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INTRODUCTION

A strong country brand can stimulate exports, attract 
tourism, investments, and immigration. Japan, 

Switzerland and Germany have the strongest “country 
brands” in 2015-2014

Focused and targeted branding efforts over sustained 
periods increase visitors, lengths of stay and wide 

economic gains. 

When destinations use similar promotions, ideas and 
imagery, influencing choice is key.
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TOOLKIT INTRODUCTION

The toolkit houses the essential graphic 
tools that this brand chooses to work 
with. These tools were chosen around 
the brand values and assist in bringing 
the brand promise to life. The more 
simple and appropriate the tools, the 
more sophisticated and less complex 
the visual language will appear.

This does not mean that you can not 
have fun with this brand. By choosing 
your tools wisely, you can create a 
solid brand and have creative licence 
to develop a unique brand experience 
for your customer. It is important to 
understand the rules around how to use 
the tools and materials provided for the 
brand.

CUSTOMERS HAVE MORE TRUST IN A BRAND THAT DISPLAYS CONSISTENCY.

MODERN SIMPLE DE-CLUTTER
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SECTION 1

BRAND IDENTITY & 
VISUAL LANGUAGE
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SECTION 1.A

BRAND STORY
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BRAND STORY 1.A

A unified voice for Kenya’s vision for international 
visitors, investors and business that reflects the 
communications strategy ‘One Voice’

A  clear ‘call to action’ speaking to visitor, 
investors and business

Umbrella campaign propositions that can be 
extended to represent all economic sectors for 
Kenya

Ensuring that Kenya is competing at a world-
class level in country brand campaigns and ‘kick-
starting’ a new confidence for Kenya which is vital 
to current global perceptions - a line in the sand 
moment

An active energetic brand campaign that will in 
time deliver national pride for citizens, make a 
statement at regional level and gain recognition 
with the diaspora internationally

Now is the time to make a statement and 
establish a brand platform that delivers against 
today’s requirements for brand content 
engagement
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SECTION 1.B

BRAND 
FOUNDATION
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BRAND FOUNDATION 1.B

This is the futuristic view of what the 
Brand wants to be taking consciousness 
of the current brand status and assets. 
Our brand vision is ‘balancing Kenya’s 
ambition towards modernity, economic 
dynamism and growth of her consumer 
society, with the respect for her 
ancestral heritage and values, in order 
to chart the path for a unique African 
wealth creation model. This balance 
between modernity and heritage must 
permeate public service branding and 
visual identity.

BRAND
VISION

This is the competitive, relevant and 
differentiating place the Brand occupies 
in its market. For Kenya, the positioning 
statement is:
Surprising familiar exotic destination 
with high economic potential, where 
people and nature live in harmony. This 
must be a common thread in the public 
service branding and visual identity.

BRAND
POSITIONING 
STATEMENT

The proposition is ‘Kenya, bursting 
with generosity, rewarding beyond 
imagination’. This is another common 
thread that must come through the 
entire public service image and visual 
identity.

BRAND
PROPOSITION
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SECTION 1.C

TONE OF VOICE
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TONE OF VOICE 1.C

The tone of voice assists us in the way 
we verbally communicate the brand.

FDI
• Business like/professional
• Warmth and abundance
• Anticipation and intrigue

TOURISM
• Sincere and familiar
• Welcoming and positive
• Warm and inviting
• Excitement and intrigue

EXPORTS
• Familiar
• Sharing and abundance
• Inviting

FOR OUR BRANDING PROCESS WE BASED OUR CREATIVE VISION ON THE BELOW KEYWORDS



12

SECTION 1.D

BRAND IDENTITY
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THE BRAND INTRODUCTION

BRAND MARK
• The representation of the 

organization in its simplest form

• The emblem or mascot of the 
organization

• The foremost element that triggers 
the feelings of consumers

• Critical for an organization to be 
recognizable

• A trademark

A BRAND IS A CONCEPT, NOT A CONCRETE OBJECT AND THE FOUNDATION OF AN ENTIRE MARKETING FRAMEWORK.

