
Brand Guidelines

March 2018



2 Document: HL_Brand_Guidelines_010218

Job Nr.: 1373.0004.400

Date: March 8, 2018

 

Round 2: 

Round 3:

Round 4:

 

Brand guidelines Table of contents 

Contents

Our brand strategy ...............................................................3
Our brand platform .....................................................................4
Our verbal identity.......................................................................5
Brand voice ..................................................................................6
Messaging ................................................................................ 12

Our logo .............................................................................18
Configurations .......................................................................... 19
Business units .......................................................................... 20
Colors  ........................................................................................ 21
Logo on background ............................................................... 22
Clear space ............................................................................... 24
Misuse ....................................................................................... 25

Our typeface ......................................................................26
Primary and alternative typeface ......................................... 27
Basic typesetting principles/hierarchy ................................ 28

Our color palettes ..............................................................29
Palette overview ....................................................................... 30
Blue palette ............................................................................... 31
Gold palette............................................................................... 32
Neutral palette .......................................................................... 33
Color Hierarchy ........................................................................ 34

Our photography ................................................................35
Style guidelines ........................................................................ 36
Lifestyle/People ....................................................................... 37
Abstract ..................................................................................... 38
Pathways ................................................................................... 39
Headshots ................................................................................. 40
Misuse ....................................................................................... 41

Our design system .............................................................42
Introduction of banner shape ................................................ 43
Mosaic grid and banner placement ..................................... 44
Color and photo use ................................................................ 46
Logo staging ............................................................................. 47
System misuse ........................................................................ 48
Applications .............................................................................. 50



Our brand strategy



4 Document: HL_Brand_Guidelines_010218

Job Nr.: 1373.0004.400

Date: March 8, 2018

 

Round 2: 

Round 3:

Round 4:

 

Our brand strategy Our brand platform

Our brand platform

Our brand platform serves as the strategic foundation for our 
organization. We should use our platform internally as a guide and 
decision-making tool, rather than externally as a consumer-facing 
piece of content.

Our brand platform showcases a sense of warmth and family that 
is true to who we are as Hilliard Lyons.

Our reason for being
Why we do what we do, the 
higher-level purpose that drives 
us internally

To be the family you choose

We are committed to
The foundational elements 
that are core to who we are, 
differentiate us and, ultimately, 
guide the actions we take and 
the behaviors we exemplify

Personalizing every detail
We aim to know as much as possible 
about you. That way, our services, 
communication and wealth management 
solutions are all unquestionably tailored 
to you. Our only goal? To reach yours. 

Providing clear perspective 
Our perspective shines when we bring our 
collective expertise to the table. Without 
unrealistic promises, we connect what we 
know with what we’ve learned to make 
sure you have the full picture.

Making expectation reality
Relationships, advice and support are 
constant even as your world ebbs and 
flows. We take the guesswork out of your 
financial future, proactively anticipating 
needs and reaching beyond expectations.

We are
The attributes we exhibit to 
ensure a consistent brand 
experience each and every time 

Thorough
We have the willingness and ability to 
readily respond to your changing world; 
we are adaptable and attentive.

Knowledgeable 
Always informed about the financial 
world, we are understanding and 
discerning.

Transparent
We are invested in you and your needs, 
passionate and committed. 

Our experience
What we deliver, how it’s 
distinct from our competitors 
and why it matters to those  
we serve

Confidence that, no matter what you need, we always have your back
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Our brand strategy Our verbal identity

Our verbal identity

Our verbal identity is how we use language to express our 
brand— whether through written communication or face-to-
face interaction. Our verbal identity is comprised of how we 
communicate  (voice) and what we communicate (messaging). 
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Our brand strategy Brand voice

Brand voice

What Is Voice?

Voice isn’t what you say; it’s how you say it.
Voice turns messages into memorable experiences and brings 
brand to life through language. Just as logo and design bring a 
brand to life visually, language and writing are fundamental to 
expression.

A strong voice helps brands:
• Deliver on brand experience
• Differentiate from competitors
• Activate brand personality
• Create dialogue and relationships with audiences 

Our voice statement
Our voice statement can be used as creative, strategic and tactical 
direction for your writing. The following voice statement is inspired 
by our brand strategy and workshop outputs, and it sets the tone 
for our voice principles:

Champions of Potential 
At Hilliard Lyons, we see the people we serve as more than just 
clients. We see them as people with potential. So we get personal, 
ask questions and spark conversations that help us understand 
who you are and where you’re coming from. Because we believe we 
serve you best when we know your story.

Every client’s story is unique—an individual journey to success. No 
matter where your journey takes you, you can rest assured that 
we’ll be with you every step of the way. We make our expertise 
accessible, providing the knowledge and know-how you need to 
make the best decisions for you and your family. From day one, 
we’re an unshakable advocate for you and your legacy. We believe 
in your success because we know how hard you’ve worked to get 
here, and we’re confident about everything you will accomplish in 
the future.
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Our brand strategy Brand voice

Brand voice

Voice Principles

Three supporting voice principles help us communicate the spirit 
behind our “Champions of Potential” statement. Each principle is 
followed by a set of three tactics, sounds and examples that can be 
used to further guide your writing. 

Voice Principle 1

We know your story
We’ve known our clients for a long time–or at least, 
it feels that way. We know their goals, their worries, 
what gets them out of bed in the morning. That close 
relationship is one of the ways we demonstrate that 
we’re truly invested in their growth. We speak directly to 
the relationships we foster with personalized touches 
that reflect familiarity and comfortable conversation.

Writing tactics
• Use the first person (“we,” “us,” “our”) when talking 

about our brand and the second person (“you”)  
when addressing our audience, to create a 
personalized tone

• Use informal and rhetorical questions and 
conversational calls to actions (“Ready? Let’s get 
started.”)

• When appropriate, use first names and tailored 
references to customize content

Sounds
• Thorough
• Familiar
• Personalized

Examples
• We’re here to make sure you reach your goals.
• Ready to pursue your potential? 
• James, you’re going to love this update.

Voice Principle 2

We make expertise accessible
Our clients have the goals, and we have the knowledge 
to help them get there. Our deep understanding of 
the financial world means we can translate industry 
information into clear, easy-to-understand steps that 
make our clients feel confident in their future.

Writing tactics
• Humanize industry language by replacing jargon 

with consumer-friendly alternatives or including 
simple explanations

• Whenever possible, simplify; it’s a testament to 
how well we know the industry when we can make 
content short and simple

• Maintain a professional tone by avoiding slang and 
overly casual statements

Sounds
• Knowledgeable
• Confident
• Human

Examples
• When you manage your wealth, you take control of 

your future.
• Wall Street results, Main Street approach.
• Our advanced modeling techniques (a sophisticated 

“what-if?” exploration) help us understand the big 
picture.

Voice Principle 3

We believe in your success
Here, we want to help our clients succeed because 
we know how hard they’ve worked to get here, and we 
believe in the power of their potential. We encourage 
and inspire at every step and expect nothing less than 
the best for our clients’ future.

