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Intro It’s important we’re all on the same page when it 
comes to our branding, so the next few pages will 
introduce the concepts of consistency and identity, 
as well as give an overview of who we are.
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Appsbroker, delivering Smarter Working, to the world's biggest brands, powered by Appsflow.

We are Google’s largest partner in Europe, helping drive Google platform and application adoption at major enterprises across the globe and 
helping hundreds of thousands of people work smarter. Appsbroker has developed software and service that leverage the power of Google 
platform to help modernise and streamline big business functions, help teams come together and help employees find the fun in their work.

We were founded by Mike Conner on February 7th 2006. We have since grown into a team of over 100 with offices in the UK and Romania.

We work with some of the world’s biggest brands with a client list that includes G4S, Jaguar Land Rover, National Express and Travis Perkins.

We Are Appsbroker

4
4



Consistency is the heart of a solid brand identity. Appsbroker has 
grown very rapidly over the last few years and our identity has been 
challenged and changed with that growth. Now is the time to take 
stock of where we are and codify our look and feel, as well as the 
messages and image of ourselves we want to project.

We’ve created this guide to help all of us understand our brand, and 
how best to apply the design and typography principles across the 
whole team. It is important to recognise that our branding is more 
than our logo. It is an entire experience.

Our customers will receive communications from different teams at 
Appsbroker and from different individuals within those teams. 
Therefore, the consistency of experience from person to person is 
paramount. If all of our external communications look and feel 
similar, our customers will feel more comfortable, and we will instil 
them with the confidence that we can deliver consistent high quality 
work.

Our aspiration is to create a single company identity, applied 
consistently across all of our activities from sales slide decks to 
service delivery communications. We need your help to do this, and 
this guide is a first step. Please follow the guidelines, and if you need 
help, ask the Business Transformation team.

Consistency & Identity
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Our Values

Our company values are here to help us do the 
best work we can, and to help us work together. 
They should be the backbone of everything we do. 
We’ve redesigned our values to give them more 
impact. We should be interacting with our values 
every day, and they should underwrite all the work 
we do. They are in all of our review objectives as 
something to aim towards.

Take a look at our values on the following pages 
and ask yourself: do I do these things every day?

Our values are also important in terms of branding. 
They are a key metric of whether the work we are 
producing is of good quality. Indeed a well branded 
piece of communications: looks professional, is well 
prepared with passion, and will be prized by its 
creator as well as recipient.
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Our Values
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Our Values
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There is an allegorical significance to our logo. 

A three percent difference in genetic code is all 
that separates humans and butterflies. This 
difference causes huge evolutionary change. 
Butterflies live only a month; humans live eighty 
years.

The image of a butterfly is a reminder that while 
Appsbroker shares similarities to our competitors, 
it is our unique differences that make us head and 
shoulders above the rest.

Those unique qualities are embodied by our 
values. 

Why a Butterfly?
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Branding

Branding is important for many reasons.

We have for a long time been primarily a reseller of 
Google products and have therefore inevitably put 
Google’s branding at the core of our marketing 
strategies. We have now matured into a great 
Google partner, selling our own platform products 
and a raft of exemplary business transformation 
and technical services.

To stand on our own two feet alongside Google 
necessitates a strong identity, on message and in 
look. This strong single identity creates confidence, 
makes us look transparent, and gives us a clear 
visual framework in which to work.
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Branding is more than making things look pretty. A good brand is 
a set of agreed messages and design principles that carry with 
them the values of the company. The brand encapsulates all the 
great work we do and presents it to the world in a high quality 
understandable package.

Our current customers should be able to take their great 
experiences working with us and attach it to our identity. By 
positively associating our services with our brand, and vice versa, 
they will continue investing in our products. A positive brand 
experience can only enhance the experience they have with our 
services and products.

A consistent recognised brand is designed to win the trust of our 
current clients and impress new ones. A strong brand helps us be 
recognised as a global leader in provision of provision of 
development and managed technical services, business 
transformation, Smarter Working and Google Apps.

Why Brand At All?

?
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To achieve a consistent identity across Appsbroker, we all need 
to pitch in. It is expected throughout the company that we’ll all 
apply these principles to our work, and we’ll spend time thinking 
about how our work is going to be recieved by our colleagues 
and customers. We want everyone to embrace the concept of a 
single brand for Appsbroker, and produce work that meets the 
expected standards and upholds our values.

