
Visual Identity Manual

As the Insigneo business charges forward 
— entering new markets, reaching out to 
new clients, expanding globally — it is 
essential that our brand grows with it.

We want to make sure that it captures new 
audiences while keeping existing partners 
and clients loyal and happy.
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Your 
Passport to 
Posibilities.

Building 
wealth. 

Together.

Your Passport to Possibilities
We believe wealth extends well beyond numbers.
It provides guidance when needed.
It means having the ability to pursue dreams.
It should give reassurance and direction always;

And the opportunity to grow your legacy 
confidently across borders and generations.

In a world where wealth has global reach, clients 
need not only access — but support, 
perspective, and expertise from a seasoned 
partner.

That’s Insigneo.
We understand that true wealth is not confined 
to a country, a currency, or a single strategy. It 
evolves with life, travels through markets and 
opportunities, and demands a global mindset 
with elevated knowledge and professionalism.

As a privately held U.S.–based firm operating 
under U.S. regulatory standards, Insigneo offers 
access to global resources supported by 
regional experience and local presence across 
the Americas and beyond. We strive to 
combine robust operational capabilities with 
personalized client support, providing both 
international reach and human-focused service.

For our valued Investment Professionals, we 
combine autonomy with access. We empower 
them to serve clients with the backing of an 
advanced support ecosystem enabling them to 
build lasting client relationships while scaling 
their practice.

For our Clients, we deliver international reach 
with personalized service, local understanding 
and long-term commitment. Clarity, confidence, 
and continuity — wherever wealth takes them.

We are your passport to wealth management; 
enabling growth and financial support across 
borders and generations.

This is...

Wealth with vision.

Wealth with purpose.

Wealth without borders.

Insigneo.

Your Passport to Possibilities. 

Building Wealth. Together.

Our brand Manifesto
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Wealth Management

Investment Professional
Audience tagline

Institutional Partners
Audience tagline

Clients
Audience tagline

Descriptor

Helping international clients navigate 

their wealth journey.

Descriptor

Scale your business. Own your future.

Leverage our network.

Descriptor

Strategic access to a growing network of 

independent advisors and international clients.

Your passport to possibilities. Building wealth. Together.

Protecting Your Financial Future.
Wherever life takes you.

Empowering your future.
However you envision it.

Connecting capital to opportunity.
Wherever the industry takes us
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Brand Vision
To be one of the leading independent 
wealth management firms in the 
offshore space, serving investment 
professionals and their clients across 
the US, Latin America, and beyond.

Brand Mission
Empower our network of Investment 
Professionals with the resources, 
solutions, and institutional support 
they need to help protect and grow 
their client's wealth.

Brand Position
Insigneo is a multi-service partner that 
supports Investment Professionals in 
building and scaling independent 
practices, enabling them to guide 
clients with clarity as they navigate 
their wealth journey.

Wealth Management



BRANDMARKS
01
The first way we signify the presence of Insigneo is with our 
brandmarks. It’s the clearest way we can identify our company 
visually. Our marks are our signature, which is why we need to 
be consistent in its uses.



Brandmarks 07Insigneo

Primary
Logo
This is our primary logo and should take 
precedence across all brand 
communications. It may be applied in any 
of its color variations, always ensuring 
sufficient contrast with the background to 
achieve optimal legibility and visual impact.

This logo is suitable for use across a wide 
range of applications, from large-scale 
formats and physical assets such as credit 
cards, to all digital environments. 

Depending on the specific medium, size, or 
technical constraints of each format, it may 
be necessary to evaluate the use of an 
alternative Insigneo logo version, such as 
the Secondary Logo, Logotype, or Isotype, 
to preserve clarity, consistency, and brand 
recognition.

Wealth Management
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Color 
Variations
The logo’s color variations are designed to 
ensure optimal performance across a wide 
range of contexts and background colors. 

This flexibility allows the Insigneo identity to 
adapt seamlessly to different visual 
environments while maintaining its 
distinctive presence and refined character.

Each color version has been thoughtfully 
crafted to preserve legibility, contrast, and 
visual harmony, ensuring the logo remains 
clear and recognizable across both 
physical and digital applications. 

When selecting a color variation, careful 
consideration must be given to the 
surrounding elements and background 
tones, choosing the option that best 
enhances readability and upholds the 
elegance and integrity of the brand.

A. Primary Logo — Color 01
B. Primary Logo — Color 02
C. Primary Logo — Navy Blue
D. Primary Logo — Bone Blue

A

C

B

D

Wealth Management
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Isotype
Construction
The isotype is proportionally 
defined using the letter “i” from 
the logotype as its base unit. Its 
scale is established at a ratio of 
2.5:1, ensuring consistent 
proportions and visual balance 
across all applications.

This measurement system 
guarantees that the isotype 
maintains its intended presence, 
clarity, and alignment with the 
logotype, regardless of size or 
medium, reinforcing a cohesive 
and refined brand expression.

2x
i

2.5x

2.5 i

x

Wealth Management
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Secondary
Logo
Like the primary logo, this secondary 
version must take precedence across 
all brand communications. It is 
intended for use across a wide range 
of applications, from large-scale 
formats to digital environments, while 
maintaining clarity and visual 
consistency.

This version is presented without 
the tagline and should be used 
whenever a more streamlined or 
space-efficient expression of the 
brand is required, or in situations 
where the legibility of the tagline 
may be compromised. 

By removing the tagline, this version 
ensures optimal legibility where the 
logo is applied very small or at its 
minimum print size, such as in 
embroidery.

Wealth Management
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A

C

B

D

Color 
Variations
As with the primary logo, color 
variations allow this version of the 
logo to adapt effectively to 
different contexts and background 
colors, ensuring consistent 
performance across all 
applications. 

