
BRAND GUIDELINES



Brand Guidelines

Primary Visual Mark

The primary logo is a classic logotype paired with 

an emblem. This is the primary logo for all brand 

communications. It’s a trademark to help con-

sumers easily identify our products, packaging, 

advertising and other materials. It is essential 

that the logo is always applied with care and  

respect in every application.
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Do’s and Don’ts

In order to maintain consistency, please take note 

of what is acceptable and what is not.

DO - Use approved variations of the Overnight 

Prints logo when the main logo is not applicable.

DON’T - Create new lockups, compress or adjust 

the width or size of the logo.

DON’T - Use legacy variations of the Overnight 

Prints logo.

DON’T set the logo in a new color.

DON’T

DO

DO

DON’T

DON’T
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Colors

The color pallet is primarily composed of blues 

and gray, with usage of negative space (white). 

Conveying a simple, clean and easy feeling 

along with elegance and dependability, these 

colors tie in with the main lockup but also pres-

ent a neutrality, leaving the focus on the prod-

ucts.

Blues - Are cooling in nature, and helps with 

balance and self-expression, some brilliant 

blues become dynamic and dramatic, an en-

gaging color that expresses exhilaration, and 

used primarily on our call to action buttons.

Gray conforms - it is conventional, dependable 

and practical. It is a color of maturity and re-

sponsibility.

PRIMARY COLOR

#01AEE3

SECONDARY COLOR

#9DD1EF

TERTIARY COLOR

#0098C7

TERTIARY COLOR

#15303B

TERTIARY COLOR

#737375

TERTIARY COLOR

#D1D1D2
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Buttons and Tabs

Buttons:

We exclusively use the box shape button, 

Do Not use pill shaped buttons.

Tabs:

Active ad Inactive tabs are universal and most 

often used. Non selectable tabs are in step  

progression where a step is required to pro-

ceed to the next area.

GET STARTED

UPLOAD IMAGE

UPLOAD PAGE IMAGES

ACTIVE TAB

INACTIVE TAB

NON SELECTABLE

Primary Buttons CTA

Secondary Button Non CTA

Secondary Menu Bar

TABS

Uses for worklow as the  
primary Call to Action  
button on all media. Use as 
main button on UX progression 
through checkout.

Font: 
LATO HEAVY
1pt

Color Red
#c60707

----------------------------

Blue Upload: 
#01AEE3  | #0098C7

Primarily used on approval / 
checkout pages when the 
Secondary header appears.

Font: 
LATO HEAVY
18pt

Color Gradient: 

#9DD1EF  | #FFFFFF

Font: 
ARIAL BOLD
14pt

Color:
#01AEE3 | #FFFFFF 

Active Color:
#9DD1EF

Inactive Color: 
#9DD1EF

Non Selectable (Step Required) Color: 
#D1D1D2



Brand Guidelines

Fonts

Lato

Open Source family of fonts (similar to Ave-

nir). Clean style and versatile font with a va-

riety of styles and weights. Font style can be 

used interchangeably to achieve desired ef-

fect for needed weight and contrast.

Email Use:

Primarily use a combo of Thin-Hairline with 

Semi-bold or Bold for contrast.

Arial

Basic clean easy font for web use and generic 

use when in question.

Website Body Copy: 

Arial | Regular | 13pt | Black, #000000

Website Body Copy Highlight: 

Arial | Regular | 13pt | Black, #01aee3

21pt line height | 10pt line height between 

paragraphs.

A B C D E F G H I K L M 

N O P Q R S T V X Y Z

a b c d e f g h i j k l m n ñ 

o p q r s t u v w x y z

A B C D E F G H I K L M 

N O P Q R S T V X Y Z

a b c d e f g h i j k l m n ñ 

o p q r s t u v w x y z

A B C D E F G H I K L M 

N O P Q R S T V X Y Z

a b c d e f g h i j k l m n ñ 

o p q r s t u v w x y z

LATO BOLD

LATO HARILINE

ARIAL REGULAR
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Examples of Fonts in Layouts
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Web Banner Font Example

Lato Header with Arial body copy.

Lato:

Semi-bold

32pt

#000000

Arial:

Regular

14pt

#000000
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Email Header Example

Lato Header with 

Arial body copy in HTML.

Lato:

Bold

24pt

#ffffff

Lato:

Regular

12pt

#ffffff

Lato:

Thin

40pt

#ccbd88

Lato:

Medium

60pt

#ccbd88


