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BRAND  
OBJECTIVE
In order to take traveling experience to the 
next level for our customers, helloRoamy 
is the service which understands that 
each traveler has unique expectations and 
interests, and wants to feel integrated, local 
and safe anywhere he/she goes. That level 
of personalization and experience design has 
never come at a such high speed and low 
cost. HelloRoamy is here to change the game 
for everyone because it is the only brand 
in this category that ensures the traveler’s 
complete independence and authentic 
experience instantaneously at any time at 
the tip of one’s fingers at minimal cost!



BRAND  
ELEMENTS
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PRIMARY
LOGO
The brand’s logotype is designed of custom 
made letterforms based on round shapes 
and soft edges. We needed a logo that looks 
approachable, friendly and inviting but not 
too youthful to the point of not appealing to 
our audience. We decided to stay away from 
symbols due to the varsitility and big scope of 
functions of the app, allowing the logotype to aid 
the brand without confining it within parameters. 
This strategy allows us to keep building on the 
functions of the mobile app and expanding the 
themes of the routes without having to rework 
the logotype frequently. 
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The minimum size at which the logo should  
be displayed for gitial use or print is 50 px.

The clearance area around the logo should  
be at least the width of the letter O from  
the logotype around all sides. 

LOGO:
CLEARANCE
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Subway Salmon

C0 M68 Y72 K0
R243 G116 B80
#F37450

Skyline

C84 M77 Y48 K48 
R42 G46 B67
#2A2E43

Boulevard

C58 M44 Y25 K1
R120 G132 B159
#78849F

Avenue

C17 M12 Y7 K0
R208 G212 B221
#D0D4DD

Taxi

C0 M30 Y100 K0 
R253 G185 B19
#FDB913

Roamy White 
C0 M2 Y2 K0  
R255 G248 B245  
#FFF8F5

Culture Shock   
C70 M70 Y60 K90   
R8 G0 B4   
#080004

Wanderlust

C0 M1 Y1 K0
R255 G251 B249
#FFFBF9

The signature colors of the brand are inspired 
by the city. The warm tones such Subway 
Salmon and Taxi are reminiscent of city lights 
and colorful sunsets over the concrete jungle. 
The gray tones are inspired by city-scapes—
buildings and roads. All these warm and cool 
colors come together to create a unique 
combination evocative of the urban world. 

COLOR  
PALETTE
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ABCDEFGHIJKLMNO
PQRSTUVWXYZÄÕØ
abcdefghijklmno
pqrstuvwxyzäõø
0123456789&!?(.,;:)

ABCDEFGHIJKLMNO
PQRSTUVWXYZÄÕØ
abcdefghijklmno
pqrstuvwxyzäõø
0123456789&!?(.,;:)

AOInter is an open-source typeface created by 
Rasmus Andersson. The typeface is designed 
specifically with digital application and UI in 
mind but its clean modernist look makes it 
equally applicable for print and other uses. This 
makes Inter the ideal typeface for helloRoamy, 
allowing the mobile app and the entire brand to 
be consistent across all platforms. 

TYPOGRAPHY
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Headlines 

Inter Bold 40pt
Inter Bold 24 pt

INTER BOLD 15 PT

Inter Bold 13 pt

Body copy

Inter	Medium	15pt

Inter	Medium	13pt

TYPOGRAPHY
HIERARCHY

LOREM IPSUM 
DOLOR SIT AMET
Lorem ipsum dolor sit amet, consectetur.
Quisque	gravida	dapibus	nunc,	at	aliquet	tortor	tincidunt	vel.	Nullam	mollis	
efficitur	dui	quis	facilisis.	Etiam	aliquet	arcu	est,	nec	porttitor	enim	iaculis	at.	
Nulla	accumsan	diam	eu	justo	accumsan	lacinia	sed	pharetra	nunc.	Praesent	
gravida	in	ligula	quis	semper.Proin	eu	metus	sed	sapien	accumsan	mollis	vel	in	
lacus.	Proin	ut	gravida	libero.	Suspendisse	potenti.	Cras	non	imperdiet	ipsum.

