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Introduction

A strong identity system only works when it is used consistently.
This Visual Development Guide outlines the rules for how the visual
system should be applied, helping ensure the brand remains clear,
recognizable, and true to its intended design.




MISSION STATEMENT

We empower people everywhere to
create, share, and shape culture through
sound, because music connects us and
inspires us to build a more expressive

and participatory world.




Three key phrases

The key is to communicate individuality
through musical elements without being too
literal—something that works across small

digital icons, print, and larger visuals.

CREATE

Sound as identity

This concept reframes Fender’s role from simply making
instruments to enabling people to express who they are

through music, positioning the rebrand around identity,

cultural participation, and personal meaning rather than
product heritage alone.

SHARE

Sparks of imagination

The rebrand emphasizes creativity as an active process—
encouraging experimentation, learning, and artistic
discovery—shifting Fender from a performance-focused
brand toward one that supports creation at every stage.

SHAPE

Circles of synergy

This idea guides the brand toward shared musical
experiences, highlighting collaboration, education,
and participation as central to Fender’s evolution into
a platform that connects creators rather than serving
individuals in isolation.




Round One

Sketches generated in three divergent directions based on key phrases.
Symbolic marks, graphic marks, and wordmarks were roughly sketched

out and then selected and refined.




Rough sketches 1/3

CREATE | SOUND AS IDENTITY

Rough sketches brought
out organic ideas that
resonated with the
founder’s name, brand FEN bl
origins, and abstract
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Rough sketches 2/3

SHARE | SPARKS OF IMAGINATION
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Additional explorations
focused on symbols for
creativity itself, including
stars, light symbols,

and typefaces built with
geometric shapes.
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Rough sketches 3/3

SHAPE | CIRCLES OF SYNERGY

This set of explorations
uncovered ideas around
community connection,
music harmonization,

and continued focus on
easy brand recognition.
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Refined sketches 1/3

CREATE | SOUND AS IDENTITY

18

These refined choices focused on sketches that would easily
connect the brand with ideas around dynamic sound, digital
instruments, and the founder’s name.
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Refined sketches 2/3

SHARE | SPARKS OF IMAGINATION
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These refined choices focused on sketches that would easily
connect the brand with ideas around spark symbols, the night
sky, and intelligent idea generation.
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Refined sketches 3/3

SHAPE | CIRCLES OF SYNERGY

22

These refined choices focused on sketches that would easily
connect the brand with ideas around connectivity,
harmonization, and synchronized activity.
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Round Two

Using minimalist/organic shapes, ten solid, refined sketch/computer-
hybrid generated comps distribute a mix of symbolic, graphic,

and wordmark solutions.




Rough sketches 1/2
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Rough sketches 2/2

CREATE | SPARKS OF IMAGINATION
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Refined sketches

CREATE | SPARKS OF IMAGINATION

¢

After a second round of sketching, ideas focused on
connectivity and dynamic ways of expressing the letter
“F” received more detailed focus.
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Using geometric shapes, a wordmark was explored using lines
and shading options.
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Computer comps

CREATE | SPARKS OF IMAGINATION

Iy v T T

FENDER FENDER
FENDER FENDER

The best of the refined explorations were then moved
into a digital space for more precise concepting.
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Round Three

Looking for ways to align shapes and develop a relationship through
negative space, three refined sketch/computer-hybrid generated comps
distribute a mix of symbolic, graphic, and wordmark solutions.




Hand sketches

CREATE | SPARKS OF IMAGINATION

36

Afinal round of sketching allowed me to explore the shapes
I was concepting even further—using paper and pen to let my
mind play with shapes and sizes more quickly.
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Digital sketches

CREATE | SPARKS OF IMAGINATION

1C. Letterforms aligned on a grid. Spacing determined by one

1A. Logo aligned on a grid. Spacing determined by 1/2 grid
grid space. Typeface is adjusted by hand.

space. Typeface is adjusted by hand.

1A.

