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Welcome
Welcome to The Strand Brand Guidelines. This 
document contains all you need to know about 
how our brand should be used in print and 
digital materials ensuring it remains consistent 
throughout. Using our brand correctly is 
extremely important to us, so we ask that the 
guide is always referred and adhered to. We 
hope you enjoy getting to know our brand 
better. 
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1. Brand Strategy
Our brand is more than our name or our logo. 
It’s the sum total of everything we say and do. 
Our brand connects people to who we are as an 
organisation and what we want to be known for. 
This guide will explain how to use the new visual 
identity with confidence and clarity. Our guidelines 
have been designed to ensure consistency within 
our brand, helping to create strong, recognizable 
and innovative communications. The following 
pages demonstrate the flexibility within the 
identity and should be used to inspire and 
motivate creative expression. 
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About Us

Our Mission

The Strand is breaking the barriers for action 
water sports while building community, and 
energizing the human spirit.

Our Vision

Create safe environments where individuals,  
families, and communities come together to 
have fun in a resort setting.

Why

Enjoy water in a whole new way.

Main Motto

ONE MISSION. ONE VISION. ONE COMMUNITY. 
UNITED WE STRAND ! 

Short Motto

United We Strand



2. Icon
This is the Icon, Palm / Sunrise / Waves.

The palm symbolizes victory, triumph, peace, and 
eternal life.
 
A palm branch was awarded to victorious athletes in 
ancient Greece, and a palm frond or the tree itself is 
one of the most common attributes of Victory 
personified in ancient Rome.

The use of the palm is also a sunrise, symbolizing a 
new beginning.

The Waves represent a gradually building swell, and 
energy. This icon is designed to repeat, representing 
consistant swell. 
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Our main Icon is simple, modern and clean. 
The Icon is available for use in Teal, Black 
or White in all instances where the Icon can 
be used on its own. You can also use the (2) 
color “Circle Icon” if needed for more pop.    

The ways to use the Icon alone would be on 
apparel, accessories, trims such as labels, 
and signage inside the resort. These options 
are also our favicon. 

Teal (2) Color Teal/Yellow Gold

Icon
Master Icon

Icon Circle Icon
Black Black

White WhiteSilver (VIP) Silver (VIP)
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Icon
Clear space 
and sizing

Clear space is the area surrounding our 
Icon that must be kept free of any text or 
graphic elements. By leaving space around 
the Iogo, we make sure it stands out on all 
of our communications.

The minimum clear space is 50% of the 
height of the entire logo. Our Icon must be 
sized large enough to be easily read on 
every application.  

 

Minimum size
It is sometimes necessary 
to increase and decrease 
the icon depending on the 
print area. Always keep in 
proportion. Always ensure 
the text is legible. 

Icon
Circle Icon
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Icon
Misuse

Any changes to our Icon diminish its 
integrity and the equity of our brand. The 
examples shown here are some specific “do 
nots” for our Icon. Reference this for all Icon 
versions. 

Do not alter the Icon colors in anyway. Do not lock-up text to the Icon. Do not alter the Icons shape in anyway. Do not add elements or shadows to the 
Icon. 

Do not alter the Circle Icon colors in anyway. Do not place the Circle Icon in a holding shape. Do not outline the Icon. Do not rotate the Icon. 

Lorem ipsum



6. The Strand Logo

The Strand Logo, is our primary logo.  
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Our main logo is both simple, modern and 
the clean. The logo is available for use in 
Teal, Black or White in all instances where 
the logo is used on its own. The Strand text 
is Mid Century Modern inspired.  

The first preference is to use the Teal, 
however sometimes to ensure legibility the 
black or white options will work better. 

Teal

The Strand Logo

Primary Logo

Black

WhiteSilver

We will also have a premium colorstory. 
This option we will call VIP. The color will be 
silver for instances where the logo is used 
on its own.
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The Strand Logo
Clear space 
and sizing

Clear space is the area surrounding The 
Strand primary logo that must be kept free 
of any text or graphic elements. By leaving 
space around the logo, we make sure it 
stands out on all of our communications. 

The minimum clear space is 50% of the 
height of the entire logo. Our logo must 
be sized large enough to be easily read on 
every application.  

 

Minimum size
It is sometimes necessary 
to increase and decrease 
the logo depending on the 
print area. Always keep in 
proportion. Always ensure 
the text is legible. 



