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BRAND IDENTITY GUIDELINES

Annique has valuable brand assets which form 
the visual identity of our brand. 

This manual provides a comprehensive guide 
for the correct use of all the elements of our 
corporate identity. By following this guide, it 
helps to define Annique for our customers, 
partners, and employees. Equally important, 
it helps them recognise, differentiate, and 
remember the Annique brand. 

This brand identity guideline manual details how 
the elements of the identity are put into practice.

It is designed to help us present a strong, 
consistent visual image to the various stake-
holders that we interact with. The ultimate 
success is the correct execution of our corporate 
identity. 

Whenever we use our logo and all the other 
elements of our corporate identity, we are 
building the Annique brand.
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INTRODUCTION 

Annique Health and Beauty is a 
Direct Selling business that enables 
people’s dreams to come true by 
selling Rooibos-based health and 
beauty products through a Direct 
Selling model. 

The business is South African owned 
and manufactures their products in SA.
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INTRODUCTION BRAND VISION

We create 
life-changing 
opportunities 
every day!
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INTRODUCTION BRAND MISSION

We provide guidance and tools,  
for our consultants and staff, to help 
them fulfil their life’s purpose and so 
achieve happiness and success through 
the Annique Business Opportunity.
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INTRODUCTION BRAND VALUES

Rooibos

Excellence

Quality

We care about people

Products work/show results

Solutions to health and beauty problems

Empowerment

South African/made in SA

Cares for the environment
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INTRODUCTION BRAND POSITIONING

Rooibos health 
and beauty experts
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INTRODUCTION BRAND KEY WORDS

Direct selling

Changing lives

Relationships

Making a difference

Health

Beauty
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CORPORATE 
LOGO

logo Our corporate name, logo, device, colours 
and typefaces are valuable brand assets, 
and they form the pillars of the identity of 
our company. 

These elements create the unique image 
of our company and must be used in a 
consistent manner to maintain the visual 
integrity of our brand.
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CORPORATE 
LOGO

Our logo is the key building block of 
our identity. It is the primary visual 
element that identifies us. 

Our logo is a combination of two words 
ANNIQUE and ROOIBOS that should 
never be changed in any way. 

The logo has been carefully chosen for 
its modern and refined style. 

It compliments and perfectly fits the 
ethos of Annique, which is the balance 
between science and nature.
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LOGO 
PROPORTIONS 
AND 
MINIMUM SIZE

PROPORTIONS

The logo has fixed proportions that 
should never be changed. 

The ‘x’ length must always stay in 
proportion to the ‘y’ height.

The use of any stylised, hand drawn 
or decorated versions of the logo is 
not permitted, as this undermines the 
integrity and consistency of the brand.

MINIMUM SIZE

The minimum size the logo can be used
is 15mm in length.
 

15 mm

x

y
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LOGO 
CLEAR SPACE

It’s important to keep the logo clear of 
any other graphic elements. 

To control this, an exclusion zone has 
been established around the logo. 
This ‘clear space’ indicates the closest 
distance any other graphic element or 
message can be positioned in relation 
to the logo.

The logo should be surrounded with 
clear space to ensure its visibility and 
impact. No graphic elements of any 
kind should invade this zone.

The clear space is the height of the ‘A’ 
of the logo. 
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LOGO 
CORRECT USAGE
ON A BACKGROUND COLOUR

The logo can be applied to a white or a 
coloured background.

The logo can be applied in its positive 
version, which is red on a white 
background, or in its negative version, 
which is white on a red background.

To control the integrity and consistency 
of the brand, the logo must only be 
used in the colour combinations shown. 
Any other permutation is not permitted 
for corporate communication.

The logo may be used in black and 
white in certain circumstances, on a 
white or black background, as shown. 



Do not change the proportions

Do not distort

Do not use two colours

Do not add another element

Do not rotate

Do not change the proportions

Do not distort

Do not use two colours

Do not add another element
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LOGO 
INCORRECT USAGE

The correct version of the logo is 
shown on the top right.

The two words that comprise the 
logo can never be separated or used 
independently. 

The examples show some of the 
incorrect uses of the logo. 

Any variation of the correct logo is not 
permitted. 