FENDER FENDER

1B.

= =
1B. Logo aligned on a grid. Spacing determined by full
or 1/2 grid space. First logo angle matches grid; second

F E N D E R F E N D E R logo angle is 45 degrees. Typeface is adjusted by hand.
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Final logo anatomy

COMPONENTS

2X

The logo relies on a grid system to align each element and
allow for sufficient spacing. The logo type has been hand set
toincrease the x-height and character width. When designing
for larger or smaller spaces, the logo should always maintain
this optical alignment.

FENDERI

1/2X
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Final logo colors

ENSURING SCALABILITY

FENDER

The final logo uses abstract minimalism to create a dynamic mark that subtly references the
letter “F.” Its simple geometric form ensures scalability across platforms, while the triangular
shapes suggest a play button, symbolizing music creation and forward momentum. Their
upward movement reinforces a sense of optimism and progress.

The logotype has been carefully refined with a taller x-height to improve legibility and create
a more open, optimistic presence. Set in an uppercase sans-serif typeface, it conveys clarity,
stability, and a contemporary character that aligns with Fender’s evolving identity.

42

FENDER
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Research

SIMILAR REGISTERED LOGOS

To confirm the logo did not infringe on existing
trademarks, | conducted a reverse image search using
the mark and reviewed visually similar logos associated
with other companies.

W' Armus Digital
Home

44
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® public.com

Buy Daikin Industries Ltd Stock -
DKILY Stock Quote Today ...

r

F fidem.jp

74

@ Apple
Assempsa App - App Store

® Google

First Church, OK - Apps on
Google Play

o

@ Apple
TechFeed App - App Store
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Inspiration

Ten solid, refined sketch/computer-hybrid generated compositions

as a distributed mix of symbolic, graphic, and wordmark solutions.




Asking
deeper questions

Inspiration, for me, goes far beyond collecting mood boards
or saving images that look good. It’s the foundation of
strategic creative work. Visual research gives me context—
it helps me understand what’s already been explored, what’s
currently resonating, what feels outdated, and where there
may be space to push something forward. When | study
best-in-class examples, I’'m not looking to replicate
aesthetics. I'm analyzing systems. | pay attention to how
typography creates hierarchy, how color shapes emotion,
how layout directs attention, and how concept and craft
align to communicate a cohesive message.

Leaning into strong inspiration sharpens my creative
judgment and raises my standards. It challenges me to
move beyond default solutions and ask deeper questions:
Why does this feel premium? Why does this composition feel
effortless? Why is this brand expression so clear? Visual
research builds my internal library of quality and possibility,
helping me design with intention rather than assumption.
For me, it’s less about following trends and more about
understanding excellence—so the work | create is thoughtful,
relevant, and built to last.

48
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Inspiration 1/10

NEW IDENTITY INTRODUCTION

About these guidelines

These guidelines introduce the elements of the new
Broadview Security identity. These guidelines sre 8.
decument of ideas, & decument that captures the
spirit of our compary. Maost of all, these guidelines
are designed to inspire and make everyone feel
eomfortable uzing the new identity. Perhaps thiz

d vill to take the Broads
Securty brand te an even higher level than presented
here. The goal is to distinguish all Broadview Security
communications (across any media) with the same
integrity and instantly recognizable style. Used
‘thoughtfully, the identity will contribute te our
SUCCESS &5 & COmpany inthe years ahead.

