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The main logo consists of two elements: The 

Title (1) and the Icon (2). The Title may be 

arranged in several configurations as long as 

the font, styling, and spacing remain the same, 

with the Arc variation always retaining a 360 0 

curve. The icon must always remain upright 

and proportionate, and in the same color as the 

Title when used together. When alone, the Icon 

may be any branded color.
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(1) Title

(2) Icon

(3) Established Date

(4) Basic product description

(5) Callout

(6) Location

(7) Variant Option

Numbers 4, 5, and 7 may be changed for every 

inidividual use, with the rest remaining static. 
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ICONOGRAPHY
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The Icon may be presented as the two-petaled 

flower alone or in conjunction with the Title. All 

layout variations are acceptable as long as font, 

style, spacing,line weight, and proportions 

are kept in tact. The Icon may be presented 

stand-alone or in a circle, but must always 

remain as a single branded color or duotone in 

the case of an opaque background.

S
G

D
 +

 B
S

I
R O U N D I C O N S



P L E N T Y O F R O O M

L I M I T E D S PA C E

6

B R A N D G U I D E L I N E S

L
O

G
O

 A
N

D
 I

C
O

N
O

G
R

A
P

H
Y

RESPONSIVE

design

B
R

ID
G

E
 +

 T
R

E
E

As needs change, elements of the Title, Icon, 

and Lockup often need to be scaled up and 

down, removed, or presented in different 

formats. Here are a few examples of responsive 

design based upon existing brand rules.
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branding:

color and typography
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0 1 P u r p l e  /  B r o w n

0 2 B l u e s 

0 3  G r e e n /  Ye l l o w

0 4 P i n k s

0 5  G r e y s

0 6 C o n t r a s t s
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These four complementary fonts cover all 

primary uses, from packaging to website and 

online collateral. If/when specialized fonts 

are required by law or printer limitations, the 

nearest substitute should always be found 

and used. These fonts were chosen for their 

legibility and simple-but-refined qualities, with 

the callout font to be used sparingly for style 

and contrast.
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SECONDARY tex tSECONDARY tex t

MAIN / LOGO

Te r tia r y  Tex t

Mixed Case

Mixed Case

ALL CAPS

Mixed Case

FUTURA PT / BOOK

R O M A N T IC A

C A L D E R  /  DA R K

A P FEL  G R O T E Z K 

Call Outs
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Calder

Calder/Dark is used as the main brand font, and 

is the only custom font that the name "Bridge 

+ Tree" should ever be presented in. If the 

name needs to be typed in plain text or within 

a paragraph or sentence, any standard font is 

acceptable. Calder/Dark is an ALL CAPS font to 

be usef for titling purposes, and should not be 

used for standard copy or body paragraphs. 
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N A M E :

C A L D ER

S T Y L E : 

DA RK

D E S I G N E D B Y:

M A RI YA  V.  PIG O U LE VS K AYA. 

AVA I L A B L E :

A D O BE  FO N TS
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Romantica

Romantica is to be used as a callout font when 

text needs charachter or contrast on the page. 

The font is best used in either all- lowercase, 

or with first-caps only. Spacing is to taste, 

but lowercase letters read best at -130 for 

interconnectivity. Although any brand color 

may be used, it 's best to use colors that are 

logical for inking, such as black, blue, and red. 
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FUTURA PT /  book

and

APFEL GROTEZK

Futura and Apfel may be used for similar 

puposes throughout digital and print, with 

Futura being most functional when text needs 

to be extremely small or perfectly balanced, 

such as in website/header menus. Apfel is best 

used in basic sentence/paragraph form, such 

as product descriptions, as it is easy to read 

and has a childlike simplicity with a slightly 

stylized, modern twist. 
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N A M E :

FU T U R A  P T

N A M E :

A PFEL  G R OT EZK

S T Y L E : 

B O O K

S T Y L E : 

REG U L A R

D E S I G N E D B Y:

PAU L  REN N ER  (1927)

