
OUR
BRAND
BOOK.



Our  
identity.
Our identity is more than just our logo. 

It incorporates our fonts, colors, and 

photography. When they’re used all together, 

we create our own unique look and feel that 

reflects our personality and attitude and tells 

people what we stand for. Treat it with all the 

respect it deserves and protect it from being 

misused.

Primary logo
We want to build brand awareness, so always use our primary  

‘color’ logo as your first option in any design application. 
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PRIMARY LOGO - SIMPLE

Use this version when our descriptor isn’t absolutely necessary.

WHITE ON COLOR BACKGROUND

One color logos.
If you can only use one color in your design application, 

then use one of these variations.  

Logo variations.
If our primary logo won’t work on what you’re applying it to, then don’t 

fret. We’ve created a handful of alternate options that should have you 

covered. 

HEADS UP: 

There’s no need to 

recreate these logo 

options because we’ve 

done the hard work 

for you. Please use the 

link at the back of this 

book to download the 

approved artwork files.

GRAYSCALE ON WHITE BACKGROUND

WHITE ON BLACK BACKGROUND

SECONDARY LOGO - SIMPLE

Use this version when our descriptor isn’t absolutely necessary.

SECONDARY LOGO

Use this logo for more vertical applications. 
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Our icon. 
It’s okay to break the icon away from the logo and use 

it on its own, but it should only be applied on special 

promotions or materials where the full logo or brand is 

already known or being showed.

Icon with an image. 
For promotional materials, an image can be placed 

inside the far right shape of the icon. Make sure all 

four edges are filled with a dark color so the full  

shape is visible.  

Icon as line drawing. 
For special graphic treatments, our icon can be used 

as an outline either as a gradient, solid color or white.
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Clearspace. 
Give our logo plenty of room to breathe. When placing 

it in layouts with other elements, use the ‘T’ to measure 

the minimum amount of space needed between the 

logo and any other elements around it.

PRIMARY LOGO

SECONDARY LOGO

ICON

PRIMARY LOGO - SIMPLE

SECONDARY LOGO - SIMPLE

.5”
.9”

.35”

.8” .5”

1.2” .3”

.25”

.8”
.6”

Minimum sizes. 
When using our logo at a really small size, 

make sure you don’t use it any smaller than the 

examples shown here. Small usage logos have 

been carefully crafted to be clearly legible at 

a tiny size. So please download the approved 

digital files provided and never just shrink our 

regular size logo down.
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COLOR

Never change the colors of the logo.  

Use only the approved color options. 

ANGLES

Don’t angle the logo. Keep it horizontal 

on all applications.  

ARRANGEMENT

Don’t change the arrangement of the  

logo’s icon and name. 

PROPORTIONS

Don’t alter the proportion of the icon  

from the name. 

CONTRAST

Always made sure there’s sufficient contrast 

of the logo from the background. 

TREATMENTS

Never apply a shadow or any other graphic 

treatment that alters the logo in any way. 

ACCEPTABLE.

UNACCEPTABLE.

Photographic backgrounds.
When you’re placing the logo in a photographic layout, make sure the 

background is reasonably clear of detail so it has the clearspace it needs 

and is easy to read. Don’t place the logo over a complicated part of 

a photo so it competes with the background.

What not to do. 
Never alter the logo in any way. Only use the approved logo files 

provided by the Tides communications team, available for download 

with a link at the back of this book.
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Primary colors. 
These should be your first choice when designing any communications and used 

for large coverage areas, like backgrounds, or spot colors to highlight information. 

Transparencies. 
Tints of any colors in our palette can be 

used where the color palette is limited. 

Only use the primary colors when using 

transparencies.

Secondary colors. 
Our secondary color palette compliments and supports our primary palette  

and is to be used sparingly as subheaders or in minor graphic applications. 

Colors.