Thes sdrnpht S Peat s oo P B8l

(8]

4 slegtrolux ntoduction

We naed Electrolx 1o be a unified brand with 8 commen drection

W bvein an 396 of surplus. Todey, tha con-
s Pk oy hunonchs of rebigeratins,
VLT CHSFS 5 LT oS 1
chocee from. O 1 market w
Sty bomos”, P c:

o
Etards out s Special. WiTh & ckear identiy
‘el a releward but dfferentisted offer, the
rand wil bacorma the decding tcr. This

I ecqualy i Sor bofh consumens and
rohiscres usind. Functonaty on 13 own
ot encugh The product has 1o 8 ot
st it the home. but o s vaies and
chnginos of e consurar, Thay am oftracted
58 e they Canralath 3o, sspies t0, andl
Messt of . by thay e

Our incustry is ncroasingly ough. The
concatt of  heme W Ehangng, and 55 s

Broadview

What inspires me about Broadview is the bold, eye-catching
mockup right up front. It gives readers a moment to pause and
absorb the identity in context before diving into rules. In my
own manual, I’d use this approach to frame the brand
emotionally before getting technical.

50

Electroluxe
Electroluxe stands out because it clearly explains why

a unified direction matters. It connects the guide to brand
consistency and long-term equity. That strategic framing

is something I’d mirror—reminding readers that the manual
isn’tjust rules, it’s alignment.
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Inspiration 2/10
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Menonite Church

What | find inspiring about the Mennonite Church example is
how clearly the icon construction is explained within a grid.

It reveals the geometric logic behind the form and reinforces
that the symbol was built intentionally. For my manual, this
approach would help communicate the thought and precision
behind the logo’s design.

52

Mark

Mtrl

The MTRL example is compelling because the entire logo is
mapped out within a grid system. It shows how each element
aligns proportionally and relates to the whole. In my own
manual, I'd use this type of breakdown to demonstrate
structure and ensure the logo is reproduced with accuracy.
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Inspiration 3/10

TYPE SPECS

Typography Specifications u
Frebeinary i, Al 200

Hierarchy definition

To ostain the highest level of readability, appreach type design
with message hierarchy in mind.

The paeces of within micaticn gred a certain
level of hierarchy. & ing il wemights and point sices 1o each level beeps the
ook dean and Increates ieaclandity: Use 2 minmum mmber of levels. Do nat vary
PR sizms or stybes within @ hinrarchy level,

L. Baand identity

The Apgle l6g6 lerves to elearly identify the Appie brardl Many style ebements that
chamcterize the Appis brand ook reman the same (£, the use of white or Cea
apaee, CIrasghEIorwaAcd praduct pRotos, and the ADple vexe)

2 Haadline or product name
The first message resd i the headiive. It should be sized and clesrly placed 8 the
PICMRGNt tyPOgRETIC e in e by,

3. Shart statement
Tl shart staternent foifos the beacline are s usuadly 8 summary, introduction, of
deseription of product benefit. The thart statement is visually inked 10 the headline,

4, Msin message
The reasin boddy of she mestage & divided i legical WeTians And dhould £omn ne
mare than three head icvels. One head loved is ideal.

5. Secardlary message

y e are often shorter than ind a0 st as callouts,
aptions, buliey points, chals, ete. Secordeny text thould have ro meee thn two heed
feveis One hea level s ideal

& Technical specifications
Techrical soucfications often imvobns nueneni Lables and e  partieuler typo-
graphic approach.

7.Legal copy
Fequired legel cooy is uslly ot the end of a document and should be incorspicucus
Bt clearly legiole.

Apple

I love how Apple clearly defines hierarchy and shows
examples in action. It removes ambiguity. For my manual,
I’d include real layouts to demonstrate hierarchy so designers
see how typography behaves, not just what it is.
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THpography Specibiationt 230
Prgteranaey va, Aped 2005

Type specification chart

Small .

