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Welcome.
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SOUNDS is the home of audio post production.

Inside our identity guide you will find the images we use, the colors
we choose, our logos, words and best practices.

Each has a specific role to play, but the real magic happens when
they are all used together.

The following pages will help you understand our brand, what it
stands for and how to express it in the best possbile way.
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Take a peek inside.
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01. About the Brand.
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01.1. Brand Story.

What the company’s values are?
Integrity. Boldness. Honesty. Fairness. Trustworthiness.
Accountability. Learning. Customer Experience.

How you communicate your company’s values and concepts?

Put the words in writing. Review job postings. Review interview
process. Review evaluations. Apply the values to your daily life. Talk
about the values at employee meetings. Have patience.

What emotions you want your customers to feel when they interact
with your business?
Safety. Joy. Trust. Belonging.

sounds identity guidelines about the brand
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01. About the Brand.
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01.2. Brand Name.

Our brand name is inspired by the main element — the audio, which
most commonly refers to sound, as it is transmitted in signal form.

The N in our logo represents the waveforms of audio signals.

Square

Triangle

| Sawtooth

Sine, square, triangle, and sawtooth waveforms

sounds identity guidelines
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The waveform is the graphical representation of a sound

or signal, as it moves through a medium

about the brand

over time.
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02. Logo Design.
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02.1. Primary Logo.

Our primary logo is:

- the first way to signify our presence in the world;

- used in consumer and business facing materials whenever
possible as first port of call;

- works on dark and light backgrounds for both formats print
and digital.

Use official assets provided at brandfolder.com/sounds

Logo Clearspace. Minimum 1/2 of the logo’s height.

sounds identity guidelines logo design

Minimum logo size.

SOWVDS

W:100 px « H:32,085 px

W:35,278 mm ~ H:11,319 mm
W:1,389 in « H:0,446 in

page 11



YES | Primary Logo.

Our original logo must be used wherever possible;
otherwise our black and white versions are the only
accepted exceptions.

SOWDS

we can fix them

SOWNDS

SOWNDS

we can fix them



NO | Primary Logo.

D)

w2 230 #% ham

DO NOT add special effects
to the logo.

)
SOWMDS

DO NOT disproportionately
scale the logo.

sounds identity guidelines

@
SOWVMDS

DO NOT display the logo
in a different configuration.

o
SOUNDS

DO NO attempt to recreate
the logo.

e
SOWMDS

DO NOT display the logo
as an outline.

X
SOWVNDS

we can fix them

DO NOT use other colors on

the logo, beside monochrome.

logo design

B
SONDS

DO NOT display the logo with
limited legibility.

o Q\S\og

DO NOT change the logo’s
orientation or rotation.
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02. Logo Design.
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02.2. Secondary Logo.

Our secondary logo is:
- the second way to signify our presence in the world;

- used in consumer and business facing materials whenever

possible as second port of call;

- works on dark and light backgrounds for both formats print

and digital.

Use official assets provided at brandfolder.com/sounds.

sounds identity guidelines

logo design

W:33,708 px « H:27,735 px

W:11,892 mm < H:9,784 mm
W:0,468 in « H:0,385 in
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YES | Secondary Logo.




NO | Secondary Logo.

S ) ) S

DO NOT add special effects DO NOT display the logo DO NOT display the logo DO NOT display the logo with
to the logo. in a different configuration. as an outline. limited legibility.

DO NOT disproportionately DO NO attempt to recreate DO NOT use other colors on DO NOT change the logo’s
scale the logo. the logo. the logo, beside monochrome. orientation or rotation.
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03. Colors.
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03.1. Primary Colors.

HEX #F8DCEA HEX #FFFFFF
CMYK 1, 16,0, 0 CMYKO0,0,0,0
RGB 248, 220, 234 RGB 255, 255, 255
HEX #FAD3E4 HEX #F8F4F7
CMYKO0,21,0,0 CMYK2,3,1,0
RGB 250, 211, 228 RGB 248, 244, 247
PRIMARY COLORS
HEX #F1BBD1 HEX #F8E5ED
CMYK 2,32,2,0 CMYK1,11,1,0
RGB 241, 187 ,209 RGB 248, 229, 237

HEX #E09BB8
CMYK 9, 46, 8, 0
RGB 224, 155, 184

HEX #EFC6D6
CMYK 4, 26, 3, 0
RGB 239, 198, 214
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YES | Primary Colors.
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NO | Primary Colors.

