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CORE VALUES

Our brand values reflect our core ideologies and drive the decisions we make. They act as a reality-check which helps us to ensure
that design, photographic and written communications express the unique character of Wilken Group . Every piece of work needs to
encapsulate and express something of value, and should not contradict these values under any circumstances.
These values statements reflect what we must live, breathe and reflect upon during our daily activities. They are the guidelines for
driving every associates’ day-to-day decision making and are the tools to help bring the brand to life.
We exist to keep our clients satisfied; our colleagues & collaborators happy; our staffs fulfilled and motivated; our management
proud and glorious; our brand competitive and progressive.
To achieve the above, we pride ourselves on these Values:

Integrity

Competence

Quality Client

We keep our promises: we are honest,
trustworthy and ethical throughout our
work .

We are research driven: giving
reliable information that help our
clients make the right decisions.

Our clients are the driving force of our
existence; keeping them satisfied is the
fundamental reason for our existence.

Team Work

Prompt Delivery

Versatility

We work together to achieve more.
We commit to achieving in reaching
common goals .
We support one another.

We are quick to act and respond to
clients needs and we perform our
duties without delay.

We are professional and adapt to
the various needs of our clients by
providing exceptional services.
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COMPANY LOGO

Name, company logo, colours, typeface: These are the pillars of our identity.
These characteristics ensure an individual and consistent image of the company on the market.
The graphic of the definitive logo is very clean, square, linear, essential, strong and emphasizes the values of the brand.
The logo is a graphic comprised of the wordmark (logotype) and figurative mark (symbol).
The lettering is created using the Futura typeface, and the stylized lighthouse is inseperable.
The logo should be always produced from the master artwork.
the only time the symbol should be used separately is on the website or social media platforms where there are different elements
present to help the user recognize the brand.
The Wilken Group logo can exist with an “inverted” colour scheme, which means that the main colour is dark blue and the details
remain Gold on a light background.
The monocromatic version has been specifically designed to meet some specific printing requirements.
They should not be used in other circumstances.
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ENGLISH
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ARABIC

ENGLISH
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ARABIC
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CONCEPT STORYTELLING

wilken

Business Name
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Eagle

United

BRAND COLOR PALETTE

Our company colours are professional and modern, expressing who we are.
Pantone 101-16 C is the main colour of the Wilken identity so it has the strongest presence on our brand.
Pantone 663 C complements the dark blue colour, creating balance and making the palette more distinctive and sophisticated.
Pantone 34-6 C balances the other colours and gives space to the elements.
Alternative colours should not be introduced into the system, for they would reduce the impact of our colour palette.
The Wilken logotype can be produced only from these colors.
Please select the most appropriate color for your communication and over time try to use them equally so we don’t become
associated with just one color. You should always try to use the positive (main) version of the logo. However, when the background is
the same colour as an element of the logo you can use the negative version.
The secondary color palette may be used in moderation when you require an alternate option for items like charts, diagrams or
special highlights. They are not to be used as a primary color.
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Light Grey

—
Sophistication
Elegance
Confidence
Corporate

—
Preciousness
History
Exclusivity
Dynamism

—
Minimal
Balanced
Honesty

PANTONE 101-16 C
—
C85 M75 Y45 K50
R45 G50 B67
Hex #2D3243
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PANTONE 34-6 C
—
C24 M44 Y70 K02
R222 G131 B77
HEX #BA945C

TERTIARY

SECONDARY

Gold

PRIMARY

Dark Blue

PANTONE 663 C
—
C00 M00 Y00 K05
R242 G242 B242
Hex #F2F2F2

LOGO GRID

5X

1,5X
3X
2X
3X
2X
2X

30X

Designing a logo and a visual identity goes way beyond the free form and artistic side of what most people think. There is all the
rational part including proportions, scaleability optical adjustments and reproduction that has to be thought in order to create an
efficient and well designed logo. The visual design guidelines will provide this information to ensure that the brand is used correctly.
Here we want to illustrate the construction or guidelines of our logo.
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CLEAR SPACE

We’ve defined an exclusion zone that prevents other graphic elements interfering with the Wilken Group logotype and make sure the
logo is easy to read. Proportions, space and size relationships of all blocks have been carefully developed and makes sure the logo
is easy to read, redrawn, embellished or recreated in any way. An important part of maintaining a consistent presentation is keeping
a clear space around the logo from other text, graphics or illustrations. Crowding the logo detracts from its legibility and impact.
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LEGIBILITY

App Icon / Favicon
Minimum Size

70mm | A2

45mm | A3

30mm | A4/A5

20mm | 60px

32 x 32px

The logo should never be too small to read.
It is not recommended to use the logo at less than 20mm or 60 pixels in width.
The Wilken favicon graphic is linked with the website: it is a smaller representation of the brand for the browser and for the mobile
interfaces. Take into account that the favicon is not the brand logo and should never replace the logo.
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INCORRECT USAGE

The logo must be used as is and not be altered in any way; this means that you MUST NOT:
- Change the logo’s orientation or rotation.
- Disproportionately scale the logo.
- Change the logo’s colors.
- Display the logo with colour combinations
not previously specified.
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- Display the logo in a configuration not
previously specified.
- Attempt to recreate the logo.
- Make alterations to the logo’s text.
- Add special effects to the logo.

- Add an outline to the logo or display the
logo as an outline.
- Display other elements within the logo’s
designated clear space.
- Crop the logo in any way.