Writing tactics
• Emphasize that we equip our clients to succeed by 

making them the hero (“You take control of your 
future”) 

• Use words, metaphors and examples that express 
a positive outlook; avoid words with negative 
connotations

• Encourage action by inspiring an optimistic vision of 
the future, and avoid fear-driven “or else” statements

Sounds
• Transparent
• Optimistic
• Encouraging

Examples
• You’ve already accomplished big things. 
• The future looks bright. 
• The hard work you’re putting in today will help you 

reach greatness tomorrow. Keep it up.
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Our brand strategy Brand voice

Brand voice

How to Apply: Voice Checklist

Our voice should be used to establish consistency, inspire creativity  
and take our content to the next level. Rather than a rigid list of 
requirements, our voice is built to serve as a helpful guide. In 
addition to ensuring that we write consistently, our voice can be 
used to spark ideas and inspire creative on-brand content. 

 9 Does this sound like Hilliard Lyons? Does it help us express that 
we are “Champions of Potential”?

 9 Does it capture the essence of at least one of our voice 
principles? 

 9 Did you use a selection of our writing tactics? (Hint: Another way 
to check for this is to make sure you aren’t using language or 
style that contradicts tactics.)

 9 Could someone realistically describe the tone and feel using 
“sounds” descriptors? 

If you answered “no” to one or more of the questions above, take 
another look at our voice principles, tactics, examples and sounds. 
Problems with tone and feel can often be solved by tweaking your 
language to more closely align with sounds and tactics.
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Our brand strategy Brand voice

Brand voice

How to Apply: Words and Phrases We Love

Writing Ideas Voice Principle 1

We know your story
Voice Principle 2

We make expertise accessible
Voice Principle 3

We believe in your success

Implementing these words and phrases 
can jump-start your writing and keep you 
on the right track throughout the process 

• Your goals become our own
• Dedicated, committed
• How can I help?
• Tell me more
• Welcome home
• Your story, your path 

• Advice at every step of the way
• Everything you need
• Support, Champion, Advocate
• “X,” which means we … 
• Make it possible 
• Tools, Knowledge, Know-how

• No matter what…
• People with potential
• Pursue your potential 
• Celebrate, Success, Accomplish
• Your future is bright
• The legacy you choose

Common Swaps Instead of… Try…

Whenever possible, replace overused 
words and phrases with suggested, on-
voice alternatives

Pursue your dreams/goals

Innovative

Empower

Navigating/guiding

Life stage/Life 

Preserve/protect wealth

Honest/honesty

Wall Street to Main Street

Your best interest

Moving forward

Trusted/trustworthy

Peace of mind

Follow your ambitions, Redefine what’s possible, Pursue what drives you

Beyond expectation, Latest tools and technology, Creative, Cutting-edge

Enable, Support, Make possible, Provide the tools

Powering your potential, Drawing you a roadmap

Stage in your journey, Your unique story, Adulthood, Parenthood

Set your own path, Design your legacy, Look after what’s important to you

Dedicated to you, Committed, Straightforward, Transparent, Tell it like it is

Approachable expertise, Real advice for real people

Your goals become our own, We put you first—always

Onward and upward, Today and tomorrow

With you every step of the way, Upholding integrity, No matter what…

Confidence to soar, Free from challenges
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Our brand strategy Brand voice

Brand voice

How to Apply: Before and After Example

This rewritten Overview Brochure demonstrates how employing 
our tactics can bring the “Champions of Potential” voice to life.

Before

A strong relationship with a trusted Financial Consultant is one of 
the most important assets your family can have. 

Today’s economic landscape is shaped by complex trends in 
business, technology, world affairs and governmental policy. 
Successfully building, maintaining and handing down your wealth 
to the next generation requires an understanding of all the forces 
affecting your financial well-being.

It also requires a longer-term perspective on how your goals are 
likely to change over time and how one goal may affect another. 
Buying a home, educating children, preparing for a comfortable 
retirement, passing along a business, building a lasting legacy… 
each requires unique tactics as part of a comprehensive strategy. 

Founded in 1854, Hilliard Lyons has a long history of helping 
individuals and families pursue their objectives. In times of 
prosperity and in challenging periods like the Great Depression, 
the dot.com bubble burst and the 2008 recession, we’ve provided 
expert guidance born from extensive experience. 

Our unwavering focus on helping clients take advantage of financial 
opportunities and weather the inevitable economic storms has 
produced an extremely loyal clientele and allowed us to enjoy 
consistently high client satisfaction ratings (95%).

After

Our Wealth Advisors provide unwavering expertise and support, 
giving you the power to pursue your potential—no matter what. 

Today’s economic landscape is complex. With evolving trends 
in business, technology, global affairs and governmental policy, 
it’s never been more challenging to navigate the different factors 
affecting your financial future. That’s where your Wealth Advisor 
steps in. 

Drawing on the collective expertise of the Hilliard Lyons family, 
our advisors have a deep understanding of today’s financial world. 
It’s also our priority to get to know you—not only as clients, but 
as people—so that we can understand your unique vision and 
potential. At every step, our advisors channel their expertise into 
helping you make your mark and build the future you envision.

In 1854, Hilliard Lyons was founded on a promise: We will always 
work to put our clients first. Today, our advisors are as dedicated 
as ever to maintaining the highest standards of service, integrity 
and discretion that we’ve become known for. Through life’s ups and 
downs, we remain steadfast in our commitment to serving you, 
your family and your future. 
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Brand voice

How to Apply: Before and After Examples
Our rewrite incorporates tactics from each of our voice principles 
to generate simpler, more human language that creates a stronger 
sense of connection. 

After

Our Wealth Advisors provide unwavering expertise and support, 
giving you the power to pursue your potential—no matter what. 

Today’s economic landscape is complex. With evolving trends in 
business, technology, global affairs and governmental policy, it’s 
never been more challenging to navigate the different factors 
affecting your financial future. That’s where your Wealth Advisor 
steps in. 

Drawing on the collective expertise of the Hilliard Lyons family, 
our advisors have a deep understanding of today’s financial world. 
It’s also our priority to get to know you—not only as clients, but 
as people—so that we can understand your unique vision and 
potential. At every step, our advisors channel their expertise into 
helping you make your mark and build the future you envision.

In 1854, Hilliard Lyons was founded on a promise: We will always 
work to put our clients first. Today, our advisors are as dedicated 
as ever to maintaining the highest standards of service, integrity 
and discretion that we’ve become known for. Through life’s ups 
and downs, we remain steadfast in our commitment to serving 
you, your family and your future. 

