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Brand Guidelines



Introduction
Welcome to our brand guidelines. This document is 

intended to help with understanding the Glassbreakers 
brand and act as a catalyst for creativity in how you can 

express the brand accurately.



Mission Statement
Our mission is to empower people to break the 
glass ceiling, together. To believe in the social, 

political and economical equality of the sexes, race, 
color, religion, or disability. 

We are an inclusive network for any one who 
believes that transformative change is possible 

when we all participate, teach, and share. To build a 
community of trust, privacy and and impact by 

working together.



Radical Transparency
We are open to the idea of everyone knowing 

everything. Giving people insight into how we work is 
better for us as a whole.



Inclusive Collaboration
Everyone has something to teach and share. 

We all learn if we all participate in helping 
each other grow.



Leading with Empathy
In order to understand, we must trust and respect 

how others think and feel. We must be 
compassionate to others so we can build a 

community of mutual understanding.



Our Logo



The brandmark
The Glassbreakers brandmark is 
the most visible and iconic brand 
asset. It consists of three 
alternating triangles stacked on 
to each other.

The negative space represents a 
path rising upwards and the 
triangles are representative of 
shattered glass.



The wordmark
The wordmark bears our name 
and represents our personality. 
Balanced and multi-faceted, we 
have round curves but also 
sharp edges.



Logo lockup
For most situations, the symbol 
and wordmark are usually 
together as it is more easily 
recognizable.

There are 2 configurations: one 
horizontal layout where the 
symbol must be to the left of the 
wordmark, and a vertical one 
where the symbol is above at a 
much larger scale than the 
wordmark.

There are also different multiple 
color configurations depending 
on the background.

Both brandmark and wordmark 
are a single color, and the other 
variation is the top shard is a 
highlight color.

HORIZONTAL VERTICAL



Clear space
The logo should be given some 
space to make it prominent and 
visible.

These are some suggested 
parameters for the minimum 
amount of space be given for 
the logo to breathe.

When the symbol is used alone 
the minimum clear space is half 
the width (or height) of the 
symbol.

SYMBOL ALONE

When the wordmark is used 
alone the minimum clear space 
is the cap height of the G in the 
wordmark.

WORDMARK ALONE



Clear space - symbol + wordmark
The minimum clear space for 
both horizontal and vertical 
variations of the symbol/
wordmark logo should be the 
cap height of the G in the 
Glassbreakers wordmark.

HORIZONTAL VERTICAL



Logo lockup colors
Our logo has different color 
variations to be flexible with 
both dark and light 
backgrounds.

Either use the standard color 
palette with a highlight on the 
top shard or else use a solid 
contrasting color.

COLOR POSITIVE COLOR NEGATIVE



Logo badge
The logo symbol can be placed 
into a small rectangular box to 
prevent it from appearing to be 
floating

The logo should have a 
minimum padding around the 
logo if it is being placed inside a 
box that is at minimum half the 
height of the top (teal) triangle.

BADGE - COLOR POSITIVE BADGE SPACING

BADGE - COLOR NEGATIVE



Color



Teal

Color Palette: Primary
Our primary highlight color is the 
teal (7FDBD4).

It should be used sparingly to 
emphasize.

The negative space represents a 
path rising upwards and the 
triangles are representative of 
shattered glass.



100% 90% 80% 70% 60% 50% 40% 30% 20% 10%

7FDBD4
127/219/212

A5E6E1
165/230/225

D8F4F2
216/244/242

Color Palette: Primary Accents
Our primary highlight color teal 
(7FDBD4) can be separated to 
multiple shades to create a 
hierarchy of different options for 
monochromatic shades.