● Embrace our vision a consistent brand
● You have reviewed these guidelines and understand them.
● Deliver on the expectations in the guidelines and work 

within the standards provided
● Act as champions of the brand
● Communicate the guidelines to others and provide support 

for those around you
● Feedback or clarify on anything unclear in the policy

Exceptions:
The only exceptions to applying our design principles are when it is 
specifically agreed with a customer that communications, marketing 
material or development, graphical and design assets are to be 
produced in line with their corporate brand guidelines. If this is 
unclear, please ask your line manager or the Business 
Transformation team.

Expectations

How Do We Do This?
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A boilerplate is an official paragraph describing the company and 
what it does. This is a constantly updating and evolving summary 
of our activities and can be found in the Branding & Image 
Library on Appstranet. It is currently:

‘Appsbroker, delivering Smarter Working, to 
the world's biggest brands, powered by 

Appsflow.’

Boilerplate
Appsbroker is always referred to as ‘Appsbroker’ or to ‘us’ (first 
person plural). It should always be capitalised in sentences and 
should never appear singularly, in diagrams or slides.

If it is to appear on its own, please use the official logo image, 
which can be found in the Branding & Image library on 
Appstranet in multiple formats. If you require additional formats, 
please contact the Business Transformation team.

Our Name
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The use of our brand is hugely important, and care should be 
applied when presenting work externally. For internal use, our 
images and logos can be used with a degree of flexibility, and this 
document is simply a guideline to brand use externally. However, 
it is good practice to get used to using this guide for all your 
work, both internal and external.

Contact:
Branding Owner: Jack Fayter
jack.fayter@appsbroker.com

Branding Feedback: Eloise Eaton
eloise.eaton@appsbroker.com

Front-End Development Info: Ignotas Turksis
ignotas.turksis@appsbroker.com

Front-End Design (UI): Niels den Dekker
niels.dendekker@appsbroker.com 

General Guidance
These places are your go-to locations for all things branding:

Essential Links

Branding & Image Library https://goo.gl/MQNTKd 

Template Library https://goo.gl/3XXyKI 

Google Sites Template https://goo.gl/XuC9PZ 

Brand Book https://goo.gl/5KrmWq 

Our Values https://goo.gl/nJ56Bb 

Branding Tips https://goo.gl/83K8jC 

Appsbroker Website www.appsbroker.com 
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Where and how we are represented to the public and to our 
customers is important. While the company might not be active users 
of all social media platforms, it is important we have a cohesive 
presence. We would encourage all of us to support Appsbroker on 
social media by following the following accounts.

Brand Presence
Social media is a powerful tool for marketing and for brand 
awareness. We all use social media every day and we all 
understand the powerful draw viral and shareable material is. 
Appsbroker’s favoured platform is Google+, however we have a 
presence across all major social media platforms in order to 
direct interested parties to our website and essential information 
from any platform.

The use of social media for work is important, as it is a key part of 
our product offering to customers. However it is important that 
we all understand the implications of writing particular 
comments, what is appropriate to post in regard to Appsbroker 
and from Appsbroker affiliated accounts, and of the appropriate 
language and tone. You mustn’t post publicly anything that could 
bring the company into disrepute, and do not post internally 
anything which could offend any colleagues or customers who 
might see it. Ensure that common decency and common sense 
prevails.

Find Appsbroker’s Social Media Policy here: https://goo.gl/naJb1C 

Social Media Guide

Twitter twitter.com/Appsbroker

Facebook facebook.com/Appsbroker/

LinkedIn linkedin.com/company/appsbroker-consulting-limited

Google+ plus.google.com/+Appsbroker

YouTube youtube.com/c/Appsbroker 

Website appsbroker.com 
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Our Image
Positive and consistent public portrayal of 
Appsbroker’s image is key to improving our 
recognisability and ensuring we don’t look like 
several different companies with the same name. 
The following pages give an overview on the proper 
use of our image.
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Our logo is second in importance only to our name. It sums up 
the brand and carries with it our values and our reputation. It is 
the most important graphical asset of the company so it is 
essential it is used correctly.

Note: Unless specifically stated by partner or customer branding, 
and agreed in regard to specific work for a customer, our logo is 
to appear dominantly across publications, and should be used 
appropriately alongside other imagery in a way that does not 
damage the logo’s effectiveness at carrying our image.