Never redesign or recreate the logo.
 
Always download the correct logo from 
the online Annique brand assets.

 c
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LOGO 
INCORRECT USAGE
ON A BACKGROUND COLOUR

When the logo is applied to a coloured 
background there must be sufficient 
contrast between the colour of the 
logo and the background colour. 

However certain colour combinations 
do not fit with the Annique brand 
aesthetic and should not be used.
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LOGO 
CORRECT AND INCORRECT 
USAGE WITH AN IMAGE

The logo must be used correctly when 
applied to images.
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LOGO 
CORRECT AND INCORRECT 
USAGE WITH AN IMAGE

The logo must be used correctly when 
applied to images.

HIGH CONTRAST LOW CONTRAST
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COLOUR PALETTE
COLOURS

colour Colour plays a very important role in the 
Annique corporate identity, and gives us 
personality.  

The corporate colours are a palette of 
primary and secondary colours, and when 
used together communicate a positive and 
youthful energy whether it is a corporate 
letter or a social media message. 

Consistent use of these colours will 
contribute to the cohesive and harmo-
nious look of the Annique brand identity 
across all relevant media.



PANTONE

180 C
PANTONE

367 C

PANTONE

424 C
PANTONE

Black
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COLOUR PALETTE
PRIMARY COLOURS

Our primary identity colour is red, 
Pantone 180 C.

Our red is used in conjunction with  
green, Pantone 367 C.

Our red is used in conjunction with  
grey, Pantone 424 C. For example 
combining a red logo with grey text. 

Black is used under certain circumstances 
when grey can not be used. 

The colours are specified in the following 
systems. The correct colour system must 
be matched to the application.

For printing:
• Pantone Colour
• Process Colour (CMYK)

For digital media:
• RGB
• Hexadecimal

The colours will vary depending whether 
they are printed on coated or uncoated 
stock. Always ask the printing supplier for 
guidance.

Annique Red

PANTONE 180 C
0C 80M 100Y 10K
230R 46G 38B
#E62E00

Annique Grey

PANTONE 424 C
0C 0M 0Y 60K
102R 102G 102B
#666666

Annique Green

PANTONE 367 C
32C 0M 59Y 0K
173R 255G 105B
#ADFF69

Annique Black

PANTONE Black C
0C 0M 0Y 100K
0R 0G 0B
#000000



PANTONE

177 C

ANNIQUE BRAND IDENTITY GUIDELINES  |  19

COLOUR PALETTE
SECONDARY COLOURS

Our primary colour is red, 
Pantone 180 C, this is the colour that 
identifies Annique.

Our secondary colours are 
complementary to our primary red 
colour, but are not the colours that 
identify Annique. 

Secondary colours are generated from 
the colour wheel according to colour 
theory, which creates harmony and 
makes our communications visually 
interesting.

Secondary colours should be used 
mostly in Social Media, like Instagram, 
to create a light and positive mood.

COLOUR
WHEEL

PANTONE

164 C

PANTONE

366 C

PANTONE

100 C

PANTONE

1805C

PANTONE

208 C

PANTONE

369C

PANTONE

278 C

PANTONE 177C
0C 45M 40Y 0K
255R 140G 153B
#FF8C99

Secondary 
Colours
Monochromatic

Secondary 
Colours
Analagous

Secondary 
Colours
Complementary

Secondary 
Colours
Triadic 

PANTONE 164C
0C 46M 73Y 0K
255R 138G 69B
#FF8A45 

PANTONE 366C
20C 0M 44Y 0K
204R 255G 143B
#CCFF8F 

PANTONE 100C
0C 0M 51Y 0K
255R 255G 125B
#FFFF7D 

PANTONE 1805C
0C 91M 100Y 23K
196R 18G 0B
#C41200 

PANTONE 208C
0C 100M 36Y 37K
161R 0G 103B
#A10067 

PANTONE 369C
59C 0M 100Y 7K
97R 237G 0B
#61ED00 

PANTONE 278C
39C 14M 0Y 0K
156R 219G 255B
#9CDBFF 
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COLOUR PALETTE
COLOUR TINTS

All our colours can be used as tints. 
Tints are made by adding white to the 
colour to create lighter versions of 
each colour. 