Voice Principle 1: We know your story
• Use the first person when talking about our brand and the 

second person when addressing our audience, to create a 
personalized feel

Voice Principle 2: We make expertise accessible
• Humanize industry language by replacing jargon with 

customer-friendly alternatives
• Whenever possible, simplify

Voice Principle 3: We believe in your success
• Emphasize that we equip our clients to succeed by making 

them the hero
• Encourage action by inspiring an optimistic vision of the future



12 Document: HL_Brand_Guidelines_010218

Job Nr.: 1373.0004.400

Date: March 8, 2018

 

Round 2: 

Round 3:

Round 4:

 

Our brand strategy Messaging 

Messaging 

What Is Messaging? 

While voice guides “how” we speak, messaging focuses on 
“what” we say. Messaging strategy defines how we talk about key 
brand elements in the context of the different things that we do, 
helping us tell a consistent, relevant story time and time again.

Messaging is not ad copy or taglines. Rather, great copy is 
an outcome of messaging. While copy is occasion-specific, a 
messaging framework is evergreen. With a solid framework in 
place, we can always find new, relevant, on-brand ways to express 
our strategy. 

Used together, our Messaging and Voice allow us to create 
communication that speaks to the heart of what our audience 
needs to hear. 
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Our brand strategy Messaging 

Messaging 

Our Messaging Framework

Using our messaging framework ensures that we can tell 
powerful, consistent brand stories. 
This messaging framework demonstrates how we can bring our 
messaging—the strategic foundation of all brand communication—
to life. We can use this framework as a strategic blueprint for 
creating impactful content and communication that is authentic to 
who we are, relevant to our audiences and aligned to the services 
and experiences we deliver.

In addition, messaging establishes a framework for the way we talk 
about our core commitments, which come to life in the three brand 
pillars as shown below. 

In our framework, each pillar has its own set of key messages and 
examples.

Brand Pillars Personalizing every detail
We aim to know as much as possible about 
you. That way, our services, communication 
and wealth management solutions are all 
unquestionably tailored to you. Our only goal?  
To reach yours.

Providing clear perspective 
Our perspective shines when we bring our 
collective expertise to the table. Without 
unrealistic promises, we connect what we know 
with what we’ve learned to make sure you have 
the full picture. 

Making expectation reality
Relationships, advice and support are constant 
even as your world ebbs and flows. We take the 
guesswork out of your financial future, proactively 
anticipating needs and reaching beyond 
expectations. 

Key  
Messages

Knowing You
The Hilliard Lyons approach is anchored in 
relationships. Our top priority is getting to know 
you—not just as a client, but as a person. 

Personalized Roadmaps 
Our advisors craft customized financial 
roadmaps to take you to the future you’re 
planning on—and beyond. 

Elevating the Details 
We focus on the little details so you can plan for 
your big picture.

Collective Expertise
When you turn to Hilliard Lyons, you gain access 
not only to your dedicated advisor, but to the 
strength of an entire family of connected financial 
experts. 

Clear Vision
With generations of expertise and a unique 
perspective, we always make sure you have a 
clear vision of your future, so you can act with 
confidence at every crossroad.

The Latest Approach 
The financial industry is changing. Our advisors 
stay on the cutting—edge so you can, too. 

The Future You Choose
You tell us about the future you envision. We tell 
you how to make it happen. 

Unwavering Support
Through life’s ups and downs, we’ll always be 
here for you with everything you need to plan for 
your family’s today and tomorrow. 

Beyond Expected 
We’re dedicated to pushing past what’s expected 
to help our clients reimagine the power of their 
own potential. 
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Messaging 

Our Messaging Framework

 Next, we've layered content starters under our key messages and 
examples to help get our thinking on the right track at the beginning 
of our writing process. 

Brand Pillars Personalizing every detail
We aim to know as much as possible about 
you. That way, our services, communication 
and wealth management solutions are all 
unquestionably tailored to you. Our only goal?  
To reach yours.

Providing clear perspective 
Our perspective shines when we bring our 
collective expertise to the table. Without 
unrealistic promises, we connect what we know 
with what we’ve learned to make sure you have 
the full picture. 

Making expectation reality
Relationships, advice and support are constant 
even as your world ebbs and flows. We take the 
guesswork out of your financial future, proactively 
anticipating needs and reaching beyond 
expectations. 

Content 
Starters

 9 Create content around the type of questions 
we ask: Use questions as an opportunity to 
demonstrate our passion for getting to know 
our clients as people. (e.g., “What’s your 
definition of success?” It’s a question our 
advisors ask every client. Here’s what a few of 
them said: …)

 9 Talk about the way we tailor our approach 
to our clients: Call out examples of unique 
thinking and customized plans, and reinforce 
why a personalized approach is so critical. 
Feature situations where a standard approach 
just wouldn’t cut it.

 9 Share examples of advisors going 
beyond finances: To demonstrate that the 
relationships we build are based in the real 
world, not just the financial one, share stories 
about our advisors supporting and interacting 
with their clients in nontraditional ways.

 9 Reinforce the benefits of working together: 
Highlight instances when advisors come 
together to provide more value to their clients, 
and demonstrate the benefits that come from 
the collective experience of the Hilliard Lyons 
family.  

 9 Demonstrate expertise with financial 
forecasting: Provide timely updates and trend 
predictions that demonstrate our industry 
expertise and help our clients understand 
what’s coming.

 9 Share different perspectives: Show that we 
understand our clients’ lives by creating 
content from their perspective. Feature clients, 
in their own voice, reflecting on important 
messages and milestones (e.g., their 
relationship with their advisor, an important 
decision they made, the confidence they have 
in their family’s future)

 9 Feature stories of clients achieving their 
goals: Use real examples of clients reaching 
milestones and goals as a vehicle for talking 
about the role that Hilliard Lyons played in their 
success (e.g., starting a business, sending a 
child to college, etc.) 

 9 Highlight the experiences of clients at a variety 
of stages in life: Demonstrate that we provide 
support for all by sharing stories about helping 
clients tackle the unique situations, questions 
and challenges that come up at different 
stages of life. 

 9 Show how we reach beyond expected: 
Emphasize that we’re constantly pushing 
further to help our clients reach their potential 
and beyond.
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Messaging 

Our Messaging Framework

Lastly, we can back our messages with concrete examples derived 
from a bank of reasons to believe. 

Reasons to believe are stories, facts, statistics, quotes and any 
other references that support, demonstrate and backup the key 
messaging of each pillar. 

Our bank of reasons to believe should be a living, growing tool that 
we can always pull from and incorporate into content. Keeping our 
reasons to believe bank updated with our latest accomplishments 
will ensure we're communicating our messages in fresh, relevant 
ways. 

Brand  
Pillars

Personalizing every detail
We aim to know as much as possible about 
you. That way, our services, communication 
and wealth management solutions are all 
unquestionably tailored to you. Our only goal?  
To reach yours.

Providing clear perspective 
Our perspective shines when we bring our 
collective expertise to the table. Without 
unrealistic promises, we connect what we know 
with what we’ve learned to make sure you have 
the full picture. 

Making expectation reality
Relationships, advice and support are constant 
even as your world ebbs and flows. We take 
the guesswork out of your financial future, 
proactively anticipating needs and reaching 
beyond expectations. 