Theie poie st are Brecally wied in bt i l"“’"‘:" Lot " M3 Bag Mol
and mediam weights for raain mestages, — frading| tnating) | —
secarcary messagen sechaical specibicacions, Gein 4 -t Varkise
andd bl oy Thu Rt poling shzes I thid i Py
Griup dae ahoyisd i etk and bold R
werigha for Faacines snd thort tasements, 8 +¥ 40-300 mw
Sewibold and bold weights can be wsed ot
small 52 whebh e <5 Kergth b short ard 4 =3 2010 mm
Pencnoring 25 cxsplay pest » 3 C0-130 v
e ygical leadng [ine smacing) s +3 paisny n - 080 e
v the sizs of the veat heing set. for exarn
2 ‘ |
e, o e ey 5 Sy s whd o " | M0
12 g leading " -3 | -1 |
| |
Medhaw 1
Meciom port saet a0 typically used Medum ¥ 4 110200 |
mecium and senbeld weghts & main srd |
secnndary me1sage These DO Sifes e " R -0 mem |
B30 e o sermbiold Bkt weiges on |
kol £ s -1
[HE i E— - e
n +3 48 130230 en
The typical eing Dine seacing] & +3 points
owet the size of the type fov blodks of sy L +5 1 48 W24 mm
LR 4 e i Memgeh dor mampte, ¥ you e k] 45t 48 1= 20 mm
ABING 20 Pt Ty o wolld L 23 0
Ieading. Increase the feading up 1o dosble » 45w 40 180280 M
e s s 468 oo BhoeRs of oy thit ] W as 290-300 mm
808 468 fenger than & bnes in ket
res \
Limge powd sies e erpially ood Large 40 CERERTS 1 :Inckn?:\hlnp
mechurn, semibold, or bold weights for 52 410 as s
hewdlines o shert massmensy The bne Lensen S by layous oriras
iz aach specific Layour Laseing and teaching 1 *1 o &6 2
e asjusted for math layout  you aee 004 e
PESNng # lasge foes
11 2 store Eanaes, plesie centact the Appie
Graphic Desgn Groun for axshmnce when “Centat the Apple Geuphic Design Groug for assistance when serLing very lange iise
seting Mried Aol t larye scake. dhplay type.

Apple

The detailed chart outlining leading and ideal line length feels
incredibly thoughtful. It elevates typography from style to
system. I’d adopt this level of specificity to ensure readability
and consistency across formats.
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Inspiration 5/10

MAIN ID COLORS

i i —
ﬁ'] Ty
el--‘ On white or off-white On black or colored l:: “(,d,:.: mere deveboped to add ::::."::"x by appess dealy and begibly oo
Apple logo o R dein : s
GY "a CA e U e varkous b ) IIHY:—H:‘"\H\Y the \vll \l"-‘.\
- The prefermed foem of the M e Church USA sigmesrure and the prefrrred color spplication of the
[ ’ ) o o whie: bockgromd
Apple logo colors ¢ * P
i on O
1¢simportant that the Apple specirum logo be < ; i {® beints wika]
placed ony on black, white, or offwhite back- < P
grounds, In cenain applications, such as exhibits e~ G
i c b
and procluct labeks, a fight gray background can (= : ‘ ' g 2y pennorite %) Memmenite
be used ¢ ) (R USA
Use the one-color version of the Apple logo—black, e
white, or red only—when vou cant afford to print c— Black logo mz :230 r\dcn black
the specirum logo or when your layout warrants a c3 e ipete =

SRy
simpie color treatment. Always use the electronic or e SERmET
photographic artwork provided when reproducing ca 2y Mennonite
the Apple logo, P ‘ Sk

In addiion to printing, the Apple spectrum logo can
be produced using a variery of methods, such s silk

Wham rrweriad swt ol MC
g Apple Rad logo Wit loga on any dark USA Grven v 8 caer

2 i Use Pantone” 186 tackground that provides Pheiegeph ihe i

screeniing, embroidery, or molded plastic o Pairiane d S o bl
3 . . Mennonite Mennonite

The Apple one-color logo can also be printed in - Church Church

i ¥ i i 9 LISA us.
metallic gold or silver It can be blind embossed or A

r

debossed, or etched on glass. Tt can be ksercut
intcy materials. 1t can be printed or embroidered

000000000
boobovoaba

XXX
Slele lp L

22,
K

Woanrevmedoni ofa
on fabric N ::: e
3 : 1 Black logo on any light - ) ) -
Always remember that quality control is vitally 1 backnround thal prosides Mennoaite Mennorite
important. Check the logo when it is being T strang conlrast hu

USA USA

produced to ensure that the colors, shape, and
§iz2 dre aocurate

e ths com Pl wal st b e ok
B e

i Saxsdinnb, M 193

oot s b M 19

[y

Apple

Apple’s detailed printing instructions show respect for
craft. Covering four-color process and background variations
anticipates real-world use. In my guide, I'd include this

technical depth to support professional execution across
print environments.

