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INTRODUCTION

The Subsru Brand communicates with customens through various corporate activitis.
EHective management of all touch n:mt:, including products, advertisements. wed

o, events, ! d sales stafl,  an essential part of
promoting our brand strategy. |f the touth points do not provide » unilorm image, or if
the communications are carrizd out with just short-term goals in mind, twill be
chiflioull 1 crmate w consistent Sutar Seard.

These C ication Guidebnes serve 25 i for ing the [
Uss of thasm Guidhsbres sllaws a1l louch points 16 convey s corsistent and conteuous
EBrand that the unique of the Subaru Brand

Consistency creates 2 clearsr and stronger brand preseace bv ensuring the Subaru
Brarnd can be lull and ssen in susry asgrect wilh which the customens come inlo conlact,

Following theze Communication Guidelines helps promote suitable communications
with consistmnl and continuous imeges thal repressnt the charsceristics of the Subsre
Brand.

BRAND COLOR
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ISOLATION AREA
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BRAND LOGO

Eand cammanicates with cartoners
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COLOR DISPLAYS

Brard conmunicates with customers
o

areuing the Ssbars Brand cun e fet
and weh whichthe
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Social icons

: Logo Social lcon ¢ Circular Social lcon Square Social lcon : Rounded Square Social lcon

v

© Minimum width = 32px

imum width = 32px

%
%

Don't Don't Don't
Add drop shadows. Add special effects. Add gradients.

X
€

Don't Don't Don't
Skew, rotate, or stretch. Change orientation. Add elements.

/“ﬁ }éd.ine

Don't Don't Don't
Stack multiple logos. Use metapharically to Lock up our logo with copy
suggest a bird. headlines or others logos.

X
b

Don't Don't Don't

Reduce the outline stroke. Add color to the Use random textures.
outline beside blue,
black, or white.

imum width = 32px

nimum width = 32px

&

Don't Don't
Add unapproved Personify.
patterns.

,v

*

Don't Don't
Add anatomy. Multiply.

Twitter
Don’t Don’t
Type “Twitter” and lock Use super graphics
it up with our logo. or overemphasize
the logo.

%

Don't Don't
Add color beside Fill with cascade
blue, black, or white. typography.
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Theory

)'g;ﬁ@- Starbucks Creative Expression
AP

=

Case Studies

At

CORE ELEMENTS

O Logos
° Color

expression.
Voice

It all starts here. Use this guide as a high-level overview

of how the Starbucks brand comes to life. Typography
lllustration
Photography

CLOSE ><
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% Starbucks Creative Expression

Logo The Siren is our muse, the face of our
brand. Her image and our strong
wordmark are our most recognizable
brand assets.

The preferred approach is to use the Siren logo by itself,
unlocked from the wordmark. This allows flexibility to present
the Siren with greater prominence while maintaining a
considered, open and modern presentation.

J
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Theory

Case Studies

CORE ELEMENTS

Logos

Color

Voice

Typography

lllustration

Photography

CLOSE ><
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CORE ELEMENTS

Logos

Color

Voice

Typography

lllustration

Photography
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