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Beauty is a mess



The Ordinary.

Whew, that’s better. 

Simple but not basic. Ordinary but not boring.  This line is made up of clinical 
formulations that are made with integrity. We know the beauty industry can 
feel overwhelming. There are plenty of products out that promise to help you. 
Companies charge you plenty for creams that you buy for certain ingredients. 
But you don’t know if you’re getting value.

The Ordinary is solving this problem. We strip unnecessary scent, packaging, 
and fancy-sounding but unproven ingredients to leave behind ingredients 
that work. And we do it cheaply too. We are changing everything.
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This style guide provides you with the guidelines to communicate the Ordinary Brand. 
Our brand is honest and our goal is to bring integrity to the beauty industry. The logo, 
the packaging, and the communication are simple. We strip away all excess to give 
the consumer what they want; something that works. Yes, these guidelines are in 
place, but use your best judgment. Remember the goals of the Ordinary when 
communicating to our audience. If you have any questions, contact us at Deciem.
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About Us

6. Contact 
Information



2.
Audience

Our audience consists of two demographics. People who know what they 
want and consumers who want to learn more. The advanced consumers 
know what ingredients are effective. These individuals have done their 
research and know how to solve their problem. The second group requires 
help to navigate this line. Since we provide only the ingredients, it requires 
more expertise. Incorporating these products into a beauty routine can be 
challenging if you don’t know how or when to use them.

With this in mind, our voice has to incorporate these two groups. We have 
to convince the pro-consumer that these formulas are legitimate. We also 
aim to instruct the casual consumer. Our goals are for to build trust, but also 
inform.

3. 
Channels

Our audience lives online. They love information and want to know the 
latest beauty trends. Our audience dives into beauty communities with the 
goal to know what works. Our strategy includes social media, content mar-
keting initiatives through our blog, as well as traditional media. We monitor 
and engage in beauty communities. We want to know where our audi-
ence hangs out. We always make sure to be responsive to their questions. 
Deciem has to know what their problems are, to solve them. 

Summary

       •  Social Media (Instagram, Facebook, and Twitter)
            •  Beauty Communities (Makeup alley, Reddit)
 •  Our blog 



4.1 
Logo

Primary Colour

#e9e6e3
rgb(233,230,227)

#0c0906
rgb(12,9,6)

Secondary Secondary

#ffffff#ffff
rgb(255,255, 255)

Our logo communicates that our brand is simple, yet effective. Please feel free to use 
it in all marketing communications. This includes websites, letterheads, and social 
media.  Refer to the guidelines outlined below to know what to do and not to do when 
using our logo.

Colours
Black, Grey and White. 
Just that simple. 

4. 
Visual 
Identity



4.2 
Typography

The Ordinary’s goal is to build trust among consumers.  Digital media gives us 
the chance to show them that our products work.

Tone of Voice

Our voice is friendly, informative and scientific. Remember when you had to write 
an essay and your teacher told you to show don’t tell? That’s what we do. We 
show our audience how to work our products work. We show how ingredients are 
derived, why we use them and  why they are effective. But, also do it in a way so 
everyone can understand.

To meet these objectives, first, we introduce ourselves to our audience. Don’t be 
afraid to start off with a colloquialism or a friendly phrase (But, don’t get too trendy. 
It can date the copy within six months). Then we give info about the product. We 
then say what the benefit of the product is and how it works to do so. Always be 
clear and concise when describing the benefits of a product. Short sentences will 
be your firend here; they build trust with the audience. 

Heading
Subheading
Body Copy

Captions

A B C D E F G H I J K L M N O P Q R S T 
U V W X Y Z
a b c d e f g h I j k l m n o p q r s t u v  w 
x y z 

We use the Raleway to communicate the Ordinary. 

It’s an elegant sans-serif typeface that conveys the simplicity of 
the brand. Use it for both headings and body copy. Use bold for 
headings. Use semibold for subheadings. Use regular for body 
copy, and use light for captions.

5. 
Communi-
ication



For any questions about the content in the style guide please email us at 
copy@deciem.com or feel free to call us at 555. 661.4290 (International)

Offices

Toronto 
517 Richmond St. E. 
Toronto, Ontario M5A 1R4 
Canada
London 

6C Cotton’s Gardens 
London E2 8DN 
United Kingdom
Nottingham 
Unit 4 
Bloomsgrove Industrial Estate 
Nottingham NG7 3JG 
United Kingdom

Hoboken 
722 Hudson Street, Unit One 
Hoboken, New Jersey 07030 
USA

We aim to inform and educate. We don’t assume they know everything about skin-
care. We never patronize or talk down to them. The content that focuses on the 
Ordinary should always be friendly. If a consumer has a question, we ensure that their 
question has been answered. We don’t infer anything about them. The Ordinary strives 
to remain objective in our communications.

1. Think about the customer first when communicating. They are the priority.

2. Listen. Think objectively about what they are saying. Respond to every element of 
their question.

3. Always be friendly. It;s important the provide a friendly enviroment to the customer 
at all times. Never judge.

4. Inform and edcuate. Keep it short and conside. Break down concepts that may be 
difficult to grasp. 

5.1 
Rules of 
Communi-
cation

6. 
Contact
Informa-
tion