Menonite Church

The Mennonite Church guide is helpful because it shows
which logo variation should be used depending on the
background—whether solid orimage-based—and across
different hues and saturation levels. I like how practical
it feels. In my manual, I’d use similar examples to help
designers make confident decisions.
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Inspiration 6/10

ALT LOGO VERSIONS

Apple signatures

Signature construction

and clear space

The examples shown here demonstrate signature
construction using the “Apple Computer” signature.
The propomions are the same for all Apple signatures
anc Apple corporate signarures.

To ensure accuracy, always use the electronic or
photographic armwork provided shen reproducing
Apple signatures.

Keey e area around Apple signatures dean and
uncluttered. Graphic elements, type, photos, and
illustrations should not enter the dearspace area

The: clear-space focmulas shown here should be
followed for all Apple signatures and Apple come-
rate signatures that use the spectrum or one-color
version of the Apple logo,

The “dimple to dimple” measurement is taken from
the indentations at the top and bottom of the body
of the apple.

Apple (old)

Apple’s detailed printing instructions show respect for

DARBARARARDNQ QO
DIV DIDIDIIE e

e

LLEEL B0 IR B T
B & b

D0
FI)

e H
[
e-3

x=height of one stripg. The clear space maasires
3x or 4x as shown,

x X X

x

| W Apple Computer

height=x (dimpie to cimpie). Tha dear space measures x on all sides

of the signature.

height=x (dwmple to dimple). The clear
SPACE MBASUFES X OF 25K 4% shown,

i Srotare sml Ty
T s s

27

craft. Covering four-color process and background variations

anticipates real-world use. In my guide, I'd include this

technical depth to support professional execution across
print environments.
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SIGNATURE
FLEXIBLE CONFIGURATION

CLEAR SPACE AND
MINIMUM SIZE

Clear space ghves our Hgnature visibility,
And impact. 56 always follow The minimum
cleas space requirements.

The minimmum dieas ypace between the
beand line and the frame is 4%, as shown
This messurement i based on “X,” the
height of the frame.

The clear space surrcunding the flexible
configuration i 1 VX, a shown.

MINIMUM $I2E

To ensure legibility, the signatisre must be
at least 1%, as measured by the width of
the frame. The mirimum type size of the
8" and the ™" is 5 points.

Cadence
Cadence’s explanation of clear space within a frame adds
nuance. It anticipates constrained layouts. That foresight
inspires me to address edge cases in my manual so designers
feel supported, not restricted.

CLEAR SPACE BETWEEN SIGNATURE AND BRAND LINE

oot ]+ [C30EREE]

The minienum

brand lire and
the frame & 4%

CLEAR SPACE SURROUMDING FLEXIBLE CONFIGURATION

11X

how big can you dream?”

11

X
X

X

T big can you dream?”

1

o big can you dresm?™

1
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Inspiration 7/10

IMAGERY

SE OF
IMAGERY

Boeing

Boeing’s grid layout of photography styles is clean and
cohesive. It shows consistency without repetition. I'd use
a similar visual matrix to define tone, subject matter,

and composition at a glance.

60

The style and use of
Imagery and cloud imagery. 5

The images shown hare are exampies of photographic
styles that should be used in all our print materials,

Qur imagery should portray 8 humanistic approach with an
emphasis on peopie and ther interaction and expernence,
rather than on the product itsalf. Show how ves are being
mace batter by Boaing,

When using imagery follow thess guidsiines:

* Show real peopks in real situations — they shouldn't be
contrived o posed. Placing airplanes of people in an
urnvealkstic setting is discouraged.