A general note about the logo’s positioning. The logo must always 
have space around it on all sides equivalent to at least half its 
height. It must never appear jammed up against the edge of a 
page or next to another image. It must have space to ‘breathe’.

The logo is available in multiple formats in the Branding & Image 
library. If you require additional formats, please ask the Business 
Transformation team.

Our Logo

If there is a specific requirement for the logo to appear over a 
coloured background, the white logo must be used.

Use judgement. Do not overuse the logo. It is not necessary to have 
the logo on every page of every document (though it is included in all 
document templates). Sensible, effective use of the logo will ensure 
its power to represent the brand.

Using Both Icon & Wordmark
This should be used officially represent the company. It must appear 
in all external facing communications.

This can be used in the following formats:
- Purple on a white background 
- White on our purple background
- Grey on a white background
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Using The Single Butterfly Logo
This can be used to substitute the full logo when there is limited 
space. It can also be used as a profile picture on appropriate social 
media accounts, or as a placeholder for new user accounts. It carries 
with it all of the same meaning as the full logo. The same colour 
combinations and applications apply to this logo.

This can be used in the following formats:
- Purple on a white background 
- White on our purple background
- Grey on a white background

If there is a specific requirement for the logo to appear over a 
coloured background, the white logo must be used.

Resizing Logos
When resizing logos, please ensure that the ‘shift’ key is held 
down when doing so. This will avoid the logo becoming 
deformed or stretched.
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Using Our Logo Alongside Customers’ Logos
In our own documents, our logo should be given at least equal parity 
to any complimentary logos for that project. For example, if we are 
producing a proposal document for Jaguar Land Rover, our logo 
must appear equally or more dominant that JLR’s.

If our logo is being used on an Appsbroker document talking about 
clients, it must be given space of its own away from the other logos 
to ensure that it is given obvious dominance. 

If the Appsbroker logo is being placed on our customer documents, 
please ensure that it is sized smaller than the customer's logo, as 
that is usually a requirement of customers’ comms policies.

Use of our customers’ logos is governed by the brand guidelines of 
our customers. These matter less for internal documents at 
Appsbroker, but are very important when customer facing, and 
essential to follow when public facing. If you are unsure, ask the 
Business Transformation team for guidance.
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Appsbroker’s brand is supported by our company colour scheme. 
In case you hadn’t noticed, it is purple. Colouring is among the 
most essential elements of brand recognition. We can all identify 
hundreds of brands by their colours alone. This is why it is 
important that Appsbroker uses colour effectively.

While there may seem to be multiple shades of purple used 
across the company, there is in fact only one official shade that 
should be used. All variants on this purple must be used with 
good reason and for specific purposes where other types of 
formatting or colouring will not do. If other shades of purple 
must be used, they must be directly related to our official shade 
within 25% either lighter or darker, or with up to 25% 
transparency.

Our Colours

Appsbroker Purple
#423489

Dark Grey 3
#666666

Light Grey 2
#efefef

White
#ffffff
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Standard Use of Colouring
In general terms, purple is used as a highlight colour. It is used in 
titles, headers, hyperlinks and imagery. We want to keep the high 
impact of our purple for things of real importance in our 
communications. For the rest of our colouring, grey takes up most of 
the slack.

- Backgrounds of documents and slides: white.
- Body text: dark grey
- Box or table fills (apart from column headers): light grey.

Different templates have slightly different variants on this use of 
colour, so please refer to the style guides or instructions with each 
template on the templates site: https://goo.gl/3XXyKI

Recolouring Images
A neat trick across the whole Google Docs suite is that of recolouring 
images. If you’re creating a slide deck or doc using non-Appsbroker 
images or icons, you can give them an Appsbroker hue by 
recolouring them in purple or grey.

Click on an image, and then click on ‘Image Options’, then click the 
recolour drop-down and choose either a grey hue or the purple one.

This can help maintain a single visual style across your whole 
document.

Allowable Shades of Purple
We have one official shade of purple for external communications. 
This is hex code #423489. This is the primary highlight colour for the 
whole company. There are some allowable shades of this particular 
purple for use in select circumstances.

Appsbroker Purple | #423489

with 25% Transparency | #423489c6

25% Lighter | #423489c6
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It’s easy to look like several separate companies if our 
typography is all over the place. An important part of 
communications is readability as well as consistency and we’ve 
done a lot of thinking about how our typography works. Our 
brand must look as one throughout all media, and a company 
font is a large part of this. It helps us look professional and 
polished.