D> D) )

@
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03. Colors.
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03.2. Secondary Colors.

HEX #857880
CMYK 49, 50, 40, 8
RGB 133, 120, 128

HEX #5E545A
CMYK 61, 60, 51, 28
RGB 94, 84, 90

SECONDARY COLORS

HEX #312C2F
CMYK 69, 67, 61, 62
RGB 49, 44, 47

HEX #231C1F
CMYK 69, 70, 62, 75
RGB 35, 28, 31

HEX #1C1017
CMYK 69, 73, 61, 80
RGB 28, 16, 23

sounds identity guidelines

HEX #A39EA1
CMYK 38, 34, 31,0
RGB 163, 158, 161

HEX #7D797C
CMYK 53, 47, 43, 9
RGB 125, 121, 124

HEX #5B585A

CMYK 62, 56, 53, 28

RGB 91, 88, 90

HEX #353334
CMYK 69, 64, 61, 58
RGB 583, 51, 52

HEX #232123
CMYK 71, 67, 63, 72
RGB 35, 33, 35

colors

HEX #979696
CMYK 43, 36, 36, 1
RGB 151, 150, 150

HEX #6B6969
CMYK 58, 51, 50, 18
RGB 107, 105, 105

HEX #444243
CMYK 66, 61, 59, 45
RGB 68, 66, 67
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YES | Secondary Colors.
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NO | Secondary Colors.

" X |

sounds identity guidelines

colors
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04. Typography.
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04.1. Print Typography.

File Management Tips
for Organized Pro Tools Sessions

"...S0 now more than ever, we need to have a strong grasp
and foundation in terms of organization and how we set
things up so that we are achieving success every time."

Matt Yocum, Sound Artist

It's not the most exciting topic, but it is important! Being consistent
on every project with where files are located, and where Pro Tools is
looking for them, will help your sessions to run smoothly and make

your deliverables efficient and reliable.

We asked sound artist Matt Yocum to break down some of his
go-to file management techniquesto achieve an optimal workflow
from home. He also stresses the importance of organization.

Last update:
Published:
Created by:
Questions:

sounds identity guidelines typography

Headline
CMYK 17, 100, 4,0
earspace min. 8 mn 15 in heig
Quote
CMYK 43, 36, 36, 1
CMYK 17,100, 4, 0
S| N mm 15 In heig
Body
CMYK 69, 67, 61, 62
earspace min. 8 mn 15 in heig
Notes
CMYK 43, 36, 36, 1
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04. Typography.

sounds identity guidelines ~ typography



04.2. Digital Typography.

File Management Tips
for Organized Pro Tools Sessions

"...S0 now more than ever, we need to have a strong grasp
and foundation in terms of organization and how we set
things up so that we are achieving success every time."

Matt Yocum, Sound Artist

It's not the most exciting topic, but it is important! Being consistent
on every project with where files are located, and where Pro Tools is
looking for them, will help your sessions to run smoothly and make

your deliverables efficient and reliable.

We asked sound artist Matt Yocum to break down some of his
go-to file management techniquesto achieve an optimal workflow
from home. He also stresses the importance of organization.

Last update:
Published:
Created by:
Questions:

sounds identity guidelines typography

Headline

HEX #CB1587 | RGB 203, 21, 135

learspace min. 22,677 px heigh
Quote

HEX #979696 | RGB 151, 150, 150
HEX #CB1587 | RGB 203, 21, 135

text Clearspace min. 22,677 px height
Body

HEX #312C2F | RGB 49, 44, 47

text clearspace min. 22,677 px height
Notes

HEX #979696 | RGB 151, 150, 150
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05. How we look.
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05.1.1. Print. Letterhead A4 (210mm x 297mm).

