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Chapter 1 - Brand Introduction

Overview

Brand Standards Guide

Your brand is more than your logo. It is a design schema
comprised of several core elements and guiding principles.
When combined, these elements create a distinctive brand that
Is immediately recognizable as VGBND.

The following guide will help familiarize you with the core brand
elements, assisting you in producing dynamic and powerful
communications with a degree of flexibility.
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Raison d'étre
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VGBND is a production network, formed in

2002 by Lorenzo Benedick and Gabri

Carratu, establ
service throug

shing a high-end qua

el
ity

nout Central and Sout

America, PortL

gal and Spain.

A

VGBND is your production partner in 2 continents, 6 time zones
and 10 countries. Our mission is to provide impeccable services
with a good dose of fun. We like to be challenged and aim to

work with the most inspiring people in the industry.
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global, connective, reliable,
professional, supportive, craft,
relationships, detail-orienteq,
adaptable, creative, adventurous...
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Chapter 2 - Identity

— To ensure a consistent and appropriate brand identity, a general set of
guidelines for logo usage is outlined as follows.

— No elements of the logo artwork may be recreated, deleted, cropped,
or reconfigured. All logo artwork is provided as Adobe lllustrator, based
EPS.

— A minimum clear-space must be maintained on the perimeter
surrounding logo artwork as outlined on logo clear-space page. You
must use the artwork provided.

— Logo artwork must be uniformly scaled. Non-uniform scaling distorts
the proportions of artwork and the relationship between the icons and
letterforms.

— Logo artwork should always appear upright.

— EPS files are vector artwork and are infinitely scalable, thus eliminating
the need to ensure proper resolution for the purpose of reproduction.

— Logo artwork must be reproduced directly from a digital file. It should
never be reproduced from previously printed materials.

— Color should be consistent with the Pantone Colors provided in this

guide. When printing on 4 color press, the Pantone colors must be
matched by the printer as close as possible.

Brand Standards Guide

Usage Guidelines

Logo Usage
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Chapter 2 - Identity Scale & Reduction
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Chapter 2 - Identity

With any logo the negative space is just as crucial as the positive space, so
knowing the proper spacing is important. When spacing becomes too tight,
shapes begin to look clunky, but when the proper spacing is kept, the mark will
maintain its proper look.

Clear space is the area surrounding the mark and must be kept free of all other
graphic elements. The minimum required clear space is defined by the
measurement, as shown in the illustration to the left. In simple terms, the height
of the logo is the determining factor of clear-space.

Brand Standards Guide

Clear Space

Logo Usage

\/GBND
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Chapter 2 - Identity

The logo must always be reproduced at sizes that ensure legibility at all times.
The minimum sizes are illustrated on the left.

If you're using the graphic device on its own, the total width must never be less

than one inch. If you're using the graphic device & descriptor, to ensure legibility -
the total width must never be less than 1.5 cm.

Brand Standards Guide

Minimum Size

Logo Usage

\/GBND

\/GBND
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Don’t change the logo’s orientation.

VG

Don’t present the logo in “outline

only” fashion.

BIN

Brand Standards Guide

\/GBND

Don't stretch or squeeze the logo
to distort proportions.

Don’t place the logo on
backgrounds that would make it
hard to read.

Don’t place the logo on a busy
photograph.

\/GBND

Don’t outline the logo in any color.

Hazards to Avoid

/GBNI

Don't crop the logo in any way.

Y EI=IN D

Don’t add “drop shadow” effects to
the logo.

Logo Usage

\/GBND

P13

Don’t add “glow”, “bevel” or
“‘emboss’effects to the logo.

VGBND

Don’t reconfigure or change the
size or placement of any logo
elements.

\/GBND

Don’t present the logo on
“vibrating” colored backgrounds.

Don’t put a white box around the
logo when placed on a dark or busy
background.
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Chapter 2 - Identity

On the occasion when logo appears over a photograph, special care must be
taken to ensure visibility of the identity elements. The logo should be reproduced
in black or white when possible.

Remember, visibility is the goal. The key is selecting an image that provides the
necessary contrast, adjusting the position of a photograph or retouching the
area where the logo resides will help you achieve that goal.

Brand Standards Guide

Image Control

Logo Usage

\/GBND
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Inspiration

METROPOLITAN CENTER
LAZARO 2400 HOAS DEL
66280 SAN PEDRO, NUEVO LEON, MEXICO

BURGER KITCHEN

El canvi ¢t canviam
Tamothy Maorton

Feiize
111

=1

HITE RN

:
]

Color "
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Chapter 2 - Identity Digital & Broadcast

Gradient

ASH NAVY
R 47
G 56

B 68
HEX 2F3844

: : . .. Primary Foreground Secondary Foreground Tertiary Foreground
When using color with your brand in regards to digital or broadcast,

you must use the colors specified on this page. The colors are

_ ASH NAVY DUSTY PEACH OFF WHITE
suitable for web and broadcast, they are based on the web-safe R 47 R 254 R 234

G 56 G187 G 234
colors and / or RGB gamut values. g s g

HEX 2F3844 HEX FEBB87 HEX EAEAEA
When reproducing the identity in monochrome, use 100% black. The

logo can also be reversed out 100% Black.