The Strand Guidelines 13www.thestrand.com

The Strand Logo
Misuse

Any changes to The Strand Logo diminish 
its integrity and the equity of our brand. The 
examples shown here are some specific “do 
nots” for The Strand Logo. Reference this 
for all logo versions. 

Do not alter the logo’s colors in anyway. Do not lock-up text to the logo. Do not alter the logo’s shape in anyway. 

Do not place the logo in a holding shape. Do not outline the logo. Do not rotate the logo. Do not change the relationship of the logo’s 
components. 

Do not add elements or shadows to the logo. 

Lorem ipsum



6. The Strand Gilbert

The Strand Gilbert, is our city logo.  
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The Strand Gilbert Logo uses The Strand 
Logo, with the City name in a cursive font.  

Examples of usage can be signage, 
billboards, and web banners for City location 
marketing. The first preference is to use the 
Teal, however sometimes to ensure legibility 
the black or white options will work better. 

Teal

The Strand Gilbert

City Logo

Black

WhiteSilver

We will also have a premium colorstory. 
This option we will call VIP. The color will be 
silver for instances where the logo is used 
on its own.
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The Strand City Logo
Clear space and sizing

Clear space is the area surrounding The 
Strand city logo that must be kept free of 
any text or graphic elements. By leaving 
space around the logo, we make sure it 
stands out on all of our communications. 

The minimum clear space is 50% of the 
height of the entire logo. Our logo must 
be sized large enough to be easily read on 
every application.  

Minimum size
It is sometimes necessary 
to increase and decrease 
the logo depending on the 
print area. Always keep in 
proportion. Always ensure 
the text is legible. 
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The Strand City 
Logo
Misuse

Any changes to The Strand City Logo 
diminish its integrity and the equity of our 
brand. The examples shown here are some 
specific “do nots” for The Strand City Logo. 
Reference this for all logo versions. 

Do not alter the logo’s colors in anyway. Do not lock-up text to the logo. Do not alter the logo’s shape in anyway. 

Do not place the logo in a holding shape. Do not outline the logo. Do not rotate the logo. Do not change the relationship of the logo’s 
components. 

Lorem ipsum

Do not add elements or shadows to the logo. 



7. Icon Repeat
Our Icon represents a gradually building swell. A 
symbol of energy. This icon is designed to repeat, 
representing consistant never ending waves.   
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Our Icon Repeat was created as an accent 
for a wide variety of mediums ranging from 
stationary, apparel, accessories, hospitality 
items, and resort aesthetics decor. 

Can be printed, embossed, debossed, 
laser etched or any other type of special 
treatments displaying the pattern.

Teal

Icon Repeat

Accent Pattern

Black



8. Color
Our brand is underpinned with a color palette 
designed to be fresh, modern and distinctive. 
Different combinations of color can dramatically 
change the tone and appearance of a document 
so it is important to consider how they work 
together. To help achieve greater brand 
recognition it is important that our color palette is 
applied consistently. 
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Silver

Pantone
877 C

CMYK
C49 M38 Y39 K03

RGB
R137 G140 B142

HEX
#898C8E

Color
Brand colors

Teal Yellow Grey Light Grey Coal

Pantone
7713 C

CMYK
C98 M0 Y30 K19

RGB
R45 G134 B146

HEX
#2D8692

Pantone
122 C

CMYK
C01 M17 Y85 K0

RGB
R255 G209 B64

HEX
#FFD140

Pantone
429 C

CMYK
C38 M27 Y27 K0

RGB
R162 G169 B173

HEX
#D9D8D6

Pantone
427 C

CMYK
C18 M12 Y13 K0

RGB
R207 G210 B211

HEX
#CFD2D3

Pantone
447 C

CMYK
C69 M62 Y61 K52

RGB
R58 G58 B58

HEX
#3A3A3A

The primary color palette is constant 
throughout all communications. A color 
hierarchy has been implemented, ranging 
from Teal being the most important to Grey 
being the least used. 

Teal and Yellow are mainly used for 
conveying importance. Whilst Coal is 
predominately used for text. Light Grey is 
mainly used for background washes. 

Where possible Pantone colors should 
be used. For extra impact special print 
techniques such as foil debossing, especially 
for Silver, can also be applied. Grey can 
be used when a foil print technique is not 
available.  



90%80%70%60%50%40%30%20%10%

Pantone

7713 C

CMYK

C98 M0 Y30 K19

RGB

R45 G134 B146

HEX

#2D8692

Color
Primary Color

Teal color emotions represent reliability, 
trustworthiness, emotional healing, self-
awareness, and creative expression. It’s a 
color that works best at 100%. 