IN APP PRINT/DIGITAL

Headlines in print and digital should be typeset 
in all-caps Bold-weight with 50 pt tracking. 
Subheads are also typeset in Bold but in 
sentence case and half the point size of the 
headlines. Body copy is typeset in Medium.
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Friendly, approachable, conversational  
and confident.

Brand personality dimensions: Thrilled
 Daring: trendy, exciting
 Spirited: cool, young
 Imaginative: untraditional, unique
 Contemporary: up-to-date,    
 independent  
 
 
 
 
 
 
 
 
 
 
 
 
 

This one is for you, the curious traveler with an insatiable appetite  
for city culture and new urban experiences.

Meet your new friend, that one who always knows

where the party’s at.

For the curious, and the clueless.

Immerse yourself in the culture, not the map.

The true taste of authentic local experience is here.

Experience cities the way the locals do.

Welcome to the neighborhood.

Everywhere is home.

Be the man about town in a foreign city.

When they ask where you’re from…nevermind, they won’t.

Your dream trip starts now.

Now boarding the explorers.

Open up your vacation.

BRAND
VOICE

EXAMPLES:



Brand	Objective
Brand Elements

	 Primary	Logo
 Clearance Area
	 Color	Palette
	 Typography
	 	 Hierarchy
 Patterns

	 Brand	Voice
	 Photography	POV
	 	 People
	 	 Environment
Key	Visuals
	 Social	Posts
	 Promotional	Materials

The signature brand pattern incorporates 
key iconography, geometric shapes and 
modular grid to create dynamic and flexible 
compositions that can be taken apart and 
rebuilt in practically infinite ways. The icons 
signify some of the key features of the mobile 
application as well as the six distinguished route 
themes that the platform provides. Because of 
its modular nature and combination of sharp 
and soft edges, the pattern can form the shape 
of various locations’ maps. This can be used 
strategically for advertising purposes and 
announcement of the launching of helloRoamy 
in different cities or countries worldwide.

PATTERNS
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When photographing people it is best if they 
look at the camera however, emphasis is always 
placed on displaying genuine emotion without 
posing too much. Emphasis on inclusivity and 
portraying people from various backgrounds 
is a must. Warm daylight or ambient light 
is encouraged. When taking portraits, the 
background is just as important and needs to 
display a strong evidence of urban environment. 
When treating the photographs, subtle grain 
can be added to achieve a more hand-crafted 
and personal approach.

PHOTOGRAPHY 
POV: PEOPLE



Brand	Objective
Brand Elements

	 Primary	Logo
 Clearance Area
	 Color	Palette
	 Typography
	 	 Hierarchy
	 Patterns
	 Brand	Voice
 Photography POV

	 	 People
  Environment

Key	Visuals
	 Social	Posts
	 Promotional	Materials

When photographing urban environment 
the point of view should always be thay of a 
human; aerial photography is discouraged. 
Using warm daylight or ambient light is 
encouraged. There always needs to be 
evidence of humanity such as people 
crossing the street and passing by without 
the focus being placed on them. When 
treating the photographs, subtle grain can be 
added to achieve a more hand-crafted and 
personal approach. 

PHOTOGRAPHY  
POV: ENVIRONMENT



KEY
VISUALS





Brand	Objective
Brand Elements
	 Primary	Logo
 Clearance Area
	 Color	Palette
	 Typography
	 	 Hierarchy
	 Patterns
	 Brand	Voice
	 Photography	POV
	 	 People
	 	 Environment
Key Visuals

 Social Posts

	 Promotional	Materials

For copy posts, use one of the signature brand 
colors in combination with pattern elements 
to create various compositions with organic 
borders. The logo is always centered in the 
lower half of the composition in signature brand 
white. Refer to Photography POV pages  
for photo-only posts. 

SOCIAL  
POSTS
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Consider promotional materials that have 
purpose and can be used over and over again. 
Try to reinforce brand recognition not by 
using a large logo but by considering every 
element of the brand and how it can be cleverly 
incorporated into the design. Consider objects 
that are directly tied to traveling or can aid 
travelers in any way such as hand-sanitizers, 
wristbands that can be also used as hair-ties, 
tote bags, water bottles, neck pillows, etc.

PROMOTIONAL
MATERIALS



THANK 
YOU