IT IS THE EMOTIONAL AND PSYCHOLOGICAL RELATIONSHIP BETWEEN A COMPANY AND CONSUMERS; WHAT PEOPLE THINK, FEEL AND EXPERIENCE

LOGO TYPE
• Typographic that clearly defines the 

association

BRAND IDENTITY
• The different physical elements of 

the company that work together and 
customers come in contact with

• The complete package of company 
materials: your logo, business cards, 
email signatures, websites, etc.

BRAND IDENTITY
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THE BRAND INSPIRATION

To support a strong country brand 
campaign we need to develop a 
powerful campaign brand that will 
represent and identify with all Kenyans 
and gain international recognition. 

Our design represents the Kenyan flag, 
Kenya’s culture and Kenya’s future. We 
have developed a colour palette inspired 
by vibrant colours in order to bring 
a dynamism to our design. We have 
utilised a bold, sharp font to deliver a 
positive sentiment in shaping a strong 
future for Kenya for both domestic and 
international audiences.

1.D.1

P 1795 C 

P 349 C 



SECTION 1.D.1

BRAND MARK
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BRAND MARK

The circle logo is created by different 
assets

. 1 The big sphere in the centre of the 
logo represents One Voice and the 
unity of the county

. 2 The small brown dots around the 
central sphere represents the 47 
counties together. They have the 
colour of the land

. 3 The black bars represent the 8 
provinces of Kenya.

. 4 The red circle is the passion and 
pride (4.1) of Kenyans moving in a 
positive direction (4.2)  through the 
gold arrows in communication out 
to the world

. 5 The small dots around the external 
sphere represent every Kenyan in 
the world - 2 colours for male and 
female

. 6 The complete unity logo represents 
culture and heritage through the ? 
insipiration

One Voice will be a responsibility of 
everyone, so we have developed a 
shape that represents moving forward 
all as one audience in communication 
to the world. The design brings together 
the needs of Kenyans to be listened to 
internationally, including supporting the 
aim of the 47 counties reaching out to 
the world with everything unified in one 
centre and one voice. 

ONE VOICE

CULTURE & HERITAGE

COUNTIES

PROVINCES

PASSION & PRIDE

POSITIVE DIRECTION FORWARD

ALL KENYA’S COMMUNITY

1.D.1

1

2

3

4.1

4.2

5

6
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SECTION 1.D.2

COLOR PALETTE
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BACKGROUND AND INSPIRATION

Palette inspiration
 

To support a strong country brand 
campaign we need to develop a 
powerful campaign brand that will 
represent and identify with all Kenyans 
and gain international recognition. 

Our design represents the Kenyan flag, 
Kenya’s culture and Kenya’s future. We 
have developed a colour palette inspired 
by vibrant colours in order to bring 
a dynamism to our design. We have 
utilised a bold, sharp font to deliver a 
positive sentiment in shaping a strong 
future for Kenya for both domestic and 
international audiences.

P 349 C 

1.D.2
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COLOR PALETTE 1.D.2

Core colors
 

The brand mark consists of 6 core 
colors. The primary mark colors are 
Pantone references, followed by CMYK 
and RGB.

White is the preferred background 
color and should always be used when 
possible. It may be necessary
on occasion to use it on other 
backgrounds.

The backgrounds must never interfere 
with the visibility of the mark.

Pantone 361C

CMYK
75c, 0m, 100y, 0k

RGB
57r, 181g, 74b

Pantone 7482C

CMYK
100c, 0m, 100y, 0k

RGB
0r, 166g, 81b

Pantone 7621C

CMYK
15c, 100m, 90y, 10k

RGB
190r, 30g, 45b

Pantone 7505C

CMYK
40c, 56m, 78y, 25k

RGB
131r, 97g, 64b

Pantone 1365C

CMYK
0c, 35m, 85y, 0k

RGB
251r, 176g, 64b

Pantone Black C

CMYK
0c, 0m, 0y, 100k

RGB
0r, 0g, 0b

65

3

4

21

2

6 1

3

5

4
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COLOR PALETTE 1.D.2

Primary color palette
 

When designing corporate 
communications, only these colors 
should be used. Tints can be used 
sparingly on graphs, charts, graphical 
elements as well as strategic collateral.