If there is an occasion when you need to 
create contrast without adding extra colors, 
you can use this color in incremental tints. 
Our tints are increments of 10% - 90%, 80%, 
70%, 60%, 50%, 40%, 30%, 20% & 10%. 
Avoid using any other tints. 

Teal

7713 C

Pantone colours will provide the maximum 
amount of consistency. In instances where 
this is not possible we have created 
optimised CMYK values. 

10%



90% 90%80%70%60%50%40%30%20%10%

Pantone

122 C

CMYK

C01 M17 Y85 K0

RGB

R255 G209 B64

HEX

#FFD140

Color
Secondary Color

Yellow Gold is Bold. It’s a color that works 
best at 100%. The emotions of this color 
convey optimism, happiness, positivity, 
energy, and youthfulness. It is also the color 
of sunshine.

 If there is an occasion when you need to 
create contrast without adding extra colors, 
you can use this color in incremental tints. 
Our tints are increments of 10%. 90%, 80%, 
70%, 60%, 50%, 40%, 30%, 20% & 10%. 
Avoid using any other tints. 

Yellow

122 C

Color is a key element of this design, 
therefore it is important that Pantone 
colors are used to print the designs rather 
than CMYK.  Pantone colors will provide 
the maximum amount of consistency. In 
instances where this is not possible we have 
created optimised CMYK values. 



9. Typography
Metropolis is our brand typeface, it should 
be used in all instances where typography is 
required. It is a simple, clean and legible typeface 
that compliments our logo. Typography shouldn’t 
be overlooked as a key element within our toolkit. 
It is important to adhere to the leading, tracking 
and text arrangement specified in this document 
to achieve brand consistency throughout. 
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Metropolis is our corporate typeface, 
it should be used in all instances where 
typography is required. It is a simple, clean 
and legible typeface that compliments our 
logo. 

We use three weights of Metropolis. 
Regular, Italic and Bold. Arial and Helvetica 
can be used as a substitute for Metropolis 
on digital applications such as websites and 
email. 

It is important to adhere to the leading, 
tracking and text arrangement specified 
in this document to help achieve brand 
consistency throughout. 

ÀÁÂÃABCDEFGHIJKL
MNOPQRSTUVWXYZ
àáâãäåabcdefghijklm
nopqrstuvwxyz
1234567890
!@#$%^&*()+
ÆÇÈØ£×ßåæç Aa

Typography
Our Typeface

Metropolis
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abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789!@#$%^&*()_+{}[]|\:;”<>,.?~

£ÃÆÇÈØ×ßÜåæç

Light

Tracking: 10pt

Leading: 35pt

Available from: 

Font Squirrel

abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789!@#$%^&*()_+{}[]|\:;”<>,.?~

£ÃÆÇÈØ×ßÜåæç

Regular

Tracking: 10pt

Leading: 35pt

Available from: 

Font Squirrel

abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789!@#$%^&*()_+{}[]|\:;”<>,.?~

£ÃÆÇÈØ×ßÜåæç

Bold

Tracking: 10pt

Leading: 35pt

Available from: 

Font Squirrel

Typography
Typeface Weights
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Typography
Use of Type

Bold is our headline 
weight.
Regular is used for captions and 
small bodies of text, it’s also used 
on our stationery. 
Light is used for our body copy and subheadings. 

Extra Light can be used when a more delicate weight is needed. 



10. Email
This section presents the visual layout for our 
email communications. 
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Email
Email signature

A email signature has been designed for 
consistency across all departments. To 
ensure a consistent representation of our 
brand, statements or tag lines are not 
permitted as an addition to the template. 

John McLaughlin
CEO 

Strand Resorts
jmclaughlin@strandresorts.com
O: 480-542-5475
M: 949-254-4310
Gilbert, AZ
strandresorts.com

ONE MISSION. ONE VISION. ONE COMMUNITY. 
UNITED WE STRAND !

Confidentiallity Notice:
The information in this electronic mail (email) message may be confidential and for the sole use of the named recipient. The information may be protected by privileged, work product immunity or other applicable law. If you are not the 
intended recipient, the retention, dissemination, distribution or copying of this email is strictly prohibited. If you received this email message in error please notify us immediately by telephone at (480) 531-9500 or by email by using the 
reply option. Further, since email can be altered electronically, the integrity of this communication cannot be guaranteed.

From The Strand Green Team: 
Please consider the environment before printing this email.