Brand Standards Guide Color

DUSTY PEACH
R 254

G187

B135

HEX FEBB87
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Chapter 2 - Identity Print

Gradient

ASH NAVY DUSTY PEACH
C91% C0%

M 82% M 39%

Y 45% Y 68%

K 47% K 5%
Pantone 533 C Pantone 714 C

When using color with your brand in regards to print production, you
must use the colors specified on this page. We have chosen our
colors for print using the Pantone Matching system. If you are using
the logo for print, you must use Pantone™ or the CMYK equivalent

Primary Foreground Secondary Foreground Tertiary Foreground

ASH NAVY DUSTY PEACH OFF WHITE
specified in this guide. C 1% C 0% C14%

\RSYAZ M 39% M 11%

Y 45% Y 68% Y 12%
When reproducing the identity in monochrome, use 100% black. The KAT7% K 5% K 0%
logo can also be reversed out of 100% Black. Pantone 533 C e T Pantone Cool Gray 1 C

*Note — The colors below are Pantone colors which appear strange
in digital format, but appear correct in print.

Brand Standards Guide Color



Chapter 2 - Identity Overview

Sohne Séhne - Kriftig

Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk LI Mm Nn Oo Pp Qq Rr Ss
Tt Uu Vv Ww Xx Yy Zz

1234567890
Sohne is the memory of Akzidenz-Grotesk framed through the

reality of Helvetica. It captures the analogue materiality of Gluten-free marfa 3 wolf moon, direct trade VHS flexitarian

“Standard Medium” used in Unimark’s legendary wayfinding irony. Authentic banh mi pickled sriracha wayfarers

sustainable, art party hoodie. Wayfarers chillwave gentrify
System for the NYC Su bway' bicycle rights, truffaut sartorial carles mixtape hoodie cliche

shoreditch fingerstache mustache narwhal.

Klim Type Foundry

Visit Website / Type Specimen

Sohne - Leicht S6hne Mono — Buch

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk L1 Mm

Aa Bb Cc Dd Ee Ff Gg Hh |i Jj Kk LI Mm Nn Oo Pp Qg Rr Ss Nn 0o Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
Tt Uu Vv Ww XX Yy Z7 1234507550

1284567890 Gluten-free marfa 3 wolf moon, direct trade VHS
flexitarian irony. Authentic banh mi pickled
Gluten-free marfa 3 wolf moon, direct trade VHS flexitarian sriracha wayfarers sustainable, art party

irony. Authentic banh mi pickled sriracha wayfarers hoodie. Wayfarers chillwave gentrify bicycle
sustainable, art party hoodie. Wayfarers chillwave gentrify

: : . . o rights, truffaut sartorial carles mixtape hoodie
bicycle rights, truffaut sartorial carles mixtape hoodie cliche : _ _
shoreditch fingerstache mustache narwhal. cliche shoreditch fingerstache mustache narwhal.

Brand Standards Guide Typeface


https://klim.co.nz/collections/soehne/

Chapter 2 - Identity

Hierarchical Breakdown

Steadfast Pioneers in spirit.

Steadfast pioneers in spirit.

Filmmakers by trade,

Storytellers at heart

It can be a number, a limitation, an equalizer,
or an opportunity. It doesn’t matter where you

live or how you say hello. We all have the same
minutes in a day, and days 1in a year.

It can be a number, a limitation, an equalizer,
or an opportunity. It doesn’t matter where you
live or how you say hello. We all have the same
minutes 1n a day, and days 1in a year.

Brand Standards Guide

AaBb22:52

_ e Innovate, test, and build — for good
Your dreams, your choices, your future. We want to create fast, effortless « Driven by challenge

journeys that expand possibilities and eliminate the barriers of distance > Seits, xelidole, ereeslale
and time. When hours become minutes everything changes. When we
hear ‘it can’t be done.

* Innovate, test, and build — for good
* Driven by challenge

Your dreams, your choices, your future. We want to create fast, effortless . Safe, reliable, credible

journeys that expand possibilities and eliminate the barriers of distance and
time. When hours become minutes everything changes. When we hear ‘it
can’t be done.