100% 60%80%

Pantone 7621 C
C15 M100 Y90 K10
R190 G30 B45
HEX: #be1e2d

100% 60%80%

Pantone 7482 C
C100 M0 Y100 K0
R0 G166 B81
HEX: #00a550

100% 60%80%

Pantone 1365 C
C0 M35 Y85 K0
R251 G176 B64
HEX: #fbaf3f

100% 60%80%

Pantone Black C
C0 M0 Y0 K100
R0 G0 B0
HEX: #000000



SECTION 1.D.3

BRANK MARK
USAGE
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BRAND MARK USAGE 1.D.3

Usage on colour backgrounds
 

The brand mark should be used on a 
white or light colored background as 
indicated.

The brand mark should never be placed 
over a mid tone colour, one of the 
primary colours or over an image (please 
refer the asset misuse for more details).
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One-coloured usage on colour 
backgrounds
 

The brand mark has a white colored 
variation and should be used only on the 
primary color pallette (please refer to 
the color palette for more details).

BRAND MARK USAGE 1.D.3
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Stand-alone variations
 

The brand mark can be used at times on 
its own as a graphic element. Refer to 
the examples on how it should be used 
in various orientations and layouts.

When using the full asset, minimum space to be kept around is half the 
height of the center circle

Half circle asset one color - Horizontal orientation Half circle asset full color - Horizontal orientation

Half circle asset one color
Vertical orientation

Half circle asset full color
Vertical orientation

When using the asset centrally superimposed, the asset should be double 
the height of the canvas background.

X X

2X

X

1/2 X1/2 X

1/2 X1/2 X

1/2 X1/2 X

1/2 X1/2 X

Quarter circle asset full color

Quarter circle asset one color

BRAND MARK USAGE 1.D.3
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Stand-alone variations
 

The brand mark can be used at times on 
its own as a graphic element. Refer to 
the examples on how it should be used 
in various orientations and layouts.

BRAND MARK USAGE 1.D.3
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Pictorial mark
 

The brand mark can be used at times to 
mask photographs. When using photos 
in this style, use the white brand mark 
to mask and ensure that the point of 
interest of the photo is focused primarily 
towards the innermost circle.

BRAND MARK USAGE 1.D.3
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Brand mark placements
 

The ideal placement for the brand mark 
is on a white background. However, 
when this is not possible, always follow 
the rules shown on this page.

The brand mark must never be reversed
black or be placed on a colour 
background with the colour mark; 
the white brand mark should be used 
instead.

X

X

X

X

X

X

X

X

X

X
Always ensure that the brand mark is highly visible at all times and that the background colours chosen DO NOT clash with those of the 
brand mark. Do not alter the colour of the asset or its elements in any way from the original artwork files.

BRAND MARK USAGE 1.D.3
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SECTION 1.D.4

TYPOGRAPHY
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TYPOGRAPHY 1.D.4

English headline typeface
 

Bebas Neue Bold is to be used for all 
English headlines and in uppercase only.
This font should not be used for body 
copy unless for small groups of copy 
where legibility is less important than 
style.

Bebas Neue Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Bebas Neue Bold
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TYPOGRAPHY 1.D.4

English body copy typeface
 

Museo Sans is to be used for all English 
body copy. This font should not be used 
for titles or headlines and should only be 
used where large amounts of copy are 
required and maximum legibility is
essential.

Museo Sans 900
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Museo Sans 700
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Museo Sans 500
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Museo Sans 300
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Museo Sans 100
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Museo Sans
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Digital typefaces
 

Oswald Regular is to be used for all 
English headlines and in uppercase only.
This font should not be used for body 
copy unless for small groups of copy 
where legibility is less important than 
style.

Montserrat is to be used for all English 
body copy. This font should not be used 
for titles or headlines and should only be 
used where large amounts of copy are 
required and maximum legibility is
essential.

In cases where a standard system font
is required, Verdana Regular and Bold 
should be used.

Headlines (Primary typeface)

 

Body copy (Primary typeface)

 

Secondary typeface

 

OSWALD REGULAR 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Montserrat Bold
Abcdefghijklmnopqrstuvwxyz
1234567890

Verdana Bold
Abcdefghijklmnopqrstuvwxyz
1234567890

Montserrat Regular
Abcdefghijklmnopqrstuvwxyz
1234567890

Verdana Regular
Abcdefghijklmnopqrstuvwxyz
1234567890

DIGITAL TYPOGRAPHY 1.D.4
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SECTION 1.D.5

PHOTOGRAPHY
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PHOTOGRAPHY 1.D.5

Expressions and energy, should appear 
natural and not over the top. Models 
should never appear as to be
posing for the shot but rather be natural 
in the environment. Should always 
appear energetic, aspirational and 
spirited.
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PHOTOGRAPHY DON’TS 1.D.5

The photography should always be 
positive. The energy should reflect 
positivity and aspiration.
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SECTION 1.D.6

DIGITAL
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DIGITAL 1.D.6

Social Media
 

Assets for social media can be 
downloaded here. 