When tints are used together with 
the primary and secondary colours it 
allows for many colour combinations 
to create harmonious visual interest. 

Primary Colour Tints

Secondary Colour Tints

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

90%   80%   70%   60%   50%   40%   30%   20%   10%

PANTONE

180 C
PANTONE

278 C

PANTONE

367 C
PANTONE

278 C

PANTONE

177 C
PANTONE

1805 C

PANTONE

164 C
PANTONE

208 C

PANTONE

366 C
PANTONE

369 C

PANTONE

100 C
PANTONE

278 C
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TYPOGRAPHY
TYPEFACES

fonts Typography plays an important role 
in communicating an overall tone and 
visual quality. Careful use of typography 
reinforces our personality and ensures 
clarity and harmony in all Annique 
communications. 

The Gotham typeface has been selected 
for it’s clear and easy to read qualities. It 
has a friendly appearance that reflects the 
open friendly human aspect of what we do, 
the people who use and interact with the 
business opportunity and the products we 
have developed.  



ANNIQUE BRAND IDENTITY GUIDELINES  |  22

TYPOGRAPHY
PRIMARY
CORPORATE TYPEFACES

Gotham is our official font and must be 
used whenever possible. It’s modern 
and sophisticated. It feels authentic 
and familiar.
 
Gotham is a licensed font and is used 
in all corporate collateral. 

Gotham Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Book
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Extra Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Medium Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Book Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Light Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham Extra Light Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Gotham
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TYPOGRAPHY
ALTERNATIVE
CORPORATE TYPEFACES

When Gotham isn’t available or cannot 
be used, then Montserrat is used.

Montserrat is a free alternative that 
closely matches Gotham. 

Montserrat is used primarily in 
PowerPoint and Keynote presentations 
and in Microsoft Word letterheads for 
the body of text in the letter.

Typically, Montserrat will be used 
for documents created by Annique, 
such as:

• letters
• emails
• proposals
• presentations

Montserrat Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Extra Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Medium Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Regular Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Light Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat Extra Light Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Montserrat
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TYPOGRAPHY
ALTERNATIVE
CORPORATE TYPEFACES

There are occasions when the primary 
typeface and it’s alternative are not 
available. In these circumstances, use 
Helvetica or Arial.

Helvetica or Arial will be used for 
documents created by Annique, 
such as:

• letters
• emails
• proposals
• presentations

Helvetica and Arial is available on most 
computers, as these are system fonts. 

Helvetica Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Helvetica Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Arial Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Arial Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Helvetica Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Helvetica Regular Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Arial Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Arial Regular Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%^&*()

Helvetica

Arial
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CORPORATE
ROOIBOS DEVICE

rooibos The corporate Rooibos device 
communicates that Rooibos is integral 
to everything that Annique does.

Almost all Annique products are made 
with the  extract of Rooibos.  

The Rooibos device supports the Annique 
logo and is used on elements such as 
the corporate stationery, powerpoint 
presentations, website and publications.  
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CORPORATE
ROOIBOS DEVICE

Our Rooibos device is derived from 
the A from the Annique logo which is 
encircled by the Rooibos plant.

The elements which make up the 
device should never be changed in 
any way. 

The device has been carefully designed 
to communicate the central role of 
Rooibos in our company.  
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ROOIBOS DEVICE
PROPORTIONS 
AND
MINIMUM SIZE

PROPORTIONS

The device has fixed proportions that 
should never be changed. The ‘x’ 
length must always stay in proportion 
to the ‘y’ height.

The use of any stylised, hand drawn 
or decorated versions of the device is 
not permitted, as this undermines the 
integrity and consistency of the brand.

MINIMUM SIZE

The minimum size the logo can be 
used is 15mm in length.
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ROOIBOS DEVICE
CLEAR SPACE

It’s important to keep the device 
clear of any other graphic elements. 
To control this, an exclusion zone has 
been established around the device. 
This ‘clear space’ indicates the closest 
distance any other graphic element or 
message can be positioned in relation 
to the device.

The device should be surrounded with 
clear space to ensure its visibility and 
impact. No graphic elements of any 
kind should invade this zone.

