable choice 
designed for global communication. Its exceptional legibility and adaptability 
make it ideal for use across languages, formats, and platforms.
Echoing the bold structure and rounded forms of our logo, the typeface em-
bodies clarity and authenticity—capturing the essence of the Reinvantage 
brand.
The sizing of headings, subheadings, and body text is always guided by con-
text and intent—ensuring information is presented with balance, purpose, and 
ease of reading.
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Neue Haas Grotesk is a 
classic yet highly versatile 
typeface—modern, flexible, 
and well-suited to a wide 
range of applications.
Building on the foundations of 
earlier sans-serif designs, it 
o�ers enhanced control over 
weight, width, and size, 
making it ideal for everything 
from detailed body text to 
bold, attention-grabbing 
headlines.
Its clean structure and open 
curves ensure excellent 
readability and a 
contemporary aesthetic 
across both print and digital 
formats. With the ability to 
fine-tune elements such as 
slant, stroke, and letter height, 
Neue Haas Grotesk adapts 
seamlessly to the needs of 
any design—striking a perfect 
balance between precision 
and visual appeal.

Neue Haas Grotesk

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

Neue Haas Grotesk BoldNeue Haas Grotesk Roman

Neue Haas Grotesk Italic Neue Haas Grotesk Bold Italic

Neue Haas Grotesk Medium
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ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

Neue Haas Grotesk Medium Italic
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Secondary font

EB Garamond is a beautifully 
crafted serif typeface that 
brings renewed clarity and 
grace to the legacy of Claude 
Garamond, the influential 
16th-century French 
typographer. Designed by 
Georg Du�ner as an 
open-source revival, it faithfully 
captures the refinement of 
Garamond’s original 
forms—blending historical 
elegance with contemporary 
functionality.
Timeless in style and highly 
legible, EB Garamond lends 
sophistication to print and 
digital applications alike—from 
books and academic 
publications to websites and 
editorial layouts.
It is a celebration of 
typographic heritage, 
thoughtfully reimagined for 
modern use.

EB Garamond

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@,:{]”*&

EB Garamond boldEB Garamond regular

EB Garamond medium EB Garamond extra bold

EB Garamond  semi bold EB Garamond italic
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Imagery styles
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At Reinvantage, we value both the bigger picture and the details that bring it to life—and our 
imagery reflects that balance.
Rooted in our core brand personality, we’ve developed three distinct visual styles that adapt 
fluidly across communication formats—from elevated brand storytelling 
detailed technical content.
This considered approach ensures our visuals remain purposeful, cohesive, and always 
aligned with the message at hand.

Neue Haas Grotesk is our primary typeface—a versatile, dependable choice 
designed for global communication. Its exceptional legibility and adaptability 
make it ideal for use across languages, formats, and platforms.
Echoing the bold structure and rounded forms of our logo, the typeface em-
bodies clarity and authenticity—capturing the essence of the Reinvantage 
brand.
The sizing of headings, subheadings, and body text is always guided by con-
text and intent—ensuring information is presented with balance, purpose, and 
ease of reading.

Visual identity | Imagery styles



Neue Haas Grotesk is a 
classic yet highly versatile 
typeface—modern, flexible, 
and well-suited to a wide 
range of applications.
Building on the foundations of 
earlier sans-serif designs, it 
o�ers enhanced control over 
weight, width, and size, 
making it ideal for everything 
from detailed body text to 
bold, attention-grabbing 
headlines.
Its clean structure and open 
curves ensure excellent 
readability and a 
contemporary aesthetic 
across both print and digital 
formats. With the ability to 
fine-tune elements such as 
slant, stroke, and letter height, 
Neue Haas Grotesk adapts 
seamlessly to the needs of 
any design—striking a perfect 
balance between precision 
and visual appeal.

Imagery

Select vibrant, high-quality 
images that convey energy, 
agility, and purpose. Opt for 
visuals that feel dynamic and 
engaging—
capturing movement, bold 
colours, and crisp detail. 
Every image should reflect 
adaptability and 
forward-thinking, aligning 
seamlessly with the Reinvan-
tage vision.

Avoid

• Low-quality or blurred images
• Underexposed or overex-

posed visuals
• Heavily compressed files with 

visible artefacts
• Poor composition
• Irrelevant or o�-brand content
• Incoherent or poorly generat-

ed AI imagery

Consistency in visual quality 
reinforces the clarity and 
professionalism of our brand at 
every touchpoint.

28
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To maintain the clarity, consistency, and 
professionalism of the Reinvantage 
brand, avoid the following:

Low quality Images Blurred images

Underexposed images Overexposed images

Images with bad compositionHighly compressed images 

Not related to the content Badly generated AI Images 29
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Patterns
Rooted in the structure of our logo, Reinvantage graphic elements are designed to ex-
press precision and clarity. Two core patterns evolve from the accent detail within the 
logo—serving as visual markers that highlight key messages with purpose and restraint.

