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As DefenseStorm’s brand messaging evolves, so do our brand guidelines. We developed our 
new brand mark, color palette, typography and imagery to reflect the message of DefenseStorm 
as the best offense. This tagline highlights our platform’s 360-degree approach to proactively 
identifying and neutralizing cyberthreats before they gain a foothold in our clients’ networks. 
All our brand elements work together to position DefenseStorm as an ally, ready to help our 
clients take charge of their cybersecurity.

This guide offers an in-depth exploration of each brand element, along with do’s and don’ts for 
leveraging the brand in sales and marketing materials. It concludes with several asset examples 
using the new branding.

Questions on proper brand usage? 

Reach out to marketing before proceeding. Contact 
Mia Callicutt at mia.callicutt@defensestorm.com.

OVERVIEW
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LOGO & MARK
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Our logo is a visual representation of the new 
DefenseStorm brand.

We have three different depictions of the logo:

Primary: The primary logo should be used in internal 
communications, communications with existing 
clients (e.g. quarterly business review decks), and  
co-branded sales materials (e.g. case studies).

Tagline: The tagline logo should be used in any non 
co-branded sales materials that might be considered 
“first touch” (e.g. sales sheets that live on the 
website, decks for prospective customers, tradeshow 
signage). It should also be used on any materials that 
include our brand boilerplate (e.g. press releases). It 
is designed as a conversation starter. 

Brand Mark: In instances where the primary  
or tagline logo are not usable, such as the  
website favicon, the brand mark can be used  
as an alternative.

Primary Logo

Tagline Logo Brand Mark

LOGO
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To maintain the integrity of our brand and logo, 
it’s important to allow the logo breathing room. 
The minimum amount of space between the 
DefenseStorm logo and another object should be  
the width of the ‘D’ in the logo. 

Cobranding:

DefenseStorm works closely with financial 
institutions to protect their data. Sometimes it will 
be necessary to show our logo next to our clients’ 
logos. This is how we do it. 

We should always adhere to clear space  
guidelines. For separation, we like to use a plus  
sign. This signifies a collaborative and mutually 
beneficial relationship.

Cobranding

CLEAR SPACE
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A  �Do not add drop shadow or other effects 
to the logo.

C  Do not stretch or squish the logo.

E  �Do not manually add the tagline or 
strapline to the logo. 

G  �Do not place the logo on a background 
that makes it hard to see.

B  �Do not color logo outside of 			 
regulated color options.

D  �Do not change proportions of the  
logo elements.

F  Do not change the fonts of the logo.

H  Do not rotate the logo.

To create a strong and consistent brand, our most 
representative element must always be treated 
properly. Our logo should never be tampered with 
including but not limited to the ways listed below.

A   �Do not add drop shadow or 			 
other effects to the logo.

B    ��Do not color logo outside of 			
regulated color options.

C   �Do not stretch or squish the logo.

D   �Do not change proportions of  
the logo elements.

E   �Do not manually add the  
tagline or strapline to the logo. 

F   �Do not change the fonts of the logo.

G   �Do not place the logo on a  
background that makes it hard to see.

H   �Do not rotate the logo.

DEFENSESTORMThe Best Offense.

WHAT NOT TO DO
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COLOR PALETTE
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NAVY
C83 M70 Y60 K77 
R12 G23 B30 
HEX #0C171E

DARK BLUE 
C100 M79 Y41 K34 
R9 G55 B85 
HEX #0B3656 

BLUE 
C91 M64 Y19 K3 
R33 G95 B147 
HEX #215F93 

SKY BLUE 
C54 M10 Y8 K0 
R110 G187 B217 
HEX #6EBBD9

GREEN
C76 M23 Y100 K8 
R70 G140 B65 
HEX #468C41

LIME
C37 M5 Y100 K0 
R174 G199 B55 
HEX #AEC737

YELLOW
C1 M31 Y100 K0 
R249 G182 B23 
HEX #F9B617

RED
C0 M89 Y99 K0 
R239 G68 B35 
HEX #EF4423

COLORS
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In lieu of an extended color palette, colors can be 
combined into gradients to add dimension to the 
DefenseStorm brand.

Gradients can be applied in a linear approach in or as 
a mesh gradient with multiple colors and opacities. 

The blue and green gradients pictured here are  
linear gradients.

GRADIENTS

SKY BLUE 
HEX #6EBBD9

DARK BLUE 
HEX #0B3656

GREEN 
HEX #468C41

LIME 
HEX #AEC737
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To create the multi-color gradient, create a gradient 
mesh with points in the denoted locations. 

The points on one side of the mesh should all be 
black at 0% opacity.

The points at the other side should be green, sky 
blue, then dark blue, all at 100% opacity.

Place the gradient mesh on top of a shape of the 
same size in navy.

