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BRAND FOUNDATION mission

To inspire kindness, deepen understanding, and foster equity in the

communities where people live and at the organizations

VISION
The brand foufidation defifles our driving force and what We are a team of innovative, caring agents of change who apply our cultural
LCW stands for. The Mission, Vision and Values are what competence expertise and lived experiences to push the boundaries and shape

makes the organization meaningful, focuses our direction the future of global work.

and our point of difference, shapes our personality,

describes our approach to our work.
VALUES

«  Advocating for equity through cultural competence
+ Innovating transformative solutions

»  Wowing our clients, each other, and ourselves

«  Listening for discovery and understanding

+  Sustaining ourselves with wellness, inclusion, and fun

CHARACTERISTICS
Transformative
Dynamic

Global

Collaborative
Approachable

Experienced



BRAND MOOD BOARD

The goal of the Mood Board is to convey a unique visual spirit
the revitalized brand can portray. Our chosen Mood Board is
inspired by choices made to help define us. While made up of
several images and designs in the world, we are inspired by
the title “Culturally United” and the words that describe and
represent the feeling of our new visual direction.
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CULTURALLY UNITED *Images and designs represented in the Mood
Board are not developed or owned by LCW
and are used as illustration and reference

only, not to be reproduced or published.

Feeling of connectedness, merging, transformative. A sense of motion, energy
and expansive. Strongly graphic with visual punch, intersecting shape. A bold,

expressive, modern palette .

KEY DESCRIPTORS
HAPPY
EVER-CHANGING
ILLUSTRATIVE
CLEAN/BRIGHT
CONTEMPORARY
LAYERED
TRUSTWORTHY
BOLD
CONFIDENT



LOGO

Our identity reflects our values, our mission and
our journey. It is a symbol of the company’s effort,

passion and energy.

Our icon is an eight-sided ribbon of arrows, symbolic
of our appropriate processes, precision and flexibility
to adapt to the environments and needs of our clients.
It has a strength and structure of geometry that
represents our professional approach, but with a
sense of movement and diversity contained within a

circle to reflect our global presence.

The logotype utilizes a font that mirrors the structural
impact of the icon with geometric form and weight.
The choice of lowercase presents a friendly and

approachable brand.

The icon is superset to the right of the logotype
providing a sense of movement and our constant
growth. It acts as a “star” guiding our journey and

offering to our partners.




LOGO

Proper horizontal use has the icon to the upper right
of the “w” in the logotype as the right side of the “w”

points upward to the center of the bottom left arrow.

Both the icon and the logotype are elegantly strong
designs. As it is symbolic of our company and our
offering, the icon may be used independently in
application. However, the logotype should most often

be partnered with the icon.




LOGO USE
The multi-color presence within the full logo
represents the diversity, knowledge of the many
cultures our business serves in a multi-faceted
approach. As such, the full-color logo should be the
primary form utilized in most executions.

Usage allows for single color in Dark Blue or reversing

white from a background color, providing there is

adequate contrast.
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IDENTITY GUIDE

BRAND COLOR

As identified within the Logo, the LCW Brand Color
Palette represents ourselves as a company and the
multiple clients and cultures with which we work.
There is a very intentional vivaciousness and energy
from the secondary colors and accent colors. Our
Dark Blue is the primary color to provide strength,

confidence and trust.

COLOR

PRIMARY COLOR

DARK BLUE

PMS 288 C
CMYK 98912410
RGB 4156118
HEX #293876

SECONDARY COLORS

LIGHT BLUE ORANGE YELLOW MAGENTA

PMS 319¢C PMS 1665 C PMS 129 C PMS 219¢C
CMYK 660230 CMYK 4831000 CMYK 9201000 CMYK 698900
RGB 57193201 RGB 2318237 RGB 235196 28 RGB 23633 143
HEX #3CC1C9 HEX #E75225 HEX #EBC41C HEX #EC218F

CENT COLORS

GREEN PURPLE MAUVE GREY

PMS 7480 C PMS 7672 C PMS 673C PMS 428C
CMYK 750750 CMYK 869140 CMYK 116710 CMYK 2417160
RGB 42182116 RGB 76 62 146 RGB 217116 172 RGB 194 197 200
HEX #2AB674 HEX #4C3E92 HEX #D974AC HEX #C2C5C8



TYPOGRAPHY

Typography is an essential aspect of a brand.

Consistent use of the font families endorsed by a

brand ensures clear messaging to the audience.

Our logo icon and type have strong geometries, so
the Poppins font is our primary typeface family due
to it's compatible structure and contemporary feel.
To help establish a consistent and credible brand
style, Poppins Bold is used as a headline and all in
CAPS. Poppins regular is used for sub heads, also all

in CAPS

The Roboto font family is used as a secondary
typeface. As an open, modern font it works well in
partnership with Barlow as it too has structure. As
used in body copy, it provides great legibility and the
Condensed form allows for longer messages without

feeling heavy.

NOTE: For certain languages, the default secondary

Font will shift to Noto Sans.

POPPINS BOLD
ABCDEFGHIJKLMNOPQRSTUVWXY?Z
abcdefghijkimnopqrstuvwxyz
1234567890!@#$%A&*()

POPPINS REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqgrstuvwxyz
1234567890!@#$%A&*()

ROBOTO CONDENSED

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#S%&



TYPE STYLING

The typography usage case here is designed to help
adhere to a set of guidelines and recommendations

for type hierarchy.

As shown, Poppins Bold is utilized in headlines,
impactful call-outs or quotes, bold statistical data or

information, and Call-To-Action links and buttons.

Poppins Regular should be used as subheads in all
other use cases and when applicable, such as chart
titles or details, as secondary hierarchy messages.
Eyebrows above a headline, if needed, would also be

in Barlow Condensed Light.

Body copy is Roboto Light in standard sentence case.

THIS IS AN
EXAMPLE OF A
HEADLINE STYLE.

SUBHEAD STYLE

Git fugias eaquia ium, nullandi veniet molestia vel magnihil
eossusa culpa nonsend ebitio et pero et, qui cus eos
doluptasped et exerum di il magnimus. Ariorestrum vitium
eatemposam nonsectur, sinus, sent officte mpeliquat. Non etur
sit eicipsa nducium nossimu sciendipidem vit acil id es dolupta

tisciminctem quae planis cumquat emporer