100% 90% 80% 70% 60% 50% 40% 30%
34394C
51/56/75

5D6170
93/97/112

C2C3C9
194/195/201

20% 10%

Navy (34394C)

100% 90% 80% 70% 60% 50%
FFFFFF

255/255/255
D6D7DB

214/215/219
898E99

137/142/153

40% 30% 20% 10%

White (FFFFFF) over 34394C

100% 90% 80% 70% 60% 50% 40% 30%
7FDBD4

127/219/212
A5E6E1

165/230/225
D8F4F2

216/244/242

20% 10%

Teal (7FDBD4)

Color Palette: Color Shades
Our primary colors can be 
separated to multiple shades to 
create a hierarchy of different 
options for monochromatic 
shades.



Color Palette: Brand colors
These colors should be used as 
the principal starting color 
palette when designing for a 
Glassbreakers experience.

TEAL

BLUE

TURQUOISE

LIGHT BLUE

AQUA

SKY

BERYL

DARK BLUE STEEL BLUE

PMS 318C

PMS 299C

PMS 7472C

PMS 297C

PMS 7472C

PMS 290C

PMS 7541C

PMS 7689C PMS 647C

7FDBD4

1AB1FD

5CB0AA

78CDF8

A5E6E1

B7E0F4

D8F4F2

2E95C8 1F698F

CMYK 46/0/22/0
RGB 127/219/212

CMYK 90/30/0/1
RGB 26/177/253

CMYK 48/0/3/31
RGB 92/176/170

CMYK 52/17/0/3
RGB 120/205/248

CMYK 28/0/2/10
RGB 165/230/225

CMYK 25/8/0/4
RGB 183/224/244

CMYK 11/0/1/4
RGB 216/244/242

CMYK 77/26/0/22
RGB 46/149/200

CMYK 78/27/0/44
RGB 31/105/143



Color Palette: Grayscale Colors
These colors should be used as 
the principal color palette for 
text and shades of gray.

NAVY GRAYISH NAVY SLATE DARK GRAY

PMS 7540C PMS 431C PMS 423C
484C5E 5D6170 898E99

CMYK 23/19/0/63
RGB 72/76/94

CMYK 17/13/0/56
RGB 93/97/112

CMYK 137/142/153
RGB 10/7/0/40

PMS 432C
34394C

CMYK 32/25/0/70
RGB 52/57/76

LIGHT GRAY PLATINUM GRAY_EF OFF WHITE

PMS 427C PMS 649C PMS 656C
D6D7DB EFF0F3 F5F5F6

CMYK 2/2/0/14
RGB 214/215/219

CMYK 2/1/0/5
RGB 239/240/243

CMYK 0/0/0/4
RGB 245/245/246

PMS 428C
C2C3C9

CMYK 3/3/0/21
RGB 194/195/201



Typography



Proxima Nova

Typography: Primary Typeface
Our primary typeface is Proxima 
Nova. 

It is a geometric font that creates 
a harmony of balance and 
simplicity.

Proxima Nova Regular

Proxima Nova Semibold

Proxima Nova Bold

Proxima Nova Regular Italic

Proxima Nova Semibold Italic

Proxima Nova Extrabold
Proxima Nova Black

Proxima Nova Light
Proxima Nova Light Italic



Voice and Tone

Whoa!



Hippy
Hippy the hippo is our brand 
mascot. He/she is an abstract 
character that embodies and 
represents our intended brand 
voice and tone.

Friendly and empathetic, Hippy 
uses encouraging words with 
pep and optimism. We also want 
to use a direct action-oriented 
communication style.



Hippy’s Personalities
Hippy has an identity crisis. 
Hippy likes to play a lot of roles 
(and represents the many 
different functions we have 
within the product).

This is meant to evoke the 
different hats and roles on the 
product team that Hippy 
represents.



Hippy’s Hobbies
Hippy loves music. Hippy also 
loves the 90s. Whenever Hippy’s 
writing an email, you can hear 
the humming of music and lyrics 
from old pop songs.

This is a subtle joke to other pop 
music fans on the platform. 
Whether it’s Kelly Clarkson’s 
`Since U Been Gone` or a 
Beatles classic, the lyrics find 
their way into Hippy’s words.