Reasons to 
believe

• Insert a "reason to believe" here: • Insert a "reason to believe" here: • Insert a "reason to believe" here: 
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Messaging 

Before and After: Voice and Messaging 

Let’s take another look at the rewritten Overview Brochure. This 
time, we’ll use our messaging framework to show how the content 
can be updated to better align with our voice strategy.

Before

A strong relationship with a trusted Financial Consultant is one 
of the most important assets your family can have. 

Today’s economic landscape is shaped by complex trends in 
business, technology, world affairs and governmental policy. 
Successfully building, maintaining and handing down your wealth 
to the next generation requires an understanding of all the forces 
affecting your financial well-being.

It also requires a longer-term perspective on how your goals are 
likely to change over time and how one goal may affect another. 
Buying a home, educating children, preparing for a comfortable 
retirement, passing along a business, building a lasting legacy… 
each requires unique tactics as part of a comprehensive strategy. 

Founded in 1854, Hilliard Lyons has a long history of helping 
individuals and families pursue their objectives. In times of 
prosperity and in challenging periods like the Great Depression, 
the dot.com bubble burst and the 2008 recession, we’ve provided 
expert guidance born from extensive experience. 

Our unwavering focus on helping clients take advantage of financial 
opportunities and weather the inevitable economic storms has 
produced an extremely loyal clientele and allowed us to enjoy 
consistently high client satisfaction ratings (95%). 

After

Our Wealth Advisors provide unwavering expertise and support, 
giving you the power to pursue your potential—no matter what. 

Today’s economic landscape is complex. With evolving trends 
in business, technology, global affairs and governmental policy, 
it’s never been more challenging to navigate the different factors 
affecting your financial future. That’s where your Wealth Advisor 
steps in. 

Drawing on the collective expertise of the Hilliard Lyons family, 
our advisors have a deep understanding of today’s financial world. 
It’s also our priority to get to know you—not only as clients, but 
as people—so that we can understand your unique vision and 
potential. At every step, our advisors channel their expertise into 
helping you make your mark and build the future you envision.

In 1854, Hilliard Lyons was founded on a promise: We will always 
work to put our clients first. Today, our advisors are as dedicated 
as ever to maintaining the highest standards of service, integrity 
and discretion that we’ve become known for. Through life’s ups and 
downs, we remain steadfast in our commitment to serving you, 
your family and your future. 
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Messaging 

After: Messaging

After

Our Wealth Advisors provide unwavering expertise and support, 
giving you the power to pursue your potential–no matter what. 

Today’s economic landscape is complex. Shaped by evolving 
trends in business, technology, global affairs and governmental 
policy, it’s never been more challenging to navigate the different 
factors affecting your financial future. That’s where your Wealth 
Advisor steps in. 

Drawing on the collective expertise of the Hilliard Lyons family, 
our advisors have a deep understanding of today’s financial 
world. It’s also our priority to get to know you—not only as 
clients, but as people—so that we can understand your unique 
vision and potential. At every step, our advisors channel their 
expertise into helping you make your mark and build the future 
you envision.

In 1854, Hilliard Lyons was founded on a promise: We will always 
work to put our clients first. Today, our advisors are as dedicated as 
ever to maintaining the highest standards of service, integrity and 
discretion that we’ve become known for. Through life’s ups and 
downs, we remain steadfast in our commitment to serving you, 
your family and your future. 

Pillar 3: Making Expectation Reality
 9 Unwavering Support

Pillar 3: Making Expectation Reality
 9 The Future You Choose

Pillar 3: Making Expectation Reality
 9 Unwavering Support

Pillar 2: Providing clear perspective
 9 The Latest Approach

Pillar 2: Providing clear perspective
 9 Collective Expertise

Pillar 1: Personalizing Every Detail
 9 Knowing You
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Our logo Introduction and configurations

Horizontal

Stacked horizontal
Preferred horizontal 
treatment

Vertical
Preferred

Extreme horizontal
Restricted use only

pathway symbol

logotype

Introduction and configurations

The components of our logo include the blue logotype and the 
gold “pathway symbol.” Our logo is available in four different 
configurations—vertical, horizontal, stacked horizontal and extreme 
horizontal―with the vertical configuration being preferred for most 
applications. 

The alternative horizontal and extreme horizontal configurations 
do not contain the “EST. 1854” date mark and should be restricted 
to those applications that are not conducive to the use of the 
preferred vertical or horizontal configurations. Such applications 
might include signage, wayfinding and small applications that have 
a limited amount of space. 
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Our logo Business units

Trust Company

Trust Company

Trust Company

Municipal Solutions

Municipal Solutions

Municipal Solutions

Investment Banking

Investment Banking

Investment Banking

Private Wealth

Business units

There are four entities that have a locked-up logo treatment – Trust 
Company, Investment Banking, Municipal Solutions, and Private 
Wealth. The business unit name replaces the “EST. 1854”.
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Our logo Colors

Positive color (gradient) 
(CMYK, RGB)

Positive grayscale (gradient)

Positive 2-color (solid)
(PMS)

Positive black (solid)

Reversed color (gradient)

Reversed 2-color (solid) Reversed white (solid)

Colors

Our logo is available in several color formats to preserve its 
integrity across a variety of reproduction methods. The positive 
color logo is preferred for most applications. 

The positive black, grayscale and reverse white versions of the 
logo are designed to accommodate situations when a positive 
color treatment cannot be used (due to application or production 
restrictions).

A two-color logo, with the “pathway symbol” in solid gold, has been 
developed for applications that have restricted color reproduction 
or reproduction in a small size (stationery products, screen printing, 
embroidery, etc.).



22 Document: HL_Brand_Guidelines_010218

Job Nr.: 1373.0004.400

Date: March 8, 2018

 

Round 2: 

Round 3:

Round 4:

 

Our logo Logo on background

Logo on background
(gradient Pathway symbol)

White is the preferred background for our logo. On white, our logo 
looks crisp, confident and sophisticated, and a white background 
allows full visibility of the gradient in our symbol. 

Our logo can also appear in reverse on other colors from our 
palette. Always ensure that there is enough contrast between 
colors in the logo and the background.

Positive color logo (with gradient) can only appear on white.

Reverse color logo (with gradient) can appear on HL Blue, HL Medium Blue, HL Light Blue, HL 80% Gray and HL 60% Gray. 
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Our logo Logo on background

Logo on background 
(solid Pathway symbol)

Positive two-color logo (with solid Pathway) can appear on white or HL 20% gray (or lighter)

Reverse color logo (with solid Pathway) can appear on HL Blue, HL Medium Blue, HL Light Blue, HL 80% Gray and HL 60% Gray. 
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Our logo Clear space

Clear space & sizing

To ensure the legibility and visibility of our logo, maintain an area 
of clear space around our logo whenever you use it in applications. 
This area must remain free from surface edges, typography, 
imagery and other graphic elements.