Typeface 24
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Chapter 3 - Print Application Merchandise

\/GBND

LORENZO BENEDICK
Founder / Managing Director

: +1 917 689 4270

: 196 Avenue of the Americas
New York, NY 10013,USA

: lorenzo@vagabondfilms.com

TO: Rick Baker July 22nd, 2021

Shoot Day/Date

SUN 08/21

Shoot time

6:00 AM

Project Name

SCOUND HAND
RETREAT

Igenti ulparciis videbiti tor sitias nes sum et

diti offic te et odigenient, qui tem il expla vo
que eturio occae molorep elist, sapienet eate nis
blabo. Officab orecte volor recaborae. Obis eumet]

sam vidit volorum lat qui core, volessimet unt eu
rum apere prem velignate deria imusdam quo ventu
earundam, sum int.
Litas dolupta tquodis nobitistis quam simin non
y Bitis eos deri cusanti buscimin ea id et qu
/ tem est que rectore re cum natibustis velicidempo
cum aut faccuptibus eritamet ulparum isimintus no

ped (] d
volupta turepre mporepra nonse nonet que sequam, PABLO TOURRENC

aut aliqui sum ese prem eum dipitiunt liquia nossg
dolorepudam que eosae volorum dolorem porepe nem. RRCEULSALERSLLIIS SUESIILE RIS T
{ eicatur, offic temqui simpele ctiatem comnis ipsa
t Trum cus sequia comnihic tore voluptis estion cusa
f vit doloribusdae prepudi genit, core volorecatio
’ adipsam quatium remquas niendero consent, comnih
L cia velibusto volum aut ex eossita turibus amend +1 57 316 4090
eos mil isto ium as earchil iquibus nisciuscia su

vellitis alibusam, consequis duciusa picitia tiatj
\\‘~.__~_-.--—___ a es est et volorib usdandu ndiant offic to ommo
o T 20104-04 um, qui ut eatio exerum undit laboris siminto is
paxrking can pe held a max Lic No.

in advance of the prati cuptati oremque essustis derion core pedist]
gg?;ﬁﬁié indicated below- ﬁtg§7 o 1 A s Carrera 12 #79-08 www.vagabond. com
udigent harumque prescim ustin magni dolorae Bogota, DC 110221, Colombia
saperro officid quatinum assimusam re commodi qu
pieni omnis ventotam nim as aut audaest, sit re 1a0 10T vpta e
- luptatet volorest aliquost et elesed quatem fuga. Ehenimus. Unt omnis

lorenzo@vagabondfilms.com

wown .vagabond .coR

- y KA e < - > " www . vagabond .com

'."' - ’ T - .."i\,,
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Chapter 4 - Digital Application

Lorenzo Benedick

VGBND

Brand Standards Guide

14px Helvetica - Bold #2F3844

Mpx Helvetica - Regular #F4B387
1px Helvetica - Regular #F4B387

14px Helvetica - Bold #2F3844

Mpx Helvetica - Regular #F4B387

Email Signature

00 [y @ - ™ v B3 Move to...
David Funkhouser B9 Inbox...aus - Work  2:41PM Q
Email Signature

To: David Funkhouser

Gents,

Though UFO sightings have been traced back to the days of prehistoric man — ancient rock art of
space craft, mysterious symbols, and non-human/non-animal creatures can be found on cave walls all
over the world — the overwhelming number of encounters have only recently been given the attention
they deserve. UFO abduction stories and alien contact have poured into the mainstream for decades,
even though those who claim the experiences often find themselves the brunt of social mockery.

More people seem compelled to add to the growing body of evidence, and more reports are

documented all the time. Thus far, millions have reported experiences, and the perspective has

changed. We now face ethical questions of whether it is right to invalidate disparate reports with

countless common elements, especially when they are traumatic.

If detractors assert that UFO abduction experiences are fabricated, then such assertions must take into
consideration the character of the individuals who claim they were abducted. A vivid stereotyr ‘

in the way of fair treatment for experiencers: We’re reminded of a rural farmer with little edv

local bar, he rambles on about far-fetched stories over a few pints of beer. In essence, detr. ,,; ysatumascarila ®  2:45 PM
carrying out their own version of killing the messenger.

<
Kind Regards,

Email Signature Inbox
Lorenzo Benedick
VG B ND Gents,

Though UFO sightings have been traced back to the days of

prehistoric man — ancient rock art of space craft, mysterious

symbols, and non-human/non-animal creatures can be found on

cave walls all over the world — the overwhelming number of

encounters have only recently been given the attention they

Be sure to use one of the Gmail icons
provided in the master file delivery.

deserve. UFO abduction stories and alien contact have poured
into the mainstream for decades, even though those who claim
the experiences often find themselves the brunt of social

mockery.

More people seem compelled to add to the growing body of
evidence, and more reports are documented all the time. Thus
far, millions have reported experiences, and the perspective has

changed.

Kind Regards,

Lorenzo Benedick

VGBND

30



-

=% 1 e — Download Typefae‘;éf oy :
(\\ —> Download Emaf%nat e Assets

Kl



https://www.dropbox.com/sh/dq630pq5eilp8iy/AADBtm26VEGcs7PkrfL9-HkUa?dl=0
https://www.dropbox.com/sh/hv1jcnprsmifwju/AADuWiUk3KVH7IVf3wqFxjfha?dl=0
https://www.dropbox.com/s/3h10zl54s6mdf7i/VGBND-Logo-CMYK.ai?dl=0
https://www.dropbox.com/s/mt0952uzcat8gs1/VGBND-Logo-RGB.ai?dl=0
https://www.dropbox.com/sh/uqdi4kyo7lod0cs/AAA6wjBJBOh1rEwQsEBvx9Txa?dl=0

