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INTRODUCTION

"WOQOO is about self-realization, growing together, and creating a
better world so that we all can enjoy a good quality of life.”

Worlds of Opportunities is a premium impact brand based on global
inclusiveness. WOO offers a conscious luxury lifestyle consisting of home
frangrances, personal care products, jewelry and more.

We strive to positively impact the lives of people in all steps of the
supply chain, empowering those in need of an opportunity.

Our products are sourced from around the world, while enganging the
communities that connect us. WOO believes in the power of people!
This style guide should inspire creativity, while explaining the core
attributes that make our brand unique.

If you have questions as you work with our brand, never hesitate to contact us:
info@woocares.com
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GUIDING PRINCIPLES

Based on the brand’s character, mission and vision, these guiding principles
are leading for all content both visual and substantial. They represent the
brand and what they stand for. These guiding principles need to be in mind
when creating all content, for they assure the message to be communicated
consistent and correct.
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LOGO

The three elements are: global, simple and warm.

The logo can be interpreted as a Chinese, aboriginal, tribal or inka symbol.
The logo connects worlds! We all see the exact same shape but it can have a
different meaning for every individual.

WOO's logo consists of three elements : the logo itself, the abbreviation and
the “"Worlds Of Opportunities” word mark set in Walkway Round typeface.

All elements must be in the same color: gold. The exact code is mentioned in
the chapter “Color”.

If you flip the logo you
can see that it looks like
two people

holding hands.

An example of how
the logo is used.

WOO
WORLDS OF OPPORTUNITIES

The logo can also
be used in a pattern
such as gears.
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LOGO - DON'TS

WORLDS 0 WOO

F Opp WOO
RTUNIEg WORLDS OF OPPORTUNITIES
Don't rotate the logo Don't stretch the logo

W00
worlds of opportunities

Don't change the font Don't change the color

Don't use with image
in background

W00
WORLDS OF OPPORTUNITIES

Don't compress the logo

WQOO
WORLDS OF OPPORTUNITIES

Don't change the
proportions

WOO | Styleguide




COLORS

The colors mentioned below are leading for all content. These colors/themes
are to be used with graphic design, photography etc. All visual content must
contain at least one of the main colors/themes. The fragrance colors are only

to be used in correlation to said fragrance.

Main colors

#BEA15F

Used for logo,
accents etc.

Frangrance colors

Treasure
#6D5868

Additional colors

1 #EFFOE3
2 #B2B9CO
3 #F1B807

—_

#2B2A2A

Used for text

Tranquility
#608188

1 2

#D9C8BA

2 #C19248
3 #735D42

Used for
backgrounds

Lime Radiance
#919042 #B75A63

1 #C2Cé6D8 1 #BDAD45
2 #515920 2 #8D867B
3 #3C3A1C 3 #6E798B



TYPOGRAPHY

The primary brand font is the Walkway family. It's used both online and
offline. Walkway is the font for all text, there is no other font for the body
text. WOO doesn't use serif fonts, because the goal is to give the reader a
warm and welcome feeling: nothing too formal. The sizes are based on an
A4 sized surface. The size depends on the medium and its surface, so the
size will likely be scaled differently for every medium.

Primary header

PRIMARY HEADER

Font: Walkway Bold - Letters: Capital letters - Spacing: 25 px
Size: 25 px - Outline: Left, on one line

Sub header

The quick brown fox jumps over the lazy dog

Font: Walkway Rounded - Letters: Regular letters - Spacing: 0 px
Size: 18 px - Outline: Left - Spacing: 25 pt under primary header

Title

WALKWAY BLACK

Font: Walkway Black - Letters: Capital letters - Spacing: 25 px
Size: 16 px - Outline: Left, on one line

Body

Cotabeniu conte maximul octum. Caterfena, ubliguam.

Id factum hebatrit vervit; eoris hos patus vehem vivis, octeristrum
dem prem clus rei consultiu in a merobus nonsim hae et? Firitio
ur. Gratum inu manum cone forbi pore ignossim ad di terem

Font: Walkway SemiBold - Letters: Regular letters - Spacing: 10 px
Size: 12 px - Outline: Left - Spacing: 14,4 pt



EXAMPLE

PRIMARY HEADER

The quick brown fox jumps over the lazy dog
even when the wind blows very hard

Cotabeniu conte maximul octum. Caterfena, ubliquam.

Id factum hebatrit vervit; eoris hos patus vehem vivis, octeristrum
dem prem clus rei consultiu in a merobus Nnonsim hae et? Firitio
ur. Gratum inu manum cone forbi pore ignossim ad di terem

WALKWAY BLACK

Cotabeniu conte maximul octum. Caterfena, ubliquam.

Id factum hebatrit vervit; eoris hos patus vehem vivis, octeristrum
dem prem clus rei consultiu in a merobus nonsim hae et? Firitio
ur. Gratum inu manum cone forbi pore ignossim ad di teremEc-
tus recaest runtis rectibusant eagquid mossi dipsa parum idunt
haruptatur, ium estium vererum nimilles apicia ameniamendem
exerepra prem vendam, ommaodi arundemaue vollecum, guam
quaspeditint ipsum faceat.

Excerro des esequam expland issimet es as enet dliquate ped
qguam resentet il est, saest dlis estrum essinvel ipsam reium idit

TITLE NUMBER 2

Cotabeniu conte maximul octum. Caterfena, ubliguam.

Id factum hebatrit vervit; eoris hos patus vehem vivis, octeristrum
dem prem clus rei consultiu in a merobus nonsim hae et? Firitio
ur. Gratum inu manum cone forbi pore ignossim ad

di teremEctus recaest runtis rectibusant eaguid mossi dip-

sa parum idunt haruptatur, ium estium vererum nimilles apicia
ameniomendem exerepra prem vendam, ommodi arundemague
volecum, guam quaspeditint ipsum faceat.

Excerro des esequam explaond issimet es as enet dliquate ped
guam resentet il est, saest dlis estrum essinvel ipsam reium idit



PHOTOGRAPHY

As an introduction and example of the photography, a moodboard
has been inserted. This should serve as inspiration for all photography,
keeping the guiding principles in mind.




PRODUCTS

When it comes to product photography, the focus is on the quality of the
product. As it's a luxurious brand, it must scream “high end quality”.
Product photography will mostly be used for the webshop, and consists
of three pictures per product:

1. Front and center

The product is centered,

facing forward.

It contains all elements of the product,
including the packaging

2. Close up

A close up picture of the
product is shown.

This shows quality, so it has to
be high definition.

3. Setting or production

The product is shown in a setting:

- With one or multiple relevant objects
and/or other products

- With an object from the production
process (f.e. an unprocessed bottle)




PILLARS

This type of photography is mostly used for one of the three webshop
images and both on- and offline platforms. These are meant to inspire
the target group, and to further show the three pillars of WOO: cares,
moves and connects.

WOO Cares
Ingredients, people, quality/SDGs

WOO Moves

Settings, tools, global

L ELLEL

WOO Connects

Production, people




PORTRAITS

Close up Wide




ONLINE

Social Media

aill KPN HL 5 & 1812 & 2 13%

woocares



E-mail

This template is for B2B.
The template is located in
Mailchimp
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PRINT

Standee

Banner
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