Define our logo's clear space by establishing a perimeter around 
the edges of the logo that is equal the height of the capital H in 
Hilliard.  The minimum size of the vertical logo should be 1 inch 
from top of the path to the bottom of the EST. 1854

Ignore the SM 
symbol when 
accounting for 
clear space. 
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Our logo Misuse

Do not recolor Do not retypeset

Do not alter the proportions

Do not rotate, scale or manipulate 
the pathway symbol

Do not alter the alignment Do not add a drop shadow

Do not rotate Do not put over unapproved colors Do not create logo lockup for 
entities, departments, team names 
or service lines

Do not use over busy or low-
contrast backgrounds

Do not add an outline or stroke

HILLIARD
LYONSSM

EST. 1854

Investment Services

Misuse

While alterations or customizations to our logo may be well-
intended, they interfere with the legibility and recognition of our 
visual brand identity. To ensure that we achieve the greatest 
visibility of our logo, never modify or stylize it with visual effects of 
any kind. While not all-encompassing, below are a few examples of 
logo misuses to avoid.



Our typeface
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Our typeface Primary and alternative typeface 

Primary typeface 

Used consistently, typography will become a recognizable brand 
identity element. The style and shape of letterforms and the visual 
texture of typeset headlines and text add a unique appearance 
that will serve to both unify and distinguish our branded 
communications. 

Roboto is the primary support typeface for Hilliard Lyons branded 
communications and is used for all headlines and body copy. 

Roboto is open, approachable, modern and easy to read. 

The Roboto font family offers a variety of typestyles and weights, 
with corresponding italic versions. 

Roboto is a free Google font, making it widely available and easy to 
download: https://fonts.google.com/specimen/Roboto

Alternative typeface 

While Roboto is for our collateral communications, Verdana is a 
substitute font for web and Microsoft® Office applications where 
Roboto is not available. As an alternative font, Verdana is a very 
readable, modern system typeface that is widely available across 
all computer platforms. 

Roboto
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*
Roboto Light 

Roboto Regular 

Roboto Regular Italic

Roboto Medium 

Roboto Bold 

Verdana
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*
Verdana Regular 

Verdana Bold 
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Our typeface Basic typesetting principles/hierarchy  

Basic typesetting principles/hierarchy  

Less is more in terms of type sizes, weights and colors in a layout. 
Never use more than six font sizes in any one application. This use 
ranges from headlines, subheads, pull quotes, introductory copy, 
body copy, captions and footnotes. 

Use the following guides when designing the content:
Consistently left-align typography to a grid with a clear sense of 
structure to help ensure readability and clarity.  

To maximize readability, avoid using uppercase, italics and hyphens 
to break lines of text. 

Use no more than three font weights and colors in any one 
application. Headlines and subheads should be contrasting 
weights. 

Basic hierarchy guidelines: 
Body copy is typeset in 10pt over 12pt leading light or regular 
weight, in 80% black.

Headlines are set in light 
or bold weight
and should appear in one of the primary colors from the blue or 
neutral palette. They can be set in a variety of sizes ranging from 
14-24pt depending the size of the document, but should always feel 
prominent and intentional.

Introduction/Featured copy should be 
highlighted using one of the brighter 
colors from the blue palette.
They can be set in a variety of sizes ranging from 12-18pt, 
depending the size of the document, and should always appear at 
least 4pt smaller than the headline.

“Pull quotes should be set in a bold 
weight using Hilliard Lyons Gold. Sizing 
should be similar to, or the same as our 
introduction copy.”

Subhead 1
should be typeset in bold at 12pts using a primary color from the 
blue or neutral palette. 

Subhead 2
should be the same size and color as the body copy,  
but a bolder weight.

* These sizes apply to standard collateral sizes. For larger 
applications, scale proportionally. 



Our color palettes 
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Our color palettes Palette overview

Hilliard Lyons *
Gray (80k)
CMYK 0 / 0 / 0 / 80
RGB 88 / 89 / 91
HTML 58595B

Hilliard Lyons *
Gold
PMS 124C, 7406U 
CMYK 0 / 36 / 100 / 0
RGB 251 / 173 / 24
HTML FBAD18

Hilliard Lyons
Gray (60k)
CMYK 0 / 0 / 0 / 60
RGB 128 / 130 / 133
HTML 808285

Hilliard Lyons *
Medium Gold
PMS 1235C 
CMYK 0 / 25 / 100 / 0
RGB 255 / 200 / 0
HTML FFC800

Hilliard Lyons *
Gray (40k)
CMYK 0 / 0 / 0 / 40
RGB 167 / 169 / 172
HTML A7A9AC

Hilliard Lyons
Light Gold
PMS 129C
CMYK 0 / 8 / 88 / 0
RGB 247 / 207 / 58
HTML F7CF3A

Hilliard Lyons
Yellow (logo gradient only)
PMS 108C
CMYK 0 / 3 / 100 / 0
RGB 255 / 219 / 0
HTML FFDB00

Hilliard Lyons
Gray (20k)
CMYK 0 / 0 / 0 / 20
RGB 209 / 211 / 212
HTML D1D3D4

Hilliard Lyons  *
Blue
PMS 648C, 289U 
CMYK 100 / 65 / 3 / 58
RGB 0 / 45 / 92
HTML 002D5C

Hilliard Lyons *
Medium Blue
PMS 647C 
CMYK 100 / 62 / 19 / 0
RGB 38 / 98 / 148
HTML 266294

Hilliard Lyons *
Light Blue
PMS 645C
CMYK 52 / 29 / 10 / 0
RGB 126 / 160 / 195
HTML 7EA0C3

Hilliard Lyons
Lightest Blue
PMS 650C
CMYK 14 / 7 / 3 / 0
RGB 207 / 219 / 233
HTML CFDBE9

Palette overview 

Our color palette is strong, unified, sophisticated and distinguished. 
It reflects our brand in communications. When the color palette is 
used consistently and accurately, the Hilliard Lyons brand will have 
a durable brand identity and become highly recognizable in our 
market.

* Primary colors
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Our color palettes Blue palette 

Hilliard Lyons 
Blue
PMS 648C, 289U 
CMYK 100 / 65 / 3 / 58
RGB 0 / 45 / 92
HTML 002D5C

Hilliard Lyons
Medium Blue
PMS 647C 
CMYK 100 / 62 / 19 / 0
RGB 38 / 98 / 148
HTML 266294

Hilliard Lyons
Light Blue
PMS 645C
CMYK 52 / 29 / 10 / 0
RGB 126 / 160 / 195
HTML 7EA0C3

Hilliard Lyons
Lightest Blue
PMS 650C
CMYK 14 / 7 / 3 / 0
RGB 207 / 219 / 233
HTML CFDBE9

Blue
Hilliard Lyons Blue is used to 
typeset our name in our logo. 
Because this color is so dark 
and rich, use it sparingly so it 
doesn't compete with the logo 
and make the communications 
feel too dark and traditional. 

Blue can be used sparingly in 
our mosaic grid shapes and in 
typography.