=~ E P N\ £
£ IS
ITe) wn
= 30 mm iy
SOWDS - S ONDS INVOICE
£ S
€ o© et 39Dt 1 Bcharst 013223 | Foman
E +40 726574326 | tisounds com | sounds@gmal.com
Date: May 10, 2021 Bill To:
Date May 10, 2021 Pay t Terms:  Net 60 Client Name
cymentemme: el Client Address 1
v Due Date: Jul 8, 2021 Client Address 2
Client Name clientemail@something.com , 30 MM
Client Address Balance Due:  $100.00 +40712 345 678 —
Client Contact
To Client, Product Description Rate Amout

This is a sample letter that has been placed to demonstrate the brand's letterhead design. When
positioned properly, it will serve to work in harmony with all other letter elements. This letterhead Name of Product 1 0buc $000.00 $000.00
design is meant to project an image of professionalism. By using simple align, we have created a
very spacious feeling. The simple aesthetics suggest an effective layout.

In order to create the text content for this example of our brand’s letterhead, | have found on

Wikipedia (https://en.wikipedia.org/wiki/Letterhead) some definitions. Name of Product 2 0buc $000.00 $000.00

A letterhead, or letterheaded paper, is the heading at the top of a sheet of stationery. That heading E
usually consists of a name and an address, and a logo or corporate design, and sometimes a E
background pattern. The term "letterhead" is often used to refer to the whole sheet imprinted with
such a heading. 'C?) SUBTOTAL:  $000.00
¢ 30 mm ’Many companies and individuals prefer to create a letterhead template in a word processor or other. ¢ 30 mm ) AN TAX (19%):  $000.00
software application. Letterhead can then be printed on stationery or plain paper, as needed, on a
TOTAL: $000.00

local output device or sent electronically.

Letterheads are generally printed by either the offset or letterpress methods. In most countries _

outside North America, company letterheads are printed A4 in size (210 mm x 297 mm).

Payment Details:

BANK DEPOSIT

Bank Name & Address
bankemailaddress@gmail.com

Best Regards,
bank phone number

Victor Diaz

Creative Director
Terms & Conditions:

Fore more information on terms and conditions, please visit our website:

PN
I Notes:
£ If any invoice amount is not received by the mentioned due date, then those charges may accrue
~ late fee of 1.5% of the outstanding balance every 30 days, or the maximum rate permitted by the
o law, whichever is lower.
£ £
£ £
o
: wn :
+40 726574326 | http://sounds.com | sounds@gmail.com
£ IS
€ S
) 0
A 4 - v -

210 mm 210 mm }

< » <
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05.1.2. P
rint. L
etterhead A4 (210mm x 29
X 297mm) M
ockup

sOWDS

May 10,2021

To Client,

This is @ 82 mple lett ter that has as been p\aced\odem and's lett erhead 06 jesign. When
posmouedp operty, LW will s¢ eNelowork\nharrmny at\ ih r\eﬂe element l Ths\er\em%d
des\g n is mea" ant 10 pvo;ecx image of pro(essm\a"‘sm By using S jmple aligN: e have created @
acious feeling. TH jmple aes\hencs suggest an effec! tive layout-

In order 10 crea\e ent for this le of ou and’s \etterhead: ! have found o7
Wikipedia a (ttps:/ W\K\ged\ g/ K\I\_ ﬂ'\ ad) eﬂr\mons

| Aletterhead: &  tetterneaded P aper, is U e heading atthe toP ofasneetot stationery: Trat headind
usually consists O of an ar\'\ea nd an & addres: anda vog vcorpora\edes@n and S ome\\mee
packgrou und patter n. The ter m “letternea " soﬂe used 1o " refer to the whole sheet Imy nted with
sucha headind

Many COf mpanie s and individuals prefev {o create 8161 mead \ale m aw processm or other
goftware applic: axon Letterh¢ adcan pe print ted on stat ervor in pa per as ¥ needed, on @
local output device OF sent e\ecvomoa\\y

emeads are genera\\y pri yinted BY her the offset O \enerpve ethods. \N most countries
ou\S\de North America: mpany \el\erhead< are pnnled (210 om % 297 M

=

Victo!
Crea\we D\rec\or

sramia 200881 Aawm-;\mnzc\ﬁwum
o mssTiss ‘m s spanda com | s0un @I jcom

how we look
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05.1.3. Print. Business Card 90mm x 50mm.

