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Who we are
About us

Ivaldi Group helps heavy 
industry shift to digital 
distribution.

Working with industry leaders, Ivaldi 
has helped companies all over the 
world gain an understanding of their 
supply chain and build business cases 
in order to go digital. 

Whether you are an original equipment 
manufacturer or end-user, Ivaldi will work 
with you to build a safe, convenient, cost-
effective, and environmentally friendly 
portal for sending files, not parts.
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Our mission
To re-define supply chains around the 
needs of the end-user and the environment 
by connecting procurement needs with 
digital distribution and local on-demand 
manufacturing.

Our vision
To transform the world’s inventory by sending 
files not parts. 

Our purpose
To provide companies specializing in heavy 
industry with the tools they need to make 
smarter, more cost-effective procurement 
decisions by shifting from physical to digitally 
distributed parts.

Who we are
Mission, vision & purpose

Our mission, vision & purpose
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We measure our impact along three 
variables:

People
Our team is our greatest asset.

Planet 
We are committed to protecting the 
environment and the community.

Profit 
We are committed to customer success.

Who we are
Core values

Our core 
values
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The Ivaldi tone of voice is 
informative, straightforward 
and engaging.

How we talk
Tone of voice

Voice
Informative
Use copy and design to direct users to the best possible 
action. 

Straightforward 
Favor clarity. Keep content clear and concise. Don't over-
explain.

Engaging
Write copy as we speak, avoiding a monotonous tone. Use an 
engaging, inquisitive voice that emerges at appropriate times. 

Tone
Different situations call for different tones of voice. Use good 
judgment and show respect for the user and their needs.

Word choice
Avoid “we” and “our”
Use “you” and “your” instead of "we" and "our" to provide a 
strong sense of user ownership and advocacy.
Example:
Bad - We’ve released a new dashboard.
Good - Your new dashboard is ready for you.

Use simple words
Avoid unnecessarily long and complex words when a shorter 
and simpler one will do.
Example:
Bad - Select a name to enable your account.
Good - Choose a name to get started

Be consistent
Use the same wording throughout a flow to refer to the same 
items and actions.

Stay active
Use active verbs and direct forms of speech whenever 
possible.
Example:
Bad - Your report was delayed due to an error.
Good - Your report will be ready in just a few minutes.
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How we talk
Tone of voice cont.

Punctuation and usage

Ampersands
Don’t use an ampersand unless it’s part of a branded term 
(i.e. ben & jerry's), or part of a navigation menu where space is 
limited.

Capitalisation
Sentence casing is used, with title casing being reserved for 
headings only. Sentence case capitalizes only the first letter 
of the first word in a phrase, while title casing capitalizes most 
(but not all) words in a phrase.
Headers: Title case
Subheaders: Sentence case
Sidebars: Sentence case
Dropdown menus: Sentence case

Commas
Place commas inside quotation marks. Use the Oxford 
comma.

Exclamation marks
Only use them when writing something that would be shouted 
or exclaimed by in daily speak. Never use exclamation marks 
in feature announcements, error messages, or alerts. 

Full Stops
Place full stops inside quotation marks and outside 
parentheses.

Pronouns
Use “their” as a singular, gender-neutral pronoun when the 
gender of the subject is unknown or unimportant.
Example:
Bad - When a new user is added he or she will be able to edit 
his or her password.
Good - When a new user is added they’ll be able to edit their 
password.

Quotation marks
Use full quotes, not single quotes, apostrophes, or accents as 
quotes. Single quotes can be used when nested within a set of 
full quotes.

Splices
Don't use a comma to separate two distinct phrases that 
should be two sentences instead.
Example:
Bad - Your download has started, you’ll receive a confirmation 
email soon.
Good - Your download has started. You’ll receive a 
confirmation email soon.



9 | Ivaldi Brand Guidelines – October 2020

The Ivaldi brand only has one approved logo 
layout variation for use. 

The icon can be used standalone as a simple 
graphical representation of the brand.

In most cases the full Ivaldi logo should be 
used, however we may use the icon separate 
to the logotype.

Icon Logotype

Logo

Design elements
Our logo
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Our logo must stand out clearly from it's 
surroundings. It is important to keep the logo 
clear of any other graphic elements. 

The logo clear space is to ensure that no 
other element interferes with the logo and 
representation of the brand. To determine 
the minimum clear space, use the width of 
the logo icon.

To ensure legibility we have  established a 
minimum size for our logo. The logo should 
never appear smaller than 2cm (approx. 0.8 
in).

2cm 
(approx. 0.8 in)

Design elements
Min size and clear space
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In most cases the full Ivaldi logo should be 
used, however restrictions in the shape or 
space mean we may require the symbol 
to be used alone, such as on social media, 
websites, etc. In these situations it's 
acceptable to use the symbol serparate from 
the logotype.

We have established a clear space for our 
symbol.

The minimum size of the our symbol is 7mm 
(approx. 0.3 in).

7mm  
(approx. 0.3 in)

Design elements
Using our symbol

Half the height of 
this graphic within 
the icon, squared.
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Four distinct color variations of our logo are 
available, allowing for flexibility with different 
types of backgrounds and media. No other 
color variations can be used.