Suggested use:
Whenever a more conservative 
look is desired. 

Medium Blue
Medium blue provides a bright, 
more vibrant look and should be 
used liberally within our design 
system as a support color.  

Use medium blue  in our 
mosaic grid shapes and in 
typography such as headlines 
and subheads/introductions to 
bring communications to life. 
Medium blue also works well 
in interior layouts as a support 
color.

Suggested use:
Whenever a strong, 
sophisticated look is desired.

Light Blue
Light blue provides a bright, 
more vibrant look and should be 
used liberally within our design 
system as a support color. It is 
preferred for color fields as it 
creates a fresh, sophisticated 
look.

Use light blue in our mosaic 
grid shapes and in typography 
such as headlines and 
subheads/introductions to bring 
communications to life. Light 
blue also works great in interior 
layouts as large color fields, 
hosting messages.

Suggested use:
Whenever a sophisticated, 
bright and modern look is 
desired.

Lightest Blue
Our lightest blue can be used 
sparingly in the mosaic grid 
shapes or to convey information 
in graphs and charts. It should 
never be used in typography 
because it lacks contrast.

Suggested use:
Whenever a light, airy look is 
desired.

Blue palette

Our blue palette brings a sense of wisdom, loyalty and trust to our 
system. Our darker blues hint at confidence, intelligence, and truth; 
our lighter blues represent faith, tranquility and understanding. 
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Our color palettes Gold palette

Gold
Hilliard Lyons Gold is used in 
the symbol of our logo. 
Gold can also be used in our 
mosaic grid shapes and in 
typography on interiors of 
brochures such as headlines, 
subheads, introductions and 
pull quotes. Always apply 
to typography that is more 
than 12-point font and set in 
heavier weight to ensure proper 
readability.

Suggested use:
Whenever a bright, optimistic 
and upscale look is desired.

Medium Gold
Use medium gold liberally on 
covers and interiors to enhance 
an overall gold and blue color 
signal in our marketplace. 

Medium gold should be used in 
our mosaic grid shapes, to bring 
communications to life. 

Suggested use:
Whenever a bright, optimistic 
and contemporary look is 
desired.

Light Gold
Light gold can be used sparingly 
in mosaic grid shapes or to 
convey information in graphs 
and charts. It should never be 
used in typography because it 
lacks contrast.

Suggested use:
Whenever a bright, optimistic 
and fresh look is desired.

Yellow
This color is restricted to the 
logo only and should not be 
used in the design system.

Hilliard Lyons
Gold
PMS 124C, 7406U 
CMYK 0 / 36 / 100 / 0
RGB 251 / 173 / 24
HTML FBAD18

Hilliard Lyons
Medium Gold
PMS 1235C 
CMYK 0 / 25 / 100 / 0
RGB 255 / 200 / 0
HTML FFC800

Hilliard Lyons
Light Gold
PMS 129C
CMYK 0 / 8 / 88 / 0
RGB 247 / 207 / 58
HTML F7CF3A

Hilliard Lyons
Yellow (logo only)
PMS 108C
CMYK 0 / 3 / 100 / 0
RGB 255 / 219 / 0
HTML FFDB00

Gold palette

Our Gold palette is bright and cheerful, yet traditional. Gold is 
often associated with success, goals and prosperity. Paired with 
our blues, our gold palette combines a sense of success with 
confidence and wisdom. Paired with our neutral grays, we can 
create the sense of timeless elegance and success. 
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Our color palettes Neutral palette 

Hilliard Lyons
Gray (80k)
CMYK 0 / 0 / 0 / 80
RGB 88 / 89 / 91
HTML 58595B

Hilliard Lyons
Gray (60k)
CMYK 0 / 0 / 0 / 60
RGB 128 / 130 / 133
HTML 808285

Hilliard Lyons
Gray (40k)
CMYK 0 / 0 / 0 / 40
RGB 167 / 169 / 172
HTML A7A9AC

Hilliard Lyons
Gray (20k)
CMYK 0 / 0 / 0 / 20
RGB 209 / 211 / 212
HTML D1D3D4

80% Gray
80% gray is used strictly for 
typography and is used for all 
body copy. It is too dark and 
heavy to be used as a color 
in our other design system 
elements.

60% Gray
60% gray can be used on covers 
and interiors to enhance an 
overall sophisticated look and 
feel.

60% gray can be used in our 
mosaic grid shapes, both on 
covers and in interiors, to bring 
communications to life.

Suggested use:
Whenever a contemporary, 
sophisticated and upscale look 
is desired—for example, in our 
wealth communications. 

40% Gray
40% gray can be used on 
covers and interiors to enhance 
an overall sophisticated look 
and feel. 

This is the preferred saturation 
of grays to be used in  our 
mosaic grid shapes, providing 
the right balance between light 
and dark. It can be used both on 
covers and in interiors to bring 
communications to life.

Suggested use:
Whenever a contemporary, 
sophisticated and upscale look 
is desired—for example, in our 
wealth communications. 

20% Gray
20% gray can be used sparingly 
on covers—or to convey 
information in graphs and 
charts. It should never be used 
in typography. 

Suggested use:
Whenever a contemporary, 
sophisticated and upscale look 
is desired—for example, in our 
wealth communications. 

Neutral palette

Our neutral palette adds a timeless, sophisticated feel to our 
system. Our neutral grays hint at architecture, stability, commerce 
and the future. 
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Our color palettes Color Hierarchy 

Blue
PMS
648

Med. Gold
PMS
1235

Med. Blue
PMS
647

Med. Gold
PMS
1235

Gray
60%

Black

Light Gold
PMS
129

Private Wealth 
All Branch Employees

Home Office
All Home Office Departments 
not defined elsewhere.

Trust Company
Primary colors for Trust 
Company communications

Gray
60%

Black

Blue
PMS
648

Blue
PMS
648

Lt. Blue
PMS
650

Blue
PMS
648

Med. Blue
PMS
647

Wealth & Family Office 
Primary colors for Wealth & 
Family Office

Investment Banking / 
Business Solutions
Primary colors for Investment 
Banking

Municipal Solutions
Primary colors for Muncipal 
Solutions

TBD TBD

Investment Strategies
Primary colors for Investment 
Strategy communications

Color Hierarchy

The following color combinations should be used as the primary colors within the 
full palette for the following groups as applicable.



Our photography
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Our photography Style guidelines 

Style guidelines 

Photography is an opportunity to grab attention, create an 
emotional connection with our audiences and illustrate a more 
complete picture of the Hilliard Lyons story that is as memorable 
and recognizable as a brand identity element. 

We have four main areas of imagery—Lifestyle/People, Abstract,  
Pathways and Headshots—to meet most photographic needs in our 
communications. The following examples are a guide for selecting 
stock images or for art direction when you produce custom 

photography. Applying the guidelines in this section will help ensure 
consistency in the images that express the Hilliard Lyons brand 
story. This direction will also enable us to grow a branded look and 
feel among all imagery and subjects in our photo library. 