The clear space is the length of “1971” 
from the wording below the device. 
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ROOIBOS DEVICE
CORRECT USAGE 
ON A BACKGROUND COLOUR

The device can be applied to a white or 
a coloured background.

The device can be applied in its 
positive version, which is red on a 
white background, or in its negative 
version, which is white on a red 
background.

To control the integrity and consistency 
of the brand the logo must only be 
used in the colour combinations 
shown. Any other permutation is not 
permitted.

The device may be used in black and 
white in certain circumstances, on a 
white or black background, as shown.  



Do not change the proportions

Do not distort

Do not use two colours

Do not add another element

Do not rotate

Do not change the proportions

Do not distort

Do not use two colours

Do not add another element

Do not change the positions

 c
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ROOIBOS DEVICE
INCORRECT USAGE

The correct version of the device is 
shown on the top right.

The elements that comprise the 
device can never be separated or used 
independently. 

The examples show some of the 
incorrect uses of the device. 

Any variation of the correct device is 
not permitted. 

Never redesign or recreate the device.
 
Always download the correct device 
from the online Annique brand assets. 
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ROOIBOS DEVICE
INCORRECT USAGE
ON A BACKGROUND COLOUR

When the device is applied to a 
coloured background there must be 
sufficient contrast between the colour 
of the device and the background 
colour. 

However certain colour combinations 
do not fit with the Annique brand 
aesthetic and should not be used.
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CORPORATE
STATIONERY

stationery With the popularity of email, it’s easy to 
forget the impact well-designed stationery 
has on clients and customers. Having 
consistent business stationery tells clients 
that we’re professional.

Using stationery for all our company’s 
communications helps build our brand. 
Every time customers open our letters, 
they immediately see our company’s logo, 
colours, and other graphics that identify 
our business. It creates the chance to 
connect our customers to our brand’s 
visual identity. 
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CORPORATE
STATIONERY
LETTERHEAD

The Letterhead is used for all formal 
communication.

Our Letterhead is designed with wide 
margins to keep the letter spacious 
open and well balanced on the page, 
making it easy on the eye and easy 
to read.

The left and right margins are 35mm.

The identity elements in the header 
and footer align to these margins.    

The typeface to use for the body of 
the letter is Montserrat. If this typeface 
is not available use Helvetica or Arial.

Use 8.5pt for the text of the letter. 

Use single line spacing for the text. 

Mr John Smith
Managing Director, Company Incorporated 
101 Corporate Office Park
Sandton, Johannesburg
Tel 011 123 4567
Email johnsmith@company.co.za

1 April 2021

Dear John

Lorem ipsum dolor sit amet, consetetur sadipscing elitr, sed diam nonumy eirmod tempor 
invidunt ut labore et dolore magna aliquyam erat, sed diam voluptua. At vero eos et accusam 
et justo duo dolores et ea rebum. Stet clita kasd gubergren, no sea takimata sanctus est.

Et vero eos et accusam et justo duo dolores et ea rebum. Stet clita kasd gubergren, no sea 
takimata sanctus est Lorem ipsum dolor sit amet. Lorem ipsum dolor sit amet, consetetur 
sadipscing elitr, sed diam nonumy eirmod tempor invidunt ut labore et dolore magna 
aliquyam erat, sed diam voluptua.

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui 
blandit praesent luptatum saeril delenit augue duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue nihil imperdiet doming id quod 
mazim placerat facer possim assum. Lorem ipsum dolor sit amet, consectetuer adipiscing 
elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volut-
pat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis 
nisl ut aliquip ex ea commodo consequat.

Yours sincerely

Annalie Grobbelaar
Managing Director

K2014144230 t/a ANNIQUE HEALTH AND BEAUTY (PTY) LTD. Reg. No. 2014/144230/07 
29 Regency Drive, Route 21 Corporate Park, Irene, Pretoria 0157, South Africa 
Private Bag X2 Elarduspark 0047 South Africa. Tel 012 345 9800. Fax 012 345 9854 
Directors: A. Grobbelaar (MD), S. Rabe, P.J. Spinks
www.annique.com  |  Lat. 25°51’7812” S - Long. 28°15’3720” E

We create life-changing opportunities every day!