Make the full gradient mesh 60% opacity, and turn 
on the Hard Light blending mode. Then check the 
box for ‘Opacity & Mask Define Knockout Shape’.

DARK BLUE 
HEX #0B3656 

Opacity: 100%

GREEN 
HEX #468C41 
Opacity: 100%

SKY BLUE 
HEX #6EBBD9 
Opacity: 100%

BLACK 
HEX #000000 
Opacity: 0%

BACKGROUND

NAVY 
HEX #0C171E

GRADIENTS
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TYPOGRAPHY
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LATOKANIT

TYPOGRAPHY

Primary 
Header Typeface

Primary 
Body Typeface

System 
Typeface

Aa Aa Aa
CALIBRI

Light Regular Medium 
Semibold Bold Heavy Black

Thin ExtraLight Light Regular 
Medium SemiBold Bold 
ExtraBold Black

Light Regular Bold

https://fonts.google.com/specimen/Lato
https://fonts.google.com/specimen/Kanit
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Kanit and Lato should be the only two fonts used in 
our brand any time they are available. Kanit should 
be used for headlines, while Lato should be used for 
subheadlines and body.

Headlines should be set in a combination of 
Bold & Light to create emphasis and mimic the 
DefenseStorm logo styling. 

Leading for headlines using Kanit or Lato should be 
about 85% of the typeface point size. This keeps  
text tight, but still with room to breathe. Set the 
kerning to -10.

Body copy should be set in 10pt font, 0 kerning,  
with 12pt leading, or leading 120% larger than  
the font size.

H1 IS SET IN KANIT BOLD IN  
WHITE OR NAVY
h2 are set in Lato Heavy in dark blue
Body copy is set in Lato Light in black.

We recognize the unique risk factors that FIs face so they can address their 
cyber risk with a unique solution. That’s why we set out to build a cyber risk 
solution that is unique for banking.

h3 are set in Lato Bold in black

•	 bullets are also set in Lato Light in black
•	 bullets are also set in Lato Light in black
•	 bullets are also set in Lato Light in black

TYPOGRAPHY STYLING



16Brand Guide

BRAND ELEMENTS
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There are two styles of the gradient ring used in the 
DefenseStorm brand. The first is one large, solid ring. 
The second is concentric thin rings, creating a large 
partial circle full of visual texture.

The gradient ring can also be blue, going from sky 
blue to dark blue.

GRADIENT RING
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The gradient ring can be used in a few ways. In large 
images with a defined subject, the ring can be used 
as a background element, tucked behind the subject 
of a photo.

In smaller photos placed in a circular frame, the ring 
can be an overlapping element. 

When cropping photos into a circle, ensure that 
the subject is in the frame. Do not crop out bodies/
heads and leave only hands visible.

GRADIENT RING USAGE
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The concentric thin line gradient rings are typically 
used as a background element, seen on the divider 
pages of this brand guide, and also shown here in 
two examples of a data sheet and an interior page of 
the Buyer’s Guide.

In addition to the concentric thin line rings, this page 
from the Buyer’s Guide also features the solid ring in 
use in the header image, and a gradient and is a good 
example of how brand elements work together.

GRADIENT RING USAGE
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PHOTOGRAPHY
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The imagery in our brand is meant to be intriguing 
to the audience, while the use of people brings 
warmth and authenticity. To reflect our brand, the 
photos often feature a dark background or dark 
hardware with a tech-office feel. The subjects should  
not be looking directly at the camera, but instead 
interacting with their environment. The subject 
should not look worried or afraid, but instead show 
confident people who are exceling with trust in their 
cyber security provider. Bonus points if the subject is 
wearing a brand color.

PHOTOGRAPHY
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ICONOGRAPHY
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Isometric illustrations are used to show 
DefenseStorm’s processes. Here are a few of the 
illustrations created for the website, marketing 
materials, and other use cases.

Illustrations are created in a primarily light grey 
neutral pallet with pops of brand colors to pull focus 
to elements of the illustrations

ICONOGRAPHY
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ICON USAGE

Here are a few of the use cases for the  
isometric illustration icons.
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DATA VISUALIZATION
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When creating charts, follow a consistent color 
pattern. The charts should utilize the brand blues, 
going from lightest to darkest or darkest to lightest, 
in color order. If additional colors are needed, white, 
black and the DefenseStorm green, lime & yellow 
can be used as well.

DATA VISUALIZATION
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ASSET EXAMPLES
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BUSINESS CARDS
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POWERPOINT
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ONE PAGERS
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WHITE PAPER
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WEBSITE
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ASSESSMENT TOOL
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QUESTIONS ON PROPER BRAND USAGE?  
Contact Mia Callicutt at mia.callicutt@defensestorm.com