Name
Color: Coal
Font: Arial Bold
Size: 12pt

Title
Colour: Coal
Font: Arial Regular
Size: 12pt

Email address
Color: Coal
Font: Arial Underline
Size: 12pt

Phone & Address
Color: Coal
Font: Arial Regular
Size: 12pt

URL
Color: Coal
Font: Arial Bold Underline
Size: 12pt

Use Arial when creating communications in 
Microsoft Office - everything from letters, 
memos and reports in Word and PowerPoint 
presentations. As a system font, Arial 
ensures consistency when distributing files 
across workstations and platforms. 

Arial has been installed as our default 
font across all desktop computers. When 
producing professional publications for 
external distribution, the alternative font is 
Metropolis. 



11. Imagery
Our photography and filming style captures real 
moments with real impact. It conveys a unique 
perspective on the dynamic nature of our people, 
communities, operations and the changing world 
around us.
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Imagery
Photography

This photographic style is for banners, 
advertisements, social media and reports. 
It captures who we are and what we do as 
a brand. 

The imagery is soft in colour and contains 
a light background, and treated with a teal 
duotone. Imagery should communicate the 
resort lifestyle, SoCal Culture, and fun.

The only time we do not use our teal 
duotone treatment is for art. When Strand 
Resorts officially launches we will start usign 
color.



12. Social Media
Social media isn’t just an important part of the 
Internet – it is the Internet. It’s where the majority 
of our online time and attention is, and for better 
or for worse that’s not changing anytime soon. 
This section presents the visual layouts of our 
social media channels to communicate a strong, 
consistent voice. 
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Social Media
Instagram

thestrandunited

The Strand Breaking down the barriers of entry for water sports while 
energizing the human spirit, and uniting the community. 
#UnitedWeStrand
www.thestrand.com

9,087 364 596

Profile Picture
180 x 180 pixels

Description
For Instagram we continue 
to carry the teal duotone 
while adding our Secondary 
Yellow colored border with 
half borders in teal.

The only time we do not use 
our teal duotone treatment 
is for art. When Strand 
Resorts officially launches 
we will start using color.



Shop Now Send Message
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Social Media
Facebook

The Strand
@thestrandunited

Home

Get 10% off

Shop

About

Reviews

Posts

Photos

Videos

Events

Instagram Feed

Pinterest

Facebook Cover Image 
851 x 315 pixels

Profile Picture
160 x 160 pixels

Description
The imagery is soft in 
colour and contains a light 
background, and treated 
with a teal duotone. Imagery 
should communicate the 
resort lifestyle, SoCal 
Culture, and fun.
 
The only time we do not use 
our teal duotone treatment 
is for art. When Strand 
Resorts officially launches 
we will start usign color.
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YouTube Header
2560 x 1440 pixels

Description
The video imagery is soft in 
colour and contains a light 
background, and treated 
with a teal duotone. Imagery 
should communicate the 
resort lifestyle, SoCal 
Culture, and fun. We will 
tell the story of Southern 
Californians journey to The 
Strand, and describe all the 
benefits.
 
The only time we do not use 
our teal duotone treatment 
is for art. When Strand 
Resorts officially launches 
we will start usign color.

Social Media
YouTube

The Strand United

The Strand

47,503

Strand Resorts • 991K views • 1 year ago
WSL Action Recap: 
www.thestrand.com

Leila Hurst Explorations Troy Elmore at San Onofre Michael February Relaxing Helps You Live LongerLaura Talks / Food / Yoga



13. Definitions
We’ve listed definitions of keywords used 
throughout the guidelines to ensure you 
understand exactly what we’re referring to in this 
document. 
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Definitions

Alignment
The lining up of elements to achieve 
balance, order, and a more logical layout. 
There are also four common types of 
typographical alignment – centre, left, right, 
and justified, each with their own time and 
place for application. 

Body Copy 
The main part of text in your design or 
publication – the written website content, 
the book contents, even this type you’re 
reading right now, it’s all body copy.

Brand
A collection of concepts, ideas, and 
emotions that encapsulate your company’s 
values and ethos. A brand is a mix of all 
the fine conceptual details that make up 
the company, from the content the brand 
promotes, the words used, the values 
upheld, etc.

Brandmark
A type of logo design where a symbol is 
used in place of the company name, i.e. 
the Apple logo, WWF panda, Woolmark, 
London Underground. Brandmarks are 
commonly accompanied by a logotype, but 
not always.