Assets contain cover photos, profile 
pictures and dynamic posts for 
Facebook, Twitter and Instagram. 

Facebook example (profile + cover photo)

Twitter example (profile + cover photo) Instagram example (profile + cover photo)
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DIGITAL 1.D.6

Social Media
 

Assets for social media can be 
downloaded here. 

Assets contain cover photos, profile 
pictures and dynamic posts for 
Facebook, Twitter and Instagram. 

Youtube example (profile + cover photo)

Flickr example (profile + cover photo)
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DIGITAL CO-BRANDING 1.D.6

Social Media Co-Branding
 

Assets for social media can be 
downloaded here. 

Assets contain cover photos, profile 
pictures and dynamic posts for 
Facebook, Twitter and Instagram. 

Twitter example (profile + cover photo)
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DIGITAL MINISTRY SUPPORT 1.D.6

Social Media
 

Assets for social media can be 
downloaded here. 

Assets contain cover photos, profile 
pictures and dynamic posts for 
Facebook, Twitter and Instagram. 

Twitter example (profile + cover photo)
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DIGITAL INDIVIDUAL SUPPORT 1.D.6

Social Media
 

Assets for social media can be 
downloaded here. 

Assets contain cover photos, profile 
pictures and dynamic posts for 
Facebook, Twitter and Instagram. 

Twitter example (profile + cover photo)
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DIGITAL INVITE EMAILER 1.D.6

Emailer
 

Example of emailer layout with the half 
circle implementation. 



SECTION 1.D.7

APPLICATIONS
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1.D.7APPLICATIONS

Pictorial mark
 

Some examples of how the standalone 
mark can be used with photographs and 
advertising billboards.
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1.D.7APPLICATIONS

Environment design
 

This page focuses only on style. Size, 
and materials should be specified by the 
suppliers.
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1.D.7APPLICATIONS

Environment design
 

This page focuses only on style. Size, 
and materials should be specified by the 
suppliers.
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1.D.7APPLICATIONS

Collaterals
 

This page focuses only on style. 

Folder

Guide Magazine
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1.D.7APPLICATIONS

Videos
 

Example of video sequence focusing on 
style. The white brand mark needs to be 
placed on the on the top right corner 
within title safe zones. Size of the brand 
mark needs to be 25% the height of the 
video. There are already predefined ani-
mations for intros/outros for all videos.

For further information please contact: 
brand@makeitkenya.com
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1.D.7APPLICATIONS

Collateral Production
 

This page focuses only on style.



49

SECTION 2

BRAND EXTENSION



SECTION 2.A

BRAND
FAMILY TREE
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BRAND FAMILY TREE 2.A



SECTION 2.B

CO-BRANDING
ARCHITECTURE
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Construction system for 
public/private stakeholders
 

Co-branding with other brands is 
encouraged and therefore a simple 
system was constructed.

It is the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Height of the brand mark will define the 
height of the divider line.

X

1(X)

1(X)

1(X)

1(X)

LOGO

1(X)

1(X)

1(X)

1(X)

LOGO

Left example 
 

Right example 
 

Left construction 
 

Right construction 
 

CO-BRANDING ARCHITECTURE 2.B
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Public/private stakeholders 
example
 

This diagram shows the correct 
positioning for co-branding with other 
brands as well as the required type 
elements.

The width of the brand mark is used for
clear space rules and general
measurements.

1(X)

1(X)

1(X)X

1(X)

1(X)

1(X)X

CO-BRANDING ARCHITECTURE 2.B
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Construction system for 
government stakeholders
 

When co-branding with government, 
the ministry logo must always be first on 
the left.

It is the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Height of the brand mark will define the 
height of the divider line.