All images should feel clean and sophisticated and hint at our color 
palette with strong golds, blues and grays. Avoid images that do 
not look professionally photographed, contain heavy filters and are 
busy in appearance.

Lifestyle/People Abstract Pathways Headshots
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Our photography Lifestyle/People

Lifestyle/People

Focused on the individuals who 
are a part of Hilliard Lyons, from 
clients to advisors, our lifestyle 
images capture individuals in a 
home or in a business setting 
with positive, approachable 
body language. Images should 
focus on one main individual 
hinting at an underlying story. 

Art direction considerations: 
• Photography should evoke 

emotions that tie back to 
our brand voice: “your story,” 
“expertise,” “success” and   
“potential”

• Subjects should convey 
confidence and peace of 
mind

• Photos should feel clean, 
simple and sophisticated  

• Images should be 
photographed with a shallow 
depth of field 

• Subjects should be facing 
forward or facing front.

• Avoid shots that feel overly 
staged 

• Although indoor 
photography is preferred, 
outdoor environments can 
be used

• Indoor photography should 
be bright and naturally lit 

• Compositions should 
maintain a sense of 
simplicity 

• Use brand colors when 
possible 

• Images should be bright, 
warm and optimistic 
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Our photography Abstract

Abstract

Abstract imagery is an option 
for materials on which a photo 
of people or pathways may 
not work or be desired, and it 
can be used to add texture and 
dimension to our solid color 
shapes within the mosaic grids. 

Art direction considerations: 
• Imagery should feel modern, 

clean and reflective 
• Use textures in metals, glass, 

water and stone
• Use buildings photographed 

with unique perspectives 
that have strong reflections  

• Photography should feel 
regional

• Use images to reinforce a 
sense of story and potential 



39 Document: HL_Brand_Guidelines_010218

Job Nr.: 1373.0004.400

Date: March 8, 2018

 

Round 2: 

Round 3:

Round 4:

 

Our photography Pathways 

Pathways 

Our pathways photography is 
focused on the paths and roads 
leading to goals and financial 
wellbeing. Images should be 
aspirational and directional. 

Art direction considerations: 
• Photography should evoke 

emotions that tie back to 
our brand voice: “your story,” 
“success” and “potential”  

• Images should have a 
defined pathway 

• Images should be simple, 
crisp and clean, with vibrant 
color

• Images can capture a sense 
of sunsets and sunrises as 
long as the image is well lit 
and not dark

• Images should be regional 
• Compositions should 

maintain a sense of 
simplicity 

• Use brand colors when 
possible 

• Images should be bright, 
warm and optimistic 
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Our photography Headshots 

Headshots 

In existing Hilliard Lyons 
headshot photography, the 
backgrounds of the headshots 
should be manipulated to be 
a neutral gray either 60% or 
40% black. Brighten imagery if 
needed and possible.

Where re-photographing 
is possible and for future 
photography, photograph 
the individual in their 
natural environment with 
positive, approachable body 
language. Images should feel 
bright, focused, simple and 
professional. Headshots should 
be similar to our lifestyle/people 
photography. 

Art direction considerations: 
• Natural lighting and setting
• Angled shoulders—not 

facing straight toward the 
camera

• Shoot at eye level
• If a background is required, 

use 60% or 40% black
• Selective focus
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Our photography Misuse 

Misuse 

All images should feel clean and 
sophisticated and hint at our 
color palette with strong golds, 
blues and grays. 

Avoid images that:
• do not look professionally 

photographed
• contain heavy filters, such as 

flares or color overlays 
• are busy in appearance
• are blurry or not clear
• don’t have a clear subject 
• are overly posed and staged
• are photographed at night or 

in artificial light 
• are not regional 
• are abstract, vectored or 

computer-generated



Our design system 
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Our design system  Introduction of banner shape

Introduction of banner shape 

Inspired by the pathway symbol in our logo, our flexible design 
system brings the stories of our company and its clients together in 
an ever-forward, confident and unique presentation. 

Square

Horizontal

Vertical

Three banner shapes provide the foundation for our system. These banner shapes 
are designed into our mosaic grid to hold colors, photos, and typography. Our design 
system uses the color palette to create a modern, sophisticated and impactful 
collateral system. The banner shape must be divided into either two or three shapes 
to create the mosaic grid.
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Our design system  Mosaic grid and banner placement 

Mosaic grid and banner placement

Our design system is flexible and unique. To ensure that  it is used 
consistently and successfully, follow these basic guidelines. 

Set up your underlying grid: 
bleeds, margins, column and 
gutters.

To create the mosaic grid, start 
by picking a banner shape. 
There are three banner shapes: 
• Square
• Horizontal 
• Vertical

Each shape can be used on 
any format as long as these 
guidelines are respected.

Place your banner on the grid 
and scale proportionally so that 
the shape bleeds to the left and 
right. In addition, the banner 
shape can bleed off the top or 
bottom edge. 

You can move the shape up and 
down to your preferences, as 
long as it does not bleed off all 
the edges. 

As you position the shape, be 
mindful of the position of the 
Hilliard Lyons logo within the 
design, as it will need enough 
clear space and white space to 
ensure that the page elements 
do not feel crowded. 

You can decide where on 
your banner you would like to 
vertically divide it using a gutter. 
Then, extract it into two shapes. 
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Our design system  Mosaic grid and banner placement 

Mosaic grid and banner placement

Decide which horizon line  
works best to cut the  
banner horizontally.

Stretch the horizon line to  
bleed width.

In Adobe InDesign:
• Change horizon line weight 

to zero points 
• Duplicate the horizon line 

and vertically offset by a 
distance equal to the gutter 
width

• Join each pair of end points
• Apply a fill to the newly 

created shape

Position as desired and subtract 
only one of the shapes.

You are ready to add images, 
text and color.
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Our design system  Color and photo use 

Color and photo use  

• Choose one image per mosaic grid 
• Always use a gold color on the front cover to ensure that 

our color signal does not appear overly blue 
• Images can span two shapes but are required to be 

continuous horizontally or vertically. The image shouldn't 
“turn a corner” 

• If spanning multiple shapes with an image, one shape can 
have a color overlay effect to create contrast and visual 
interest 

• Image selection should reflect our color palette: golds, 
blues and grays 

Front cover

Front cover with photo spanning two shapes;  
left shape has a color overlay

Back coverInterior spread
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Our design system  Logo staging

Logo staging 

Our logo can appear in the top left and right corners of an 
application, as well as the bottom right, but it shouldn't appear in 
the bottom left or stage-centered.  

Logo size
Our logo should never be reproduced any smaller than 0.9" in height 
due to the readability of the smallest elements in the logo. 



48 Document: HL_Brand_Guidelines_010218

Job Nr.: 1373.0004.400

Date: March 8, 2018

 

Round 2: 

Round 3:

Round 4:

 

Our design system  System misuse 

System misuse 

We created our mosaic 
graphic to ensure that those 
within and outside of Hilliard 
Lyons are representing our 
brand in a consistent way. We 
have thoroughly considered 
variations and applications to 
provide flexibility —all other 
uses are considered misuses. 
These examples demonstrate 
“don’ts” that can diminish the 
value of our brand. 