PATTERN
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LOGO ON PHOTOGRAPHS

Care must be taken to create well balanced and considered compositions: photography is a key part of the identity and the use of
color should always feel complimentary to the image. When placing the logo over photography please choose a pale area of the
image to maintain sufficient stand out.

17 | www.wilken.com

ICONOGRAPHY
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TYPOGRAPHY

Typography is a powerful tool in the development of a creative identity and is a key element to create a
cohesive look across all communication platforms. Using a typeface consistently makes it recognisable;
it pulls together communications and makes them more distinctive. The style we use to bring our across
all communication platforms: clean, modern, stylish, distinctive and legible. Selected fonts are a great
combination between serif and sans-serif: Futura.
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PRIMARY TYPEFACE

Futura Std
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrsutvwxyz
0123456789 .,?!(@+=/*)$%&
Regular

Semibold

Extra Bold

Marty, is that you? That’s right. No, it was
The Enchantment Under The Sea Dance.
Our first date. It was the night of that terrible
thunderstorm, remember George? Your father
kissed me for the very first time on that dance
floor. It was then I realized I was going to spend
the rest of my life with him. Listen, I gotta go but
I wanted to tell you that it’s been educational.
How’s your head?

Marty, is that you? That’s right. No, it was
The Enchantment Under The Sea Dance.
Our first date. It was the night of that terrible
thunderstorm, remember George? Your father
kissed me for the very first time on that dance
floor. It was then I realized I was going to
spend the rest of my life with him. Listen, I
gotta go but I wanted to tell you that it’s been
educational. How’s your head?

Marty, is that you? That’s right. No, it was
The Enchantment Under The Sea Dance. Our
first date. It was the night of that terrible
thunderstorm, remember George? Your father
kissed me for the very first time on that dance
floor. It was then I realized I was going to
spend the rest of my life with him. Listen, I
gotta go but I wanted to tell you that it’s been
educational. How’s your head?
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APPLICATION EXAMPLES

The following section brings all of the identity elements together to show the Wilken Group Brand in
application: we would like as many people and organisations as possible to use the identity elements of
the Wilken Group Brand.
Please use these example applications as a visual guide to help you create your communications.
This section Demonstrates the flexibility of the brand, exploring the use of all the elements working in
partnership and logotype only.
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STATIONERY
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STATIONERY
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PAPER BAGS
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HEAD CAP
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T-SHIRT
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MUG

27 | www.wilken.com

EMAIL SIGNATURE

Andrea Balzano
Digital Senior Manager
T (123) 456 7890
M (123) 456 7890
P.O. Box 27002
Milano 20147, ITALY

Andrea Balzano
Digital Senior Manager
T (123) 456 7890
M (123) 456 7890
P.O. Box 27002
Milano 20147, ITALY

For a strong corporate image, all email messages should identify the sender
in a standard and clear manner. Please follow the example shown.
To keep a professional look and to minimize file size, do not add any
additional graphics, logos, slogans, or messages to your e-mail signature.
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IMAGERY
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GLOSSARY

Corporate Identity
Corporate Identity
A corporate identity is the overall image of a
corporation, firm, or business in the minds of
diverse publics, such as customers, investors
and employees. It is a primary task of the
company's communications' department to
maintain and build this identity in accordance with
facilitating theattainment of business objectives.
Identity Manual
A formal reference document establishing
technical and creative standards for a visual
identity system. Typical standards include
descriptions and specifications for reproducing
the logo or logotype stationery system, common
print and web applications and examples of use on
merchandise.
Logo
A logo is a graphic mark or emblem commonly
used by commercial enterprises, organizations
and even individuals to aid and promote instant
public recognition. Logos are either purely graphic
(symbols/icons) or are composed of the name of
the organization (a logotype or wordmark).
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Typeface/Font Family
In typography, a typeface (also known as
font family) is a set of one or more fonts each
composed of glyphs that share common
design features. Each font of a typeface has
a specific weight, style, condensation, width,
slant, italicization, ornamentation, and designer
or foundry. There are thousands of different
typefaces in existence, with new ones being
developed constantly.

CMYK
The CMYK color model (process color, four color)
is a subtractive color model, used in color printing,
and is also used to describe the printing process
itself. CMYK refers to the four inks used in some
color printing: cyan, magenta, yellow, and key
(black). The “K” in CMYK stands for key because
in four-color printing, cyan, magenta, and yellow
printing plates are carefully keyed, or aligned, with
the key of the black key plate.

Stationery
Stationery has historically pertained to a wide
rangeof materials: paper and office supplies,
writingtools, greeting cards, glue, pencil cases and
other similar items.

RGB
The RGB color model is an additive color model
in which red, green, and blue light are added
together in various ways to reproduce a broad
array of colors. The name of the model comes from
the initials of the three additive primary colors, red,
green, and blue.

Template
A pre-developed page layout in electronic or paper
media used to make new pages with a similar
design, pattern, or style.
Brand
The brand is the “name, term, design, symbol, or
any other feature that identifies one seller’s
product distinct from those of other sellers.”

Primay Colors
The core selection of identifying colors that are
used in a logo.
Palette
A given, finite set of colors for the management of
digital images.

RESOURCES

Our website www.Wilken.com contains additional resources and information that we think you will find useful.
Please visit it for:
– Wilken Group brand photo library
– Key contacts
– Logotype artwork
– Links and information

For additional information please contact the brand office at info@Wilken.com or call +(00) 00000
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Contacts.
info@wilken.com
www.wilken.com

UPDATED 10/2021
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