1(X)

1(X)

1(X)

1(X)

X

1(X)

1(X)

1(X)

1(X)

X

1(X)

1(X)

1(X)

1(X)

X

CO-BRANDING ARCHITECTURE 2.B
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1(X)

1(X)

1(X)X

1(X) 1(X)X

Government stakeholders 
layout example
 

This layout shows the correct 
positioning for co-branding s as well as 
the required type elements.

The width of the brand mark is used for
clear space rules and general
measurements.

1(X)

CO-BRANDING ARCHITECTURE 2.B



SECTION 2.C

BRAND FAMILY
GUIDELINES
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2.C.1BRAND FAMILY GUIDELINES
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LOGOMARK

The Logomark
 

The brand mark is inspired by the local 
tribes signature accessories. We utilize 
the circle in order to represent union, 
one Kenya and represent a positive 
shape. 

Always try to use the asset in full colour 
as shown. Do not alter the colour of the 
asset or its elements in any way from the 
original artwork files.

2.C.1
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LOGOMARK

Protective & exclusion 
positioning
 

The protective areas are positioned in a 
fixed distance to the logomark. It is
the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Due to various printing methods and 
materials, there is no minimum size for 
the logomark. The logomark must
always be legible; the rule to follow is 
that the space between the perimeter 
of the circles and interior grooves must 
always remain clear.

XHeight of innermost circle

1(X) 1(X)

1(X) 1(X)

2.C.1
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LOGOMARK

Usage on colour backgrounds
 

The colored asset should be used in on 
a white or light colored background as 
indicated.

The colored asset should never be 
placed over a mid tone colour or one of 
the primary colours. Care must be taken 
to ensure that it is prominent
and legible.

2.C.1
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LOGOMARK

Usage on colour backgrounds 
- one colour
 

When printing the logomark in a
single colour only use white for both
the symbol and the logotype.

The one-coloured asset should be used 
only on the primary colour pallette.

All versions of the logomark exist as 
master files. These must be used at all 
times and should not be redrawn or
modified in any way.

2.C.1
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LOGOMARK

Logomark placements
 

The ideal placement for the logomark is 
on a white background. However, when
this is not possible, always follow the 
rules shown on this page.

The logomark must never be reversed
black or be placed on a colour 
background with the colour mark; it 
must always be converted to the one-
colour white option.

Always ensure that the logomark is highly visible at all times and that the colours chosen DO NOT clash with those of the logomark.

Do not alter the colour of the asset or its elements in any way from the original artwork files.

X

X

X X X

X

X

X

X

X

X

2.C.1
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APPLICATIONS

Collateral Production
 

This page focuses only on style.

2.C.1
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APPLICATIONS

Collateral Production
 

Video sequence focusing on style

2.C.1
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APPLICATIONS

Collateral Production
 

This page focuses only on style.

2.C.1
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APPLICATIONS

Collateral Production
 

This page focuses only on style.

Banner 01

Banner 02

Banner 03

2.C.1
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APPLICATIONS

Collateral Production
 

This page focuses only on style.

Banner 04

Banner 05

Banner 06

2.C.1
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APPLICATIONS

Banner 07 Banner 08

Collateral Production
 

This page focuses only on style.

2.C.1
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LOGOMARK

The Logomark
 

The brand mark is inspired by the local 
tribes signature accessories. We utilize 
the circle in order to represent union, 
one Kenya and represent a positive 
shape. 

Always try to use the asset in full colour 
as shown. Do not alter the colour of the 
asset or its elements in any way from the 
original artwork files.

2.C.2
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LOGOMARK

XHeight of innermost circle

1(X) 1(X)

1(X) 1(X)

Protective & exclusion 
positioning
 

The protective areas are positioned in a 
fixed distance to the logomark. It is
the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Due to various printing methods and 
materials, there is no minimum size for 
the logomark. The logomark must
always be legible; the rule to follow is 
that the space between the perimeter 
of the circles and interior grooves must 
always remain clear.

2.C.2
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LOGOMARK

Usage on colour backgrounds
 

The colored asset should be used in on 
a white or light colored background as 
indicated.

The colored asset should never be 
placed over a mid tone colour or one of 
the primary colours. Care must be taken 
to ensure that it is prominent
and legible.