Each variation has been carefully 
designed to maintain optimal 
contrast, legibility, and visual 
balance, regardless of the 
environment in which it appears.

The appropriate color version 
should always be selected 
based on the surrounding 
elements and background tones, 
prioritizing clarity and preserving 
the refined, cohesive character 
of the brand identity.

A. Primary Logo — Color 01
B. Primary Logo — Color 02
C. Primary Logo — Navy Blue
D. Primary Logo — Bone Blue

Wealth Management
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Logotype
This version is intended for situations 
where technical, spatial, or contextual 
constraints limit the clarity or legibility of 
the primary or secondary logos, such as 
extreme size reductions, restricted 
reproduction areas, complex backgrounds, 
or strict layout requirements.

It may also be used when a simplified and 
more flexible brand expression is 
required, or in contexts where Insigneo has 
a high level of brand recognition and the 
descriptor “Wealth” is unnecessary. In 
these cases, when addressing a 
knowledgeable audience or operating in 
familiar markets, the descriptor may be 
removed without affecting understanding 
or brand strength.

Use of this version must always be 
intentional and carefully assessed to 
ensure the Insigneo identity remains 
clear, balanced, and instantly recognizable, 
while preserving consistency, elegance, 
and long-term brand coherence.

Wealth Management
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Color 
Variations
As with the previous logo versions, color 
variations allow this version of the logo to 
perform effectively across a wide range of 
contexts and background colors, particularly 
in scenarios where visual or technical 
constraints are present. Each color variation 
has been carefully designed to ensure 
maximum contrast, legibility, and visual 
stability, even in complex or restrictive 
environments.

The appropriate color option should 
always be selected in response to the 
surrounding elements and background 
tones, prioritizing clarity and seamless 
integration with other brand identities 
when used in co-branding applications. 

In all cases, color usage must preserve the 
integrity, balance, and recognizability of the 
Insigneo brand.

A. Logotype — Insigneo Blue
B. Logotype — Insigneo Blue
C. Logotype — Navy Blue
D. Logotype — Bone Blue

A

C

B

D

Wealth Management
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Isotype

The Isotype used independently is reserved 
for applications where space is highly 
constrained and the primary or secondary 
logo versions cannot be implemented 
without compromising clarity or legibility.
These situations typically include prints, 
small-scale digital interfaces such as app 
pictograms, system icons, favicons, or 
promotional elements subject to strict size, 
format, or layout limitations.

The Isotype may be employed in selected, 
intentional scenarios where a more high 
end feel expression of the brand is 
desired, or when graphic materials 
contain a high density of information. In 
these cases, using the Isotype allows for 
greater emphasis on content, reduces visual 
saturation, and creates a more balanced 
and refined composition.

In all applications, the Isotype functions as a 
distilled and immediately recognizable 
representation of the Insigneo brand, 
ensuring clarity and  consistencywhile 
maintaining alignment with the overall visual 
identity system.

Wealth Management
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A

C

B

D

Color 
Variations
As with the previous logo versions, color 
variations allow this this isotype has been 
developed with a flexible color system that 
allows it to adapt confidently to diverse 
visual contexts and background treatments. 
Its color variations respond effectively to 
visual and technical constraints, ensuring 
consistent performance across a wide 
range of applications.

Tese options deliver strong contrast, clear 
legibility, and visual consistency, even in 
demanding or compositionally complex 
environments. When selecting a color 
variation, careful consideration should be 
given to surrounding elements, 
background tones, and co-branding 
requirements. Regardless of the chosen 
color, all applications must uphold the 
Insigneo brand’s visual integrity, proportional 
balance, and immediate recognizability.

A. Isotype — Insigneo Blue
B. Isotype — Insigneo Blue
C. Isotype — Navy Blue
D. Isotype — Bone Blue

Wealth Management
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Clear space 
& Sizing
To ensure optimal legibility and visual impact, the 
recommended clear space around the logo must always 
be preserved. This protective area prevents visual 
interference from surrounding elements and allows the 
brand to breathe across all applications.

For both the Primary and Secondary logos, the clear 
space is defined by a square equivalent to the height of 
the letter “o” within the logotype. This measurement 
establishes a consistent exclusion zone that safeguards 
clarity and proportion.

In the case of the Isotype, the clear space is 
determined by a square whose width is equal to the 
full width of the isotype itself. Adhering to these clear 
space rules ensures a balanced, refined, and 
consistently recognizable brand presence across all 
formats and media.

140 px wide digital
30 mm wide print

Marked area in Sky 
Blue is the minimum 
clear space.

Minimum Sizing
Secondary Logo
70px wide digital
15mm wide print

Isotype
15px wide digital
10mm wide print

Primary Logo
140px wide digital
30mm wide print

Isotype
9px wide digital
5mm wide print

The minimum size for digital 
use or prints, is the same for 
the Primary, Secondary and 
Logotype versions.

Wealth Management
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Shrink 
System
In the updated graphic system, the 
Isotype symbol assumes a more 
prominent role, reflecting a deliberate 
focus on simplicity, clarity, and 
adaptability. Its refined and reduced form 
enables seamless performance across a 
wide range of environments and channels, 
consistently ensuring maximum contrast, 
legibility, and visual stability, even within 
complex or highly restrictive contexts.

Beyond functional clarity, this evolution of 
the symbol strengthens brand recall. 
Aligned with Insigneo’s narrative, the Isotype 
conveys a sense of access, possibility, and 
openness through a distinctive form that is 
intuitive and easy to remember. This 
symbolic clarity allows the brand to 
communicate