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



B R A N D  S T O R YB R A N D  S T O R Y

Where Land and Legacy ConvergeWhere Land and Legacy Converge

We craft world-class, terroir-driven Pinot Noir and 

Chardonnay from the Russian River Valley through 

meticulous regenerative organic farming. Our roots 

run deep—beginning with Reuben Harper’s tilling 

of Harper’s Rest in the 1850s, and carried forward 

through the Underwood family’s legacy in the wine 

and spirits business since 1888. We farm our estate 

vineyards—Moon Dust and Harper’s Rest— 

with integrity, patience, and uncompromising quality, 

and are honored to share these wines with you.



G R O U N D E D

U N C O M P R O M I S I N G

W E L C O M I N G



B R A N D  I D E N T I T YB R A N D  I D E N T I T Y

L O G O S  &  T Y P O G R A P H Y  &  C O L O R  PA L E T T E  &  I M A G E R Y



L O G O

L O G O  &  TA G L I N E

L O G OL O G O



L O G OL O G O

Approved logo colors are PMS Black 7,  PMS 6185 or PMS 2379,  PMS Warm Gray 11  & PMS Warm Gray 1 .



B RAN D  MARKB RAN D  MARK

The 1857 brand mark is  a support ing element and should always be used in conjunct ion with the pr imary Harper ’s  Rest  logo.

The brand mark should never appear on i ts  own—it must be paired with the logo within the same document or design piece.

I t  should always funct ion as a secondary element ,  not the pr imary ident i f ier.

The mark may be placed over photography or a sol id color block for v isual  interest .

Any approved color f rom the brand palette may be used.



I L L U ST RA T I ONI L L U ST RA T I ON

This handcrafted woodblock pr int  by art is t  Andrea Starkey is  a s ignature brand element .  

I t  conveys a dist inct  sense of place and strengthens Harper ’s  Rest ’s  story and recognit ion.

The i l lustrat ion should always appear secondary in s ize and placement to the Harper ’s  Rest  logo.

Maintain clear space around the i l lustrat ion—it should never feel  crowded.

Do not al ter,  d istort ,  crop,  or place i t  over color f ie lds or photographs.

The or iginal  colors must remain intact—never convert  to black & white or recolor.

The i l lustrat ion should never be used as a subst i tute for the Harper ’s  Rest  logo.

Examples of use:  in the footer of the websi te,  backside of a notecard or the footer of let terhead.



F O N T SF O N T S

F O R  P R O F E S S I O N A L LY  D E S I G N E D  P R I N T  C O L L AT E R A L

CASLON BOOK WFCASLON BOOK WF  (Waldon Font Company)

headlines, subheads, uppercase, will always need a stroke added (to be bolder), will need hand kerning, 100 tracking

Ca<lon Book Italic WFCa<lon Book Italic WF  (Waldon Font Company)

headlines, subheads, titlecase (except for small words in lowercase), will need hand kerning, 0 tracking

GT Eesti Pro Display Regular, Medium & Bold
headlines as needed for readability, sub heads, body text, uppercase/lowercase, 75 tracking

archive garamond expert smallcap
signage, special needs, type out in lower case, headlines only, will need hand kerning, 50 tracking



F O R  D E S K TO P 

P R O X I M A  N O V A  R E G U L A R  &  S EM I B O L D  &  BO LD
headlines, uppercase, small pt size, 200 tracking

Proxima Nova Regular & Semibold & Bold
body text, uppercase/lowercase, 50 tracking

F O R  W E B S I T E  /  D I G I TA L 

LTC CASLON BOOK  (Adobe Fonts)

headlines, uppercase, small pt size, 50 tracking

GT Eesti Pro Display Regular & Medium (Grill i Type)

body text, uppercase/lowercase, 75 tracking

F O N T SF O N T S

F O R  D E S K TO P  &  D I G I TA L



C O L O R  P A L E T T EC O L O R  P A L E T T E

F R O M  T H E  L A N D  &  S E A





B R A N D  T O O L K I TB R A N D  T O O L K I T

L O G O

C O L O R  PA L E T T E T Y P O G R A P H Y P H OTO G R A P H Y

B R A N D M A R K

ABCDEABCDE
AaBbCcDdEe

AaBbCcDdEe

AaBbCcDdEe

abcde



QUESTIONS?
Ella Winje 

ella@odonnell-lane.com

916.599.9415

7015 Westside Road 

Healdsburg, CA 95448

707.341.4620

harpersrest.com