Pattern Size
Our patterns are intentionally flexible. Wheth-
er used at scale for visual impact or reduced 
to a subtle accent, they retain their sharp-
ness and integrity—ensuring consistency 
across formats.

Randomness
While grounded in rhythm and balance, our 
patterns can be arranged with controlled 
randomness. This allows for creative freedom 
and distinctive compositions—always in 
harmony with the Reinvantage visual 
language.

30



Pattern #2

Pattern 
size

Randomising 
pattern

Randomising 
pattern and using 
accent element
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At Reinvantage, we value both the bigger picture and the details that bring it to life—and our 
imagery reflects that balance.
Rooted in our core brand personality, we’ve developed three distinct visual styles that adapt 
fluidly across communication formats—from elevated brand storytelling 
detailed technical content.
This considered approach ensures our visuals remain purposeful, cohesive, and always 
aligned with the message at hand.

Pattern #1

Pattern 
size

Randomising 
pattern

Randomising 
pattern and using 
accent element
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Pattern color variations
Pattern #1
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Pattern colour variations
Pattern #2
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Pattern Size
Our patterns are intentionally flexible. Wheth-
er used at scale for visual impact or reduced 
to a subtle accent, they retain their sharp-
ness and integrity—ensuring consistency 
across formats.

Randomness
While grounded in rhythm and balance, our 
patterns can be arranged with controlled 
randomness. This allows for creative freedom 
and distinctive compositions—always in 
harmony with the Reinvantage visual 
language.
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Iconography
Our icon style is minimal, linear, and deliberately refined—chosen for its ability to combine 
clarity with quiet elegance.
These icons are adaptable across four distinct styles, striking a balance between sim-
plicity and expression. Their clean lines create a visual language that supports the mes-
sage without overpowering the design, ensuring coherence across every application.
Regardless of variation, the icons remain consistent in tone—modern, intuitive, and 
versatile—bringing a seamless, polished feel to every project.
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Iconography
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Styles

Light

Regular

Filled

Duotone

Duotone+
Background

Filled+
Background

Visual identity | Graphic elements



Iconography
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Variations

With a comprehensive icon library at our 
disposal, we o�er the flexibility to craft 
custom icons tailored to specific needs.
Whether you're looking for distinctive brand 
elements or specialised designs, our collection 
provides a strong foundation for adaptation. 
Each icon can be refined or created from 
scratch—ensuring it aligns seamlessly with 
your visual language and project vision.

Visual identity | Graphic elements



Iconography
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Categories

General
Arrows
Payment
Business & finance
Charts & diagrams
Location & map
Menu
E-Commerce
Support & reviews
Users & people
Buildings
Multimedia
Medical
Grid & layouts

Communication
Chatting
Messaging
Commenting
Devices & hardware
Security
Sign & controls
Files
Documents
Education
Date & time
Fitness
Brands
Emoji

1350 icons x 4 Styles*
Vector, Figma and web compatible

*Icons available in separate files

Visual identity | Graphic elements



Iconography
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42%
23%
16%
11%
8%

42%
23%
16%
11%
8%

The sample charts shown are for 
illustrative purposes only and do not 
represent final designs.
Chart layouts, colours, and format-
ting will vary based on the specific 
requirements of each project, the 
nature of the data, and the intended 
audience.
Always customise charts to suit the 
context, content, and communica-
tion goals—ensuring clarity, rele-
vance, and visual consistency.

Sample Charts Pie chart example

Data point example Progress bar example

Line graph examples

Visual identity | Graphic elements



Assets

Create social media assets that 
reflect the Reinvantage brand 
by maintaining consistency in 
colour, typography, tone, and 
visual style.
Follow the structure and aes-
thetic of the provided samples 
to ensure coherence, while 
adapting content to suit the 
unique demands of each plat-
form and audience.
Prioritise clarity, authenticity, 
and a strong sense of brand 
identity in every post—ensuring 
that every visual touchpoint 
feels recognisably Reinvantage.

4944
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Profile image

Headers & covers
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Mockup designs

| Graphic elements

Mockup designs act as flexible representations of how our visual elements and colour variations can come to 
life. They o�er a space for creative exploration—allowing designers to test layouts, textures, and palettes, and 
assess how each choice shapes both aesthetic and function.
By presenting multiple directions, mockups support better decision-making and o�er a tangible preview of the 
creative vision—before advancing to final production.
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Mockups
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Mockups
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Mockups
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Mockups
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Mockups
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Mockups
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Mockups
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Mockups
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reinvantage.org

Still need clarity?

If you're ever unsure about how to apply these guidelines, we're here to help. 
Please reach out to us at o�ce@reinvantage.org—we’ll be happy to support 

you in keeping every detail aligned, intentional, and on brand.