Brand Identity
The visualisation of your brand in a way that 
represents the values, content and ethos of 
the company. This can include things like a 

logo, business cards, letterheads, uniforms, 
packaging design, etc.

CMYK
CMYK or ‘Cyan, Magenta, Yellow, Key’, is a 
color model that is used for print purposes. 
CMYK is a subtractive color, this means that 
we begin with white and end up with black. 
So, as we add more colour, the result turns 
darker.

Cool Colors
Colors that make you think of colder 
temperatures, like blues, greens, violets, 
etc. These colors tend to create a calm and 
soothing atmosphere. 

Die Cut
The process of cutting areas of your printed 
design in various shapes to create unique 
effects. Diecuts are created after printing.

Display Type
Type that is designed with the objective 
of attracting attention. Think of movie 
titles on posters, article titles in magazines, 
newspaper headlines, etc. 

Foil Stamping
The heat-pressing application of foil to 
certain parts of a design to give them a 
shiny, metallic finish.

Font
Today, we think of fonts by names — Times 
New Roman, Futura, etc. — but we don’t 
often associate their size with the font. Back 
in the day of the printing press, a font was 
a group of blocks that fell within certain 
parameters. If you had a block of Helvetica 
10, then that was a font. However, Helvetica 
14 was a whole different font. When you put 
them into today’s terms, a font is the name 
of a style of lettering that a computer uses 
to render text. 

Gradient
A gradual change in colour from one 
tone into another. Two common types of 
gradients are the linear gradient where each 
colour sits on opposite sides of the frame, 
and a radial gradient where one colour sits 
in the middle, and another at the edge. 

Grid
A framework made up of evenly divided, 
intersecting columns and rows. Grids help 
designers to align and arrange elements in a 
quicker, neater, and more consistent way.

Hexadecimal 
Anytime you see a colour on the web, it 
has a Hex number. It’s six-characters long, 
and combines letters and numbers to 
represent a colour. For example, #3b5998 
is Facebook blue, while #00aced is Twitter 
blue. Typically you’ll find a # symbol in front 
of them.

Hierarchy
The visual arrangement of design elements 
in a way that signifies importance. For 
example, you might make a title big and 
bold to ensure it attracts more attention 
than a small, lightly coloured image caption. 

Icon
This is any digital image that’s used to 
represent either a physical object or an 
action. For example, the floppy disk that 
sits up in the ribbon in Microsoft Word is an 
icon, as is the three-line hamburger that’s 
found on most apps for the menu.

Kerning
Kerning usually aims to achieve a more 
proportional and pleasing balance of space 
between each character. It’s not the same 
as tracking, because it just deals with the 
letters themselves, not the entire word.

Leading
Pronounced ‘ledding’, leading refers to the 
space between lines of type. Overly tight 
leading can cause tension and overlap, 
making the content unreadable, and too-
loose leading can equally make the type 
appear disjointed, so we usually try to find a 
nice balance between the two.

Legibility
The measure of how easy it is to distinguish 
one letter from the next. Legibility has a 
lot to do with your choice of typeface and 



The Strand Brand Guidelines 38www.thestrand.com

Definitions

how you use it, i.e. simpler serif or sans serif 
typefaces are generally better for smaller 
body copy.

Letterpress
The process of using metal plates to press 
a design into the surface of paper to create 
dimensional indentations. 

Logotype
A type of logo where the name of the 
company designed in a visual way. Think of 
brands like Google, Ikea, IBM, Coca-Cola and 
Disney. 

Lorem Ipsum
Also known as ‘dummy copy’, lorem ipsum 
is a generic filler text used when the real 
text is not available. It’s used as placeholder 
text to demonstrate how a design will look 
once the real body copy has been included. 

Margin
The space around the edge of a page. By 
increasing or decreasing the size of your 
page’s margins you can create a more 
calming or a more tense design respectively. 

Monospace
If you have a typeface in which every 
character occupies the same amount of 
space, then you have a monospaced font. 
Courier is a great example, and it’s why it’s 
often used in computer coding.

Opacity
The degree of transparency an element has. 
The lower the opacity, the more transparent 
an element is. It’s typically measured on 
a scale from 100% (solid) to 0% (totally 
transparent).

Palette
The selection of colours that you choose to 
use for your design.

Pantone (PMS)
The ‘Pantone Matching System’ is a 
standardised system of colours for printing. 
Every Pantone shade is numbered, making 
it much easier for people to reference and 
identify exact shades of colour.