Full Color
Use the full color logo against white or light 
backgrounds (including photos). This version 
is always preferred over the gray version 
below, as long as it suits the application.

Half Reverse
Use the half reverse logo, against medium-
to-dark backgrounds (including photos). This 
version is always preferred over the white 
reverse version below, as long as it suits the 
application.

White Reverse
Use the white reverse logo against medium-
to-dark backgrounds (including photos) only 
if the half reverse logo version isn't clear 
enough.

Gray
Use the gray logo on applications against 
white or light backgrounds (including 
photos), only if the full color logo version isn't 
clear enough.

Design elements
Color variations
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Design elements
Things to avoid

We want our logos to look good and be 
used consistently. Here are examples of 
appropriate and inappropriate use of 
our Ivaldi logo.

Do not disorient, distort, crop, rotate or 
transform the logo in any way.
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Design elements
Things to avoid cont.

Do not add any effects to the logo. Do not change the color of any of the 
elements.

Do not use the logo on colors that will 
hide or clash with the colors in the logo.

Do not replace any fonts within the logo.

ivaldi

When placing the logo on images, always 
make sure the logo is clearly visible. 
Retouch the image or add an overlay if 
needed to create a contrast between the 
logo and the background.

When against our brand yellow color 
background always use the gray logo.

Do not replace any of the copy within the 
logo.
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Design elements
Positioning

The Ivaldi logo should be positioned in any 
corner on most printed documents and 
sit neatly within the vertical grid of that 
document.
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Yellow, Blue and Gray are the main colors of 
our visual appearance. These brand
colors are primarily used for the design of the 
communications media.

In addition to the use of the logo, yellow is 
used as our primary and accent color. The 
neutral gray colours are predominately found 
in the typeface and as a background color.

The color blue is used within our primary 
selection as this is the complimentary color 
to yellow, standing at opposite sides of the 
color wheel.

Primary colors

Secondary colors

Yellow
CMYK: 8, 24, 82, 0
RGB: 238, 194, 66
PMS: 142 C
HEX: #EEC242

Blue
CMYK: 73, 38, 17, 3
RGB: 75, 133, 175
PMS: 7697 C
HEX: #4B85AF

White
CMYK: 00 00 00 00
RGB: 255 255 255
PMS: --
HEX: #FFFFFF

Design elements
Color palette

Mid Gray
CMYK: 28, 18, 14, 1
RGB: 194, 199, 208
PMS: 6305 C
HEX: #C2C7D0

Light Gray
CMYK: 11, 7, 7, 0
RGB: 232, 233, 235
PMS: 663 C
HEX: #E8E9EB

Dark Gray
CMYK: 71, 58, 43, 37
RGB: 73, 79, 92
PMS: 7540
HEX: #2A2D33

Gray
CMYK: 71, 58, 43, 37
RGB: 73, 79, 92
PMS: 7540
HEX: #494F5C
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Besides the main brand colors, the Ivaldi 
color spectrum also contains information 
colors for web and office applications. They 
mainly serve the design of diagrams and 
infographics.

Design elements
Information colors

Green
CMYK: 67, 6, 90, 0
RGB: 97, 171, 69
HEX: #61AB45

Yellow (Primary Color)
CMYK: 9, 17, 81, 1
RGB: 238, 304, 69
HEX: #EEC242

Teal
CMYK: 70, 19, 40, 3
RGB: 78, 158, 157
HEX: #4E9E9D

Orange
CMYK: 3, 55, 76, 0
RGB: 237, 138, 71
HEX: #ED8A47

Blue (Primary Color)
CMYK: 73, 38, 17, 3
RGB: 75, 133, 175
HEX: #4B85AF

Red
CMYK: 0, 83, 67, 0
RGB: 237, 71, 71
HEX: #ED4747

Purple
CMYK: 81, 67, 0, 0
RGB: 74, 89, 176
HEX: #4A59B0

Magenta
CMYK: 25, 88, 15, 2
RGB: 191, 56, 125
HEX: #BF387D
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The visual appearance of Ivaldi works with clear color 
distribution. Generous use of white space is the main element 
of our appearance. Cool tones of gray create structure. The 
contrast of gray and yellow lends the brand greats radiance.

Primary/brand colors Secondary colors Information colors

Design elements
Color ratio
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Source Sans Pro is to be used as our primary 
typeface.

Source Sans Pro is a free font downloadable 
via fonts.google.com

Source Sans Pro Light
Source Sans Pro Regular
Source Sans Pro Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz!?()/&%§#+@

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz!?()/&%§#+@

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz!?()/&%§#+@

Design elements
Primary typeface
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Segoi UI is our secondary typeface.

Segoe UI is optimized for ClearType, which is 
on by default in Windows. This means that it 
is installed on most operating systems making 
it great for use as a secondary font.

Segoi UI is only used in instances when our 
primary typeface is unavailable, this includes 
within Office applications and documents 
that are used outside of the business.

Design elements
Secondary typeface

Segoe UI Regular
Segoe UI Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz!?/&%§#+@

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz!?/&%§#+@
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Final information
Comments & contacts

If you are ever in doubt 
on how to style Ivaldi 
materials, just refer back to 
this guidelines document.

If you have any questions, please don’t hesitate 
to contact us to clear things up.

info@ivaldi.com