= Show honesty, trust, and approachabiity with Bosing
personnel — show that they ane passionate and
commilied 1o serving ther customers.

* Usa dynamic, full-bleed pholograpty whendnver possibis,
Choosi imagery thal includes dramatic subject matier
and tels a compeling story.

» Special effects with imagery, such as spead lines or
mation blars, should be avoided. Thass effects delract
from the premium kok and fes Bosng i trying 1o
achieve. Adding graphics such as wira frarnes or globes
should be avoided as well

* Do not inset images inside other images, or run smalier
images over larger ones — this can be confusing.

CLOUD IMAGES

Cloud imagery is an imponant slement that communicates
1he spint and naturs of Sight, Cloud imagery should be
used in secondary areas in conjunction with the primary
massage of the communication, such as on the inside
cover,

* Cloud images should complement the color of tha cover,
» Do not use images of sunsals or storm clouds.

Feder to the Imagery section in the cument guideines for
further direction on imagery.

Imagery Usage 28

Devon

Devon’s breakdown of combining nature, process, and end-
use imagery reveals the strategy behind the visuals. It’s not
just aesthetic—it’s narrative. I'd articulate the “why” behind
imagery choices in my guide.
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Inspiration 8/10

COLOR PALETTE

Color Tints 2.3

Dievon entity Guidelines
121107 Release 2

The Dewan color palette should atways be used at 100 percent
The only exception is when creating information graphics,

When creating data-driven graphics, as shown in the gallery
of examples in section 3, a broader range of tints may be

necessary.

Do not use tints other than 00w, 75w, S0, or 25

Devon

Showing color tints in percentages feels practical and
designer-friendly. It provides flexibility while protecting
cohesion. I'd include tint systems to expand usability
without diluting the brand.
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Color palette Using color

Color propaortions Caolor proportions
In arde i T
and

o consistent
ok in each
fcommunication,

hould be taken to apply
eolos 10 layouts in the
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DFW

DFW goes further by explaining proportions—how much
of each color should appear. That strategic guidance
prevents imbalance. I'd adopt this to help designers
compose intentionally rather than intuitively guessing.

0%

20%
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Inspiration 9/10

LAYOUT

Grid

Devon

Devon’s multi-size grid systems demonstrate scalability.

It reinforces structure across formats. In my manual,
I’d include adaptable grids to ensure consistency from
print to digital applications.
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212

When combined with a background
treatment, additive content creates
a cognitive pause, an ‘ahal’ moment.

LW

Exploratorium

What inspires me about the Exploratorium guide is how
visually engaging the book itself is. The wide spreads create
breathing room, and the additive content introduces
personality without feeling cluttered. For my manual, this
approach would help balance structure with character,
making the guide informative but also enjoyable to explore.

SCIENTIST?
ARTIST? - ¢
ARCHITECT?

\WHO ARE YOUT
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Inspiration 10/10

SHAPES

Strata Shape Usage 2.17

Devon

Devon clearly shows how shapes are constructed and how
they flex within a system. It balances structure and creativity.
I’d outline shape logic in my guide so designers understand
both rules and range.
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Using the journey line

As a graphic element

Welcome to
the middle of =LY
everywhere

With photography

DFW

DFW'’s journey line functioning as a graphic element within
photography is especially inspiring. It integrates brand
identity seamlessly into imagery. I'd explore ways to embed
core graphic elements into real-world applications for cohesion.
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BUILDING STRONG SYSTEMS

Reviewing visual and brand guidelines from best-in-class companies helped ground my thinking
in how strong systems are built, not just designed. It showed me how leading brands balance
clarity and consistency with flexibility, allowing their identities to scale across different contexts
while still feeling cohesive. This research directly informed how | approached Fender’s visual
system, from logo development to typography, color, and overall structure.
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