2.C.2



74

LOGOMARK

Usage on colour backgrounds 
- one colour
 

When printing the logomark in a
single colour only use white for both
the symbol and the logotype.

The one-coloured asset should be used 
only on the primary colour pallette.

All versions of the logomark exist as 
master files. These must be used at all 
times and should not be redrawn or
modified in any way.

2.C.2
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LOGOMARK

Logomark placements
 

The ideal placement for the logomark is 
on a white background. However, when
this is not possible, always follow the 
rules shown on this page.

The logomark must never be reversed
black or be placed on a colour 
background with the colour mark; it 
must always be converted to the one-
colour white option.

Always ensure that the logomark is highly visible at all times and that the colours chosen DO NOT clash with those of the logomark.

Do not alter the colour of the asset or its elements in any way from the original artwork files.

X

X

X X X

X

X

X

X

X

X

2.C.2
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APPLICATIONS

Collateral Production
 

This page focuses only on style.

2.C.2
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LOGOMARK

The Logomark
 

The brand mark is inspired by the local 
tribes signature accessories. We utilize 
the circle in order to represent union, 
one Kenya and represent a positive 
shape. 

Always try to use the asset in full colour 
as shown. Do not alter the colour of the 
asset or its elements in any way from the 
original artwork files.

2.C.3
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LOGOMARK

XHeight of innermost circle

1(X) 1(X)

1(X) 1(X)

Protective & exclusion 
positioning
 

The protective areas are positioned in a 
fixed distance to the logomark. It is
the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Due to various printing methods and 
materials, there is no minimum size for 
the logomark. The logomark must
always be legible; the rule to follow is 
that the space between the perimeter 
of the circles and interior grooves must 
always remain clear.

2.C.3
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LOGOMARK

Usage on colour backgrounds
 

The colored asset should be used in on 
a white or light colored background as 
indicated.

The colored asset should never be 
placed over a mid tone colour or one of 
the primary colours. Care must be taken 
to ensure that it is prominent
and legible.

2.C.3
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LOGOMARK

Usage on colour backgrounds 
- one colour
 

When printing the logomark in a
single colour only use white for both
the symbol and the logotype.

The one-coloured asset should be used 
only on the primary colour pallette.

All versions of the logomark exist as 
master files. These must be used at all 
times and should not be redrawn or
modified in any way.

2.C.3
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LOGOMARK

Logomark placements
 

The ideal placement for the logomark is 
on a white background. However, when
this is not possible, always follow the 
rules shown on this page.

The logomark must never be reversed
black or be placed on a colour 
background with the colour mark; it 
must always be converted to the one-
colour white option.

Always ensure that the logomark is highly visible at all times and that the colours chosen DO NOT clash with those of the logomark.

Do not alter the colour of the asset or its elements in any way from the original artwork files.

X

X

X X X

X

X

X

X

X

X

2.C.3
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APPLICATIONS

Collateral Production
 

This page focuses only on style.

2.C.3
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APPLICATIONS

Collateral Production
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LOGOMARK

The Logomark
 

The brand mark is inspired by the local 
tribes signature accessories. We utilize 
the circle in order to represent union, 
one Kenya and represent a positive 
shape. 

Always try to use the asset in full colour 
as shown. Do not alter the colour of the 
asset or its elements in any way from the 
original artwork files.
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LOGOMARK

XHeight of innermost circle

1(X) 1(X)

1(X) 1(X)

Protective & exclusion 
positioning
 

The protective areas are positioned in a 
fixed distance to the logomark. It is
the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Due to various printing methods and 
materials, there is no minimum size for 
the logomark. The logomark must
always be legible; the rule to follow is 
that the space between the perimeter 
of the circles and interior grooves must 
always remain clear.
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LOGOMARK

Usage on colour backgrounds
 

The colored asset should be used in on 
a white or light colored background as 
indicated.

The colored asset should never be 
placed over a mid tone colour or one of 
the primary colours. Care must be taken 
to ensure that it is prominent
and legible.
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LOGOMARK

Usage on colour backgrounds 
- one colour
 

When printing the logomark in a
single colour only use white for both
the symbol and the logotype.

The one-coloured asset should be used 
only on the primary colour pallette.