We are trying to stick to a single font, and vary its colours to 
impart meaning. We are trying to limit the amount of Bold, Italic 
and Underlined text we produce in our documents. The way we 
write should deliver the emphasis we need, adding bold is often 
a cheat for sloppy sentence structure. We shouldn’t be adding 
too much text formatting in normal flowing text as it disrupts a 
reader’s flow. The next few pages have a breakdown of where we 
should be going with our typography.

Our Typography
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Main Fonts
For any piece of communication there must a single font used.

Note: Development have different standards so they use different 
fonts currently. Please talk to Ignotas Turksis about the design 
standards and fonts used in our apps.

Colour Combinations
Similarly to the colour combinations used for our logo, these colour 
combinations should be used for text:

- Purple on a white background 
- White on our purple background
- Grey on a white background

Font Use

Main Appsbroker Font:
Open Sans

All external communications. Slide 
decks, documents, posters, video 
material, Google+ images

Alternative Font:
Verdana

When Open Sans isn’t available.
Sheets & Gmail mainly

Font Used in Apps:
Proxima Nova

Apps, Products for Customers, 
Appstranet

Open Sans Verdana
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Font Sizes & Default Styles
Please find the prescribed combinations of sizes and styles below. 
These should help guide you to making beautiful and consistent 
documents.

Note: These size standards do differ slightly from document type to 
document type. Please check the style guides for each document 
type alongside their template in the Template Library.

Installing Open Sans
Some people may not have Open Sans on their computers by 
default. To install the font, please go to google.com/fonts, find 
Open Sans (should be the most popular) and click ‘Add to 
Collection’. It is a free font for use commercially and is fully 
supported by all Google Apps, Microsoft Office and Adobe 
software.

Title Style (Left Align, Open Sans, 18pt, 
#423489)
Subtitle Style (Left Align, Open Sans, 12pt, #423489)

Normal Text Style (Left Align, Open Sans, 10pt, Dark Grey 3)

Heading 1 Style (Left Align, Open Sans, 14pt,
#423489)

Heading 2 Style (Left Align, Open Sans, 12pt, #423489)

Heading 3 Style (Left Align, Open Sans, 12pt, Dark Grey 3)
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Formatting is usually people’s undoing. It is sometimes hard to 
get things to look exactly how you want them but it is worth 
taking the time to align images, make table columns equal width, 
get decent padding between images and text, and ensure that 
text is the correct font and colouring.

It brings a polish to and shows pride in your work, and makes 
your work more easily understood by colleagues and customers.

Formatting
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Bold, Italic & Underlined
-Please avoid Bold, Italic and Underlined if possible. Usually they do 
not help understand a sentence. They may be useful when used for 
emphasis in very specific cases. Use for effect rather than as a 
standard part of formatting.

-Use colour and a larger size of text for headers rather than bold.

-Italic should be used for emphasis or the name of academic/artistic 
works only. It is not a general use formatting tool.

-Underlined should never be used. Neither should All Caps in normal 
documents. They may be used in Slides if no other formatting would 
do.

Paragraph Formatting
-The ordinary line spacing for Appsbroker documents is 1.15, with 0 
before and after paragraphs.

-Please justify all paragraphs of main text.

-Use tables for emphasis of particularly important data. Do not use 
tabs in Docs to separate data, use tables instead.

-Hyperlink colour should always be Appsbroker purple (#423489)

Heading 4 Style/Table Headers (Left Align, Open Sans, 
12pt, White)

Header 
Fill

Appsbroker purple (#423489). To add this colour to the 
swatch, click the Fill Colour icon when in a table, click 
‘Custom’, and then type the hex code, click ‘OK’.

Text Table Body/Normal Text (Left Align, Open Sans, 10pt, 
Dark Grey 3)

Fill & 
Border Table Fill (Light Grey 2), Table Border (White, 0.5pt)

Alignme
nt

Find table and cell alignment options in ‘Table Properties’ 
in the ‘Table’ menu. Set them to: Cell Alignment: Centre & 
Table Alignment: Centre

Tables Formatting
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General Formatting Points
-Pictures shouldn’t have a border unless they are white and 
you need to make a distinction between the image and the 
document background. In this case, borders should be 1pt, and 
Light Grey 3 in the swatch.