PDF
PDF stands for Portable Document Format, 
and it’s a proprietary format that Adobe 
created. It’s so universal at this point that it’s 
used to send to printers for high-resolution 
designs, as well as in between offices for 
documents.

Pica
This is a typographic term that refers to the 
space measurements in a page layout. You 
can get approximately six picas in an inch, 
and 12 points in a pica.

Pixel
This is a point in a raster image that is one 
of many. Once combined, they create one 

larger raster image. It’s also used as a unit 
of measurement on the web, determining 
the width and height of certain objects 
(2000 pixels by 1400 pixels, for example).

Point
This is another typographic term, and it also 
works with leading, type size, and more. 
From a measurement perspective, there are 
12 points in a pica, and around 70 points in 
an inch.

Raster Graphics
A raster image is one made of individual 
pixels that all have different colour values. 
You work with these in Photoshop or similar 
programs, and enlarging them or shrinking 
them will affect the quality of the image 
overall.

Resolution
The amount of detail an image has. 
Generally speaking, the higher your 
resolution, the better your images appear, 
and the more detail is rendered. Whereas 
lower resolution images or graphic tend to 
appear blurry and pixelated.

RGB
RGB or ‘Red, Green, Blue’ is a colour model 
that is used for on-screen purposes. RGB is 
a additive colour, meaning that when mixing 
colours, we start with black and end up with 
white as more colour is added. 

Sans Serif Typeface
A typeface without the small decorative 
serif strokes. Sans serifs tend to look more 
modern, stylish, and cleaner than their serif 
counterparts. Examples would be Helvetica, 
Futura, and Arial.

Saturation
The degree of intensity and vividness of a 
colour. For example, a low-saturation colour 
may appear paler, and faded, whereas a 
more heavily saturated colour may appear 
more vibrant and colourful. 

Scale
The change of size of an object while 
keeping its shape and proportions in tact. 
Large scale can create drama, and smaller 
scale can create fine detail.

Script Typeface
A typeface that mimics cursive handwriting. 
Script typefaces tend to look elegant, 
personal, and/or more casual, depending on 
how embellished they are. 

Serif Typeface
A typeface with small decorative strokes 
(called ‘serifs’) found at the end of 
horizontal and vertical lines. Serif typefaces 
tend to look professional, authoritative, and 
traditional in appearance. Examples would 
be Garamond, Caslon and Baskerville.
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Definitions

Slab Serif Typeface
A typeface with thicker, blockier serifs, 
very commonly used in headlines and titles, 
but rarely in body copy. Slab serifs tend to 
look sturdier, stronger, and bolder. Aleo, 
Rockwell, and Museo Slab are all examples.

Stock Photo
A professionally shot photograph available 
online for licensing. Stock photos are usually 
used in lieu of hiring a photographer, or 
if a designer cannot access the images 
they need from their own inventory of 
photographs. 

Texture
When it comes to design, texture can refer 
to the actual tactile surface of a design, 
or the visual tactility of your design. By 
layering textured images and graphics over 
your design, you can often create a visual 
appearance of tactility that mirrors actual 
texture.

Tracking
Tracking concerns the space between 
letters. When we track bodies of text, we 
are adjusting space between every letter 
in a word in order to change the density 
or appearance of a large block of type (i.e. 
body copy). Tracking shouldn’t be confused 
with kerning, which concerns the adjustment 
of space between individual pairs of letters. 

Typeface
When the printing press came to be, each 
letter was hand chosen and placed onto 
a board. Put enough of those characters 
together, and you had a sentence, then a 
paragraph, and so on. Each one of those 
characters was a metal block, and it had 
a relief of the character on its face. That’s 
the type face. When it comes to text today, 
particularly stuff that’s rendered on the 
computer, most clients will refer to it as a 
font, not a typeface. But it’s pretty much 
interchangeable, at least as far as the 
general public is concerned. 

Typography
The artistic arrangement of type in a 
readable and visually appealing way. 
Typography usually concerns the design 
and use of various typefaces in a way that 
helps to better visually communicate ideas.

Vector
An image that’s made up of curves and lines 
and is scalable without losing any quality. It’s 
what you use for logo design.

Warm Colours
Colours that make you think of heat and 
warmth, like reds, yellows, oranges, etc. 
These colours tend to feel cozier, friendlier, 
and more cheerful.

White Space
Also called ‘negative space’, white space 
refers to the areas of a design that are 
not filled with content. White space is an 
important design element as it helps to 
let a design ‘breathe’, helps avoid overly 
complicated designs, and keeps designs 
looking clean.