TIDES CYAN

PANTONE: 2200 C

CMYK: 82, 1, 17, 3

RGB: 4, 169, 199

HEX: #04A9C7

HSB: 189, 98, 78

TIDES AQUA

PANTONE: 7723 C

CMYK: 69, 0, 54, 7

RGB: 80, 166, 132

HEX: #50A684

HSB: 156, 52, 65

TIDES SLATE

PANTONE: Cool Gray 11 C

CMYK: 44, 34, 22, 77

RGB: 83, 86, 90

HEX: #53565A

HSB: 214, 8, 35

TIDES GRASS

PANTONE: 368 C

CMYK: 65, 0, 100, 0

RGB: 120, 190, 32

HEX: #78BE20

HSB: 87, 83, 75

TIDES OLIVE

PANTONE: 583 C

CMYK: 26, 1, 100, 10

RGB: 183, 191, 16

HEX: #B7BF10

HSB: 63, 92, 75

TIDES CITRUS

PANTONE: 603 C

CMYK: 6, 0, 82, 0

RGB: 237, 224, 75

HEX: #EDE04B

HSB: 269, 88, 76

TIDES DENIM

PANTONE: 7706 C

CMYK: 100, 16, 10, 44

RGB: 0, 106, 142

HEX: #006A8E

HSB: 195, 100, 56

TIDES SEA

PANTONE: 342 C

CMYK: 93, 10, 75, 43

RGB: 0, 103, 71

HEX: #006747

HSB: 161, 100, 40

TIDES HEATHER

PANTONE: Cool Gray 7 C

CMYK: 20, 14, 12, 40

RGB: 151, 153, 155

HEX: #97999B

HSB: 210, 3, 61
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Primary font. 

Avenir

Secondary font. 

Adelle

Fallback fonts.
When Avenir and Adelle aren’t installed on your machine, please use the following

backup fonts on documents like spreadsheets, Word documents, and emails.

Avenir
FIRST OPTION

Google Lato

SECOND OPTION

Arial

Adelle
 
FIRST OPTION

Google Bitter

SECOND OPTION

Georgia

Light
Regular
Medium
Bold
Heavy

Ultra thin

Thin
Light
Regular
Semibold
Bold

Fonts.

We’re a force for
social good.  
Tides is dedicated to building  
a world of shared prosperity and 
social justice.

We work at the nexus of funders, changemakers, 

and policy to solve society’s toughest problems: 

equality and human rights; sustainable 

environment; healthy individuals and 

communities; and quality education.

CALLOUT

/  Shared collaborative space
/  Impact investing
/  Policy and advocacy    

PRIMARY HEADLINE

Adelle Light 25pt   

Kerning: 0  Leading: 28

SECONDARY HEADLINE

Avenir Black 13pt 

Kerning: -10  Leading: 19

BODY COPY

Avenir Book 10pt

Kerning: -10  Leading: 16

CALLOUTS

Avenir Black 6pt 

Kerning: 60

BULLETS

Avenir Book 8pt 

Kerning: -20 Leading: 12

Contrast with color

HEADS UP: 

Italics are available in 

each weight. Feel free to 

use them to emphasize 

particular words you want 

to stand out in your copy.

Headlines & body copy. 
We want to create as much visual consistency 

with our typography as we do with our colors 

and images. Use this sample typography callout  

as a general rule for layout styles. This guide 

won’t cover every instance so, use discretion, 

and try to keep it within this general range.
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Diverse
Our photography should reflect the diversity of 

the programs and services from our partners. 

Real
Images should have a minimum of obvious 

styling and feel genuine, honest and editorial.

Photography.
We’re a force for social good so our photos  

should reflect a real world of determination,  

hope, courage, and joy!
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Emotion driven
The nature of our work is about shared prosperity 

and social justice so expressions should reflect 

just that. 

People-focused & candid
It’s not about showing ultra happy people in a 

posed style but more about capturing people in 

their natural element, relaxed, and candid.
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Photo treatments.
These treatments are to be applied to highly 

visible branded elements like a home page, 

banner, or brochure cover. 

High contrast
For full color images, apply a ‘high pass’ filter 

to create a more defined and stylized image. 

Gradient filter
A full spectrum gradient uses all the 

colors from our identity but you can chose to 

isolate parts of the gradient to emphasize the 

cooler or warmer tones. 
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Ilyse Magy 
Creative Manager

415.561.6307 Office 

imagy@tides.org

To download our brand assets,

including logo files & fonts, 

please go to:

tides.org/brand-assets

Any
questions?
 
 
We’re always here if you need clarification 

about anything contained in this book. 



tides.org