D E S I G N E D B Y:

C O LLLET T TI VO

AVA I L A B L E :

A N Y W H ERE

AVA I L A B L E :

C O LLLET T TI VO.IT
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0 1 Tr u s te d

0 2 I n n ov a t i ve

0 3  S o p h i s t i c a te d

0 4 I n f o r m a t i ve

0 5  S e n s i t i ve

0 6 C o m m u n a l
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A s h e p h e rd h a s a  s i n g l e  g o a l :  to  c a re fo r  a n d  p rote c t  th e i r  f l o c k .  B u t  w h o s ays 

i t ’s  a l l  w a l k i n g s t ic ks a n d m u d d y b o ot s?  T h e S a r to r i a l  S h e p h e r dS a r to r i a l  S h e p h e r d  l e a d s  th e i r 

f l o c k to  g re e n e r  p a s tu re s -  a n d d o e s i t  a l l  i n  s t y l e .

T h e s h e p h e rd t a ke s th e i r  ro l e  w ith  g re at  p r i d e ,  c o m p e l l e d  by  a n i n n ate d r i ve 

to  l e a d a n d p rote c t .  T h ey of fe r  g u i d a n c e ,  s u p p o r t ,  i n g e n u it y,  m u s c l e ,  a n d 

h e a r t  a n d u s e eve r y  to o l  at  th e i r  d is p o s a l  fo r  th e b et te r m e nt  of  oth e r s  – 

w h eth e r  th ro u g h wo rd s ,  a c t io n s ,  o r  b oth .  T h ey  i n s t i l l  a n d  e a r n tr u s t  th ro u g h a 

u n i q u e b l e n d of  m o d e s t y  a n d re s o l ute c o nv ic t io n .

T h o u g h th e i r  l i fe  m ig ht  re q u i re  g et t i n g d o w n a n d  d i r t y  o n o c c a s io n ,  th at ’s 

n o exc u s e to  l o o k s h a b by.  A  d e e p c o n n e c tio n to  th e s e n s e s  i nfo r m s  th e i r 

s a r to r i a l  c h oic e s .  T h ey a re e q u a l l y  i n s p i re d  by  th e tex tu re s  a n d  c o l o r s  of 

th e i r  o rg a n ic  s u r ro u n d i n g s a s  th ey a re by  th e d r i ve to  g i ve b a c k  to  th e e a r th , 

w h ic h p rov i d e s th e m w ith  s o m u c h .  A lth o u g h th e i r  s t y l e  m ay  b e h u m b l e a n d 

p r a c tic a l ,  th e m ate r i a l s  a re  of te n u n ex p e c te d ,  a n d  th e c r af t s m a n s h i p i s 

a l w ays of  th e h ig h e s t  c a l i b e r.

C OM F O RT,  S A FE T Y,  S T Y L E ,  J OY,  S AT I S FAC T I O N , K N OW L E D G E , 

G U I DA N C E ,  T RU S T,  T H E G R E AT E R G O O D, P ROT E C T I N G T H E FU T U R E

THeSartorialshepherd
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1920x1080 and 1080x1080 px

RGB

0 1 D I M E N S I O N S

0 2 C O L O R  P R O F I L E

B R A N D G U I D E L I N E S

S
U

G
G

E
S

T
E

D
 U

S
A

G
E

Instagram

pictoral
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Instagram

text based
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Shown are some examples of how the logo, 

icon, and fonts might be used when designing 

packaging or marketing materials. Images are 

digital mockups and not intended as actual 

products or f inal designs.

product

mockups



D e s ig n :  M at t  C h a it  fo r  B a n a n a S t a n d I n c .

M o o d B o a rd s & C re ati ve C o n s u lt at io n :  A l exa n d r a  D i l l a r d

TOV c o u r te sy of  C l ie nt  a n d B a n a n a S t a n d I n c .

P h oto g r a p hy :  D u n j a  D u m a n s k i  fo r  S m a l l  G re e n D o o r
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