All versions of the logomark exist as 
master files. These must be used at all 
times and should not be redrawn or
modified in any way.
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LOGOMARK

Logomark placements
 

The ideal placement for the logomark is 
on a white background. However, when
this is not possible, always follow the 
rules shown on this page.

The logomark must never be reversed
black or be placed on a colour 
background with the colour mark; it 
must always be converted to the one-
colour white option.

Always ensure that the logomark is highly visible at all times and that the colours chosen DO NOT clash with those of the logomark.

Do not alter the colour of the asset or its elements in any way from the original artwork files.
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This page focuses only on style.

Locally made clothing Locally made leather
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LOGOMARK

The Logomark
 

The brand mark is inspired by the local 
tribes signature accessories. We utilize 
the circle in order to represent union, 
one Kenya and represent a positive 
shape. 

Always try to use the asset in full colour 
as shown. Do not alter the colour of the 
asset or its elements in any way from the 
original artwork files.
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LOGOMARK

XHeight of innermost circle

1(X) 1(X)

1(X) 1(X)

Protective & exclusion 
positioning
 

The protective areas are positioned in a 
fixed distance to the logomark. It is
the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Due to various printing methods and 
materials, there is no minimum size for 
the logomark. The logomark must
always be legible; the rule to follow is 
that the space between the perimeter 
of the circles and interior grooves must 
always remain clear.
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LOGOMARK

Usage on colour backgrounds
 

The colored asset should be used in on 
a white or light colored background as 
indicated.

The colored asset should never be 
placed over a mid tone colour or one of 
the primary colours. Care must be taken 
to ensure that it is prominent
and legible.
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LOGOMARK

Usage on colour backgrounds 
- one colour
 

When printing the logomark in a
single colour only use white for both
the symbol and the logotype.

The one-coloured asset should be used 
only on the primary colour pallette.

All versions of the logomark exist as 
master files. These must be used at all 
times and should not be redrawn or
modified in any way.
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LOGOMARK

Logomark placements
 

The ideal placement for the logomark is 
on a white background. However, when
this is not possible, always follow the 
rules shown on this page.

The logomark must never be reversed
black or be placed on a colour 
background with the colour mark; it 
must always be converted to the one-
colour white option.

Always ensure that the logomark is highly visible at all times and that the colours chosen DO NOT clash with those of the logomark.

Do not alter the colour of the asset or its elements in any way from the original artwork files.
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Private stakeholders
 

Co-branding example of private 
stakeholders
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LOGOMARK

The Logomark
 

The brand mark is inspired by the local 
tribes signature accessories. We utilize 
the circle in order to represent union, 
one Kenya and represent a positive 
shape. 

Always try to use the asset in full colour 
as shown. Do not alter the colour of the 
asset or its elements in any way from the 
original artwork files.
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LOGOMARK

XHeight of innermost circle

1(X) 1(X)

1(X) 1(X)

Protective & exclusion 
positioning
 

The protective areas are positioned in a 
fixed distance to the logomark. It is
the function of the height of the 
innermost circle that will automatically 
define the protective area of the 
exclusion zones. Exclusion is 1 times the 
innermost circle.

Due to various printing methods and 
materials, there is no minimum size for 
the logomark. The logomark must
always be legible; the rule to follow is 
that the space between the perimeter 
of the circles and interior grooves must 
always remain clear.
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LOGOMARK

Usage on colour backgrounds
 

The colored asset should be used in on 
a white or light colored background as 
indicated.

The colored asset should never be 
placed over a mid tone colour or one of 
the primary colours. Care must be taken 
to ensure that it is prominent
and legible.
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LOGOMARK

Usage on colour backgrounds 
- one colour
 

When printing the logomark in a
single colour only use white for both
the symbol and the logotype.

The one-coloured asset should be used 
only on the primary colour pallette.

All versions of the logomark exist as 
master files. These must be used at all 
times and should not be redrawn or
modified in any way.
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LOGOMARK

Logomark placements
 

The ideal placement for the logomark is 
on a white background. However, when
this is not possible, always follow the 
rules shown on this page.

The logomark must never be reversed
black or be placed on a colour 
background with the colour mark; it 
must always be converted to the one-
colour white option.

Always ensure that the logomark is highly visible at all times and that the colours chosen DO NOT clash with those of the logomark.

Do not alter the colour of the asset or its elements in any way from the original artwork files.
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