V'S £
=
£ s _
IS Marina Munteanu
Dubbing Mixer
28,185 mm 28,185 mm
- SOWMDS T 5l
2 Street Lita 39
District 1 Bucharest
e +40 726 574 326
S sounds@gmail.com
@ £
. £
v ©
90 mm 90 mm
4 4 4 4
how we look page 33
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05.1.4. Print. Business Card 90mm x 50mm.

Marina Munteanu
Dubbing Mixer

Street Lita 39
District 1 Bucharest
+40 726 574 326
sounds@gmail.com
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05.1.5. Print. Envelope 210mm x 110m.

20 mm

20 mm

20 mm

110 mm

20 mm

210 mm
4
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05.1.6. Print. Envelope 210mm x 110m.

110 mm

210 mm
»
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05.1.7. Print. Envelope 210mm x 110m. Mockup.

s s o= — g . s T - e v
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05.1.8. Print. Badge 90mm x 135mm.

V' N

195 mm

Marina Munteanu
Dubbing Mixer

17 mm [
SomDS .
—

15 mm

18 mm

90 mm
>

<

sounds identity guidelines

how we look
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05.1.9. Print. Packaging. Box.
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05.1.10. Print. Packaging. Bags.
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05.1.11. Print. CD Cover 125mm x 125mm.

125 mm

125 mm

125 mm

v

v
-~

-~
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05.1.12. Print. CD ©120mm.

SONDS

120 mm

o
Op, o

120 mm
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05.1.13. Print. CD Mockup.

SOWVDS

we can fix them
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05. How we look.
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05.2.1. Digital. Iconography.

Our icons are designed around our brand personality, aiming to
create an unity in appearance.

As a general rule, icons should be used in combination with
meaningful text. However, avoid aria-labels if you are rendering the
icon with visible text.

Widely recognized icons can still be used with a label or supporting

text to ensure its meaning is understood. When necessary, an
aria-label will be used for these icons.

Primary

o S QK )

Click

X &

sounds identity guidelines how we look

@ OO @
Q000
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05.2.2. Digital. Data Vizualisation.

The representation of data (or data viz) has been the most common
method of quickly visualising how numbers correlate with business.

Being such a commonplace, most of the time the charts and graphs are
taken for granted and therefore mistakes and errors appear.

That is why our brand identified its own right visualization to use.

DV DV
DV DV

9 downloads

DIV VDV

w

Showing off a large quantity of a
2 single item is the quantagram. Only

| -
| use quantagram as 1:1 ratio.
I | .

|

|

|

0
X Y Z C¢5 901 downloads
Always progress pie chartsc lockwise. Order data from smallest to largest or largest to If you cannot clearly visualize a stat
smallest, unless the x-axis or y-axis forces an order. any other way, usetypography or tie

it to a related icon/ illustration.
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05.2.3. Digital. Website.
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05.2.4. Digital. Newsletter.

sounds identity guidelines

55% (4 Sun23May 11:22 Marina Munteanu Q@

@ safari File Edit View History Bookmarks Window Help

< o # & mailgoogle.com X 6 (@

M Gmail Q_ Search mail .

o- & 5 ° : 15007650 < > v m- B
| compose
[J SOUNDS Newsletter @ May22
O inbox espeitiniselincoteronyoRgy Hurry up! Limited offer on your first purchase!
Dear Mr/Mrs. Marina Mun... *
% Starred
Tech Expo May 22 L
©  snoozed Incepe a doua zi de Tech Expol lata la
> Sent Bucharest Tech Week Salutare! Prima SOUNDS Newsletter  <sounds@gmailcom> & May 22, 2021, 12:34 PM (22 hours ago)
tome +
B onfts giffgaff 2 May 22
. goodybag purchase confimation
Your goodybag purchase has gone thr. sSonDs
» B Apartament
Tech Expo May 21
®  Deleted Messages Logheazéte cu usurinta la Tech Expol... 50% OFF
» @ oM Bucharest Tech Week Salutarel TECH (]
FIRST PURCHASE
® Licenses e Mei20

Your Apple ID was used to sign in to i
Dear Marina Munteanu, Your Apple ID

W New meeting Raluca Neagoe May 20
Documentul PRF0575 - via SmartBill

Buna ziua, Va anuntam ca a.