-Name your documents logically, (e.g.: Project_Document 
Type_Specific Name_Version). Collaborators may need to find it 
later and while folders are useful, each person’s folder 
structure is different so most people will search for shared 
Docs using Drive Search.

-When quoting / referencing a website or document put in a 
hyperlink to it wherever possible to keep things connected and 
simple

Save the Default Styles
To save the Appsbroker styles as your defaults, go to the 
Templates Library, find the ‘Generic Blank Document’ template, 
click ‘Use this Template’. When in the document, click on the 
Styles drop-down, select ‘Options’ and then ‘Save as my default 
styles’. To use them on other documents, go to the Styles drop-
down, select ‘Options’, and then ‘Use my default styles. This will 
make every document’s text like this one.

Docs Page Setup
To set the page setup for all documents (which are already 
correct in the standard document template), go to ‘File’, then 
‘Page Setup’, and then set the setup like the screenshot below:

Note: This setup has a large top margin, so that a header 
image can be put into the header. If you do not want a header 
image, please set the top to 2 rather than 4.
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Images are really important when communicating with our 
customers. However overuse of images can be problematic. We 
do not own the copyright on images from Google images, but we 
do have a library of images which is constantly updated.

A well used image is an extremely powerful communicative tool. 
But like all communications, it is the clarity of the message that is 
most important. Finding images that match exactly what you 
want to say is great, but if you can’t find one, just use neatly 
formatted text instead.

We’ll guide you over these pages how to use images, where to 
get them and how to avoid copyright issues.

Our Imagery
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Sourcing & Using Images
Not breaching copyright is a matter of principle as well as a 
legal issue. It is important that we are on the right side of tha 
law, and that we are not stealing artists’ work that we should 
rightly pay for.

If Appsbroker were found to be using unlicensed, copyrighted 
materials, there are potential fines to pay. We are starting to 
take the proper use of images seriously. Understanding 
copyright implications fully and using only paid-for licensed 
images or images produced and owned by us, we can be 
creative without breaching the law.

Please read the government copyright guidelines (opposite) for 
an overview. Our copyright policy will be produced alongside 
other new quality management measures. 

GOVERNMENT COPYRIGHT GUIDANCE 
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Purpose of Image Rationale

Internal use only These are images which do not require 
Appsbroker to hold a license for as they 
are only for the purpose of internal use. 
In this instance, employees are able to 
utilise any images that are found (as long 
as the images are appropriate).

Best practice would suggest use of images 
only from the Image Library.

Purpose of Image Rationale

External use These are images that do require Appsbroker 
to hold licenses for as they are for external use, 
which includes showing images to any persons 
that are not employed by Appsbroker. 
In this instance, employees are able to access 
licensed images from the following sources:

- Appsbroker images that have been inhouse 
built or photographed.
-These can be found in ‘Appsbrokers branding 
and image library’, which can be accessed via 
-Appstranet Quicklinks or by finding the folder 
in Google Drive.
- The image stocking, company ‘Shutterstock’, 
for which all Appsbroker employees hold a 
licence. The vector icon, company ‘Flaticon’, for 
which all Appsbroker employees hold a licence. 

Using Imagery | Internal
Find the detail of what images to use & where to find them below.

Using Imagery | External
Find the detail of what images to use & where to find them below.

Tip: Add a Purple Hue
To ensure that your slide decks look the part and are 
Appsbrokery.
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We will be iterating this document all the time. Based on recent 
feedback, we’ll be including in the next version:

- Info on Email Signatures
- Redesigned Email Signatures
- Enhanced Info On Where to Get Info & Graphics
- Video Standards
- Information Classification
- Document Status Information
- Template Information
- Specific Style Guides
- Further Information About Images with Examples

Whats Coming in V1.1

Iterations
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Branding Owner: Jack Fayter
jack.fayter@appsbroker.com 

Branding Feedback: Eloise Eaton
eloise.eaton@appsbroker.com 

Front-End Development Info: Ignotas Turksis
ignotas.turksis@appsbroker.com

Front-End Design (UI): Niels den Dekker
niels.dendekker@appsbroker.com 

Please feedback to us about anything that is 
unclear or if you have any suggestions for where 
we could go, or what’s not working for you. Also let 
us know if there are templates you want or if there 
are things we’ve missed out.

This guide and all assets are constantly updating 
and evolving, and this document will be revised 
every quarter.

Contact
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