CORPORATE
STATIONERY
COMPLIMENT SLIP

The Compliment Slip is used when 
delivering a document or item to a 
partner, client or customer, and to add 
a personal touch.

A simple hand-written “thank you”, or 
“speak to you soon”, demonstrates that 
you’ve taken the time to personally 
deal with this particular person and 
acknowledged them on an individual 
basis. This kind of gesture is both 
simple and important because it 
makes  the person feel appreciated and 
develops the personal relationship that, 
in turn, builds stronger business loyalty 
further down the line.
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K2014144230 t/a ANNIQUE HEALTH AND BEAUTY (PTY) LTD. Reg. No. 2014/144230/07 
29 Regency Drive, Route 21 Corporate Park, Irene, Pretoria 0157, South Africa 
Private Bag X2 Elarduspark 0047 South Africa. Tel 012 345 9800. Fax 012 345 9854 
www.annique.com  |  Lat. 25°51’7812” S - Long. 28°15’3720” E

We create life-changing opportunities every day!



We create life-changing opportunities every day!

CORPORATE
STATIONERY
BUSINESS CARD

A Business Card is a highly personal 
form of marketing.

Our Business Card is a piece of our 
marketing plan, albeit a small one, so 
it works with existing materials, such 
as Letterhead and Compliment Slip, to 
portray our brand identity.

Business cards serve the key purpose 
of marketing our business and getting 
our key contact information into 
our client’s hands… all in a matter of 
seconds. 

Fundamental to the value of a Business 
Card, is its portability.  
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C 083 000 000
T 012 345 9800 
E annalie@annique.com

29 Regency Drive 
Route 21 Corporate Park
Irene, Pretoria 0157 South Africa
Private Bag X2 Elarduspark 0047

Lat 25°51’7812” S
Long 28°15’3720” E

Annalie Grobbelaar
Manager Director

www.annique.com
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CORPORATE
POWERPOINT SLIDES

present Presentation is everything. 

When using a powerpoint presentation it’s 
best to focus the viewer’s attention on a 
simple visual while talking to them about 
what they’re looking at. 

It’s also best to keep the audience from 
reading your slides, instead, you want them 
to listen to what you’re speaking about. 
Keep the words to a minimum. 

The slides should enhance what you’re 
saying by adding visual interest in an 
engaging way.



CORPORATE
POWERPOINT SLIDES  

Use these slides shown on the right 
as a guide to create the powerpoint 
presentation you need.

The slides use our primary colours red 
and grey, together with bands of red 
which isolate the Annique logo from 
the content of the presentation. The 
bands also add strength and vibrancy 
to the pages.

The text appears in grey using the 
Montserrat typeface. Use as little text 
as possible.

Keep the pages clean and simple in 
order to focus the viewers attention on 
what you will be speaking about. 

Use less text and more imagery, as this 
will hold the viewers attention while 
you speak about the item on the page.
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Heading

Lorem ipsum dolor sit amet, consetetur 
sadipscing elitr, sed diam nonumy eirmod 
tempor invidunt ut labore et dolore magna 
aliquyam erat, sed diam voluptua.

Title Slide

Heading



CORPORATE
SHAPES TO USE

Use shapes to focus the viewers 
attention. Keep the communication 
very simple using one message at 
a time.

The Annique shapes to use are a circle 
and a band.

Use our primary colour red for this 
purpose.

When it is not possible to use red, use 
grey or black. 
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CORPORATE
SHAPES
EXAMPLES 

Examples showing the circle used 
with products.    
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CORPORATE
SHAPES
EXAMPLES 

Examples showing the circle used 
with people.    
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CORPORATE
SHAPES
EXAMPLES 

Examples showing theband used 
with text.    

ANNIQUE BRAND IDENTITY GUIDELINES  |  41



ANNIQUE HEALTH AND BEAUTY (PTY) LTD
29 Regency Drive, Route 21 Corporate Park, Irene, Pretoria 0157, South Africa

Private Bag X2 Elarduspark 0047 South Africa
Tel 012 345 9800. Fax 012 345 9854

Lat. 25˚51’7812” S - Long. 28˚15’3720” E
www.annique.com