B3 Join a meeting

In need for the perfect audio design?
My 20 Search no moro! Find everything you need in one place.

Hangouts Apple ‘Que libraries contain custom audio offects that will give
@ o 4 e onspie S
Invoice APPLE ID marina.munteanu19. -

Trying to reconnect.. e YouTube May 18
Changes to YouTube's Terms of Service
You're receiving this email because w.

iaBilet.ro May 18

how we look

~

=g
R

|
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05.2.5. Digital. Web Banners.

sownbs

Limited time offer!
Save up to 50% on first purchase!

In need for the perfect audio design? Search no more!
Find everything you need in only one place.

Large banner (780x300)

sSownbs

Limited time offer!

Save up to 50% on first purchase!

In need for the perfect audio design? Search no more!
Find everything you need in only one place.

Pop-under (720x300)
Limited time offer! sownbs

Save up to 50% on first purchase!

Leader board (720x90)

50% OFF SOWDS

First purchase!

! # @F sowps

Full banner (468x60) Half banner ( 234x60)

sounds identity guidelines

SOWVDS

50% OFF
Limited time offer! FIRST
Save up to 50% PURCHASE

on first purchase!
In need for the
perfect audio design?

In need for the perfect

e Search no more!

! Find everything you
Search no more! need in only one
Find everything you place.

need in only one place.

Half page ad Wide Skyscraper
(300x600) (160x600)
SOWNDS
SOWDS

Limited time offer!
Save up to 50% on Fiest purchase!

Limited time offer!

Save up to 50% on first purchase!

Google adwords banner Sidebar banner

Square pop-up (250x250) (200x200)

how we look

sownbps

50% OFF

FIRST
PURCHASE

In need for the
perfect audio
design?
Search no more!
Find everything
you need in enly
one place.

Skyscraper
(120x600)

50% OFF

FIRST
PURCHASE

(120x240)

Limited time offer!
Save up to 50% on first purchase!

Large rectangle (336x280)

Limited time offer!
Save up to 50% on first purchase!

Medium rectangle (300x250)

A\

SOWNDS

3:1 Rectangle (300x100)

we can fix them

Button 1 (120x90) Button 2 (120x60)

Limited time offer!
Save up to 50%
on first purchase!

In need for the perfect
audio design?
Search no more!
Find everything you
need in only one place.

Vertical rectangle (240x400)

sownbs

50% OFF

FIRST PURCHASE

Rectangle (180x150)

we can fix them

Sidebar button square
(125x125)
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05.2.6. Digital. Mobile Site.
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05.2.7. Digital. Mobile Newsletter.
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05. How we look.
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05.3.1. Indoor & Outdoor. Keyvisual.

A key visual is a specific image or illustration used
consistently as a recurring motif across the media to
help promote everything from projects and campaigns to
events and awards.

It has the power to communicate more information than
a logo and convey abstract, complex, and core
messages in an emotional and attractive way.

Key visuals can be created for both short- and long-term
activities. If implemented consistently throughout the
organization, they can also become important
brand-building elements.

Use key visuals as additional graphic elements in
combination with the SOUNDS logo, but not as a
substitute for the logo.

we can fix them

AUDIO
RED CARPET




05.3.2. Indoor & Outdoor. Roll-up & Poster.

we can fix them

=

=)
We can fix them

RED CARPET
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05.3.3. Indoor & Outdoor. Billboard.

R

we can fix them

AUDIO
RED CARPET




06. Contact.
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Contact our team of experts.

CONTACT PRINT
Joshua Baldwin
sounds.joshuabaldwin@gmail.com

CONTACT DIGITAL
Brian Caleb
sounds.briancaleb@gmail.com

sounds identity guidelines

contact
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The End.
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