Do not wrap an image around a 
corner in a 3-piece mosaic grid 

Do not use more than one color 
multiplied on a mosaic image 

Always bleed the mosaic 
graphic to the left and right 
edges 

When possible, incorporate a 
gold color on covers

Do not use more than one 
image

Do not use the same shape 
color twice or two colors from 
the same palette when a gold 
shape is not present

Do not stretch or rotate the 
mosaic graphic 

Do not overlay typography 
on a shape or image where 
readability is low
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Our design system  System misuse 

System misuse 

Do not bleed the mosaic 
graphic off all the edges 

Do not use a photograph in the 
mosaic graphic’s white space

Do not multiply a color on a 
lifestyle/people image. The 
multiplied color can only be 
over a pathway or abstract 
image 
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Our design system  Digital applications

Digital applications

Web (Desktop)

Key considerations: 
• Overall the look should be simple and 

sophisticated, with a light, inviting look that is 
easy for users to explore. 

• The banner shape should be used strategically 
to highlight key areas, as shown on this 
homepage sample. As with our print interiors, 
a banner shape isn't required on every page, 
and should not be overused.

• Utilize a flexible grid system to provide 
structure while allowing layouts to respond to 
multiple screen and device sizes.

• Color should be limited to our brand palette to 
reinforce our brand identity. Select colors that 
guide the user and use them consistently for 
the best experience. 

• Because of its bold look, use Hilliard Lyons 
Gold sparingly to highlight actionable items 
such as banners and buttons. 

• Blue, Medium and Light Blue should be used 
for supporting elements and navigation.

• For the best contrast, body copy should 
appear in Gray (80k).

• To first introduce our brand, the positive color 
logo (with gradient) should appear on white 
at the top of the page. Where space allows on 
larger screens, the vertical logo configuration 
is preferred.

• The single color and/or reverse logo may be 
used in footers.

• Supporting elements such as photography 
should always follow our style guidelines.

• Roboto is our primary digital typeface, and 
should be widely available without cost across 
web browsers.
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Our design system  Digital applications

Digital applications

Tablet and mobile

Key considerations: 
• To adapt to various screen and device sizes, 

navigation should be consolidated within a 
menu icon (example shown here).

• Elements such as text boxes, copy size, 
banner shapes and images should be 
responsive, and therefore fluidly adapt to the 
size of the screen. 

• Keeping ease of navigation in mind, look for 
opportunities to streamline information into 
interactive elements such as drawers, image 
sliders, etc.

• Where space is restricted, such as on a phone, 
alternate logo configurations such as extreme 
horizontal may be necessary.
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Our design system  8.5" x 11" applications

Application Examples

8.5" x 11"
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Our design system  4" x 9" applications

Application Examples

4" x 9"
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Our design system  Pocket folder

Application Examples

Pocket Folder
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Our design system  Banners/Billboards

Application Examples

Banners/Billboards
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Application Examples

Stationery

 
500 West Jefferson Street, 
Suite 700
Louisville, KY 40202

T  828.233.1900     
C  855.824.0629 
F  828.233.1901

johndoe@hilliard.com

Jane Doe Smith 
Officer Title
Functional Title

J.J.B. Hilliard, W.L. Lyons, LLC 
 Member New York Stock Exchange, Inc., FINRA and SIPC

You can always 
count on our 
wealth advisors

 

Dear Jane,

Ibuscil incipient alitem ressitate volori dernam re, optatio nsequam sus dolo 
essequaturio coremqui arumquam quos am intus et aut voluptas aut inullabores que 
natusapit verorio tem et facerio qui tet, ute comnim qui ommoluptas dolorem ipient 
maionsequas exped modit omni consectate eria as as et ad ut quat repudae dicium 
fugit quunt molores sitibusa veribusantis est aut officit eatur at omnimint.

Hit lauta cum num quunt. Volore audae. Neque ped eum hilliquam, sus, voluptas 
alit venis et quaero tem quasper feritio inim nate nam quia sedi blabo. Et ma sa aut 
prehent ecepro intis siti a non pro qui omnimi, omnit laborib eressimpori utem quiscil 
loraestioris et pelit occus doluptatque cuptur, to voluptatem as di as as experum que 
coritia numet atum quodit exceaqu atemquat porerferror audicium nus pore iliquae 
conseces autas dus int, omnimi, untus eatur ma sequatur magnihillo bereiciatio. 
Faccull ectiore perovitium a cusciunt.

Con pro estrumetur, cupitati dolent abo. Lore, odia quodi omnis eicimus.
Uciendunt volupta tioriti atibus eumquam ium volore sin comnit accus erempos 
explicae. Mi, quibus.
Et aliquos simodit delit ant.

Sincerely,

Andrew Boardman
President

June 1, 2016

Michael Spadaro
37 W 39th Street #501
New York, NY 10018 USA

Wealth and Family Office
500 West Jefferson St, Suite 700 
Louisville, KY 40202

T  828.233.1900  
hilliard.com

 
500 West Jefferson St, Suite 700 
Louisville, KY 40202

T  828.233.1900  
hilliard.com

Dear Jane,

Ibuscil incipient alitem ressitate volori dernam re, optatio nsequam sus dolo 
essequaturio coremqui arumquam quos am intus et aut voluptas aut inullabores que 
natusapit verorio tem et facerio qui tet, ute comnim qui ommoluptas dolorem ipient 
maionsequas exped modit omni consectate eria as as et ad ut quat repudae dicium 
fugit quunt molores sitibusa veribusantis est aut officit eatur at omnimint.

Hit lauta cum num quunt. Volore audae. Neque ped eum hilliquam, sus, voluptas 
alit venis et quaero tem quasper feritio inim nate nam quia sedi blabo. Et ma sa aut 
prehent ecepro intis siti a non pro qui omnimi, omnit laborib eressimpori utem quiscil 
loraestioris et pelit occus doluptatque cuptur, to voluptatem as di as as experum que 
coritia numet atum quodit exceaqu atemquat porerferror audicium nus pore iliquae 
conseces autas dus int, omnimi, untus eatur ma sequatur magnihillo bereiciatio. 
Faccull ectiore perovitium a cusciunt.

Con pro estrumetur, cupitati dolent abo. Lore, odia quodi omnis eicimus.
Uciendunt volupta tioriti atibus eumquam ium volore sin comnit accus erempos 
explicae. Mi, quibus.
Et aliquos simodit delit ant.

Sincerely,

Andrew Boardman
President

June 1, 2016

Michael Spadaro
37 W 39th Street #501
New York, NY 10018 USA

Wealth and Family Office
500 West Jefferson St, Suite 700 
Louisville, KY 40202
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Our design system  PowerPoint

Application Examples

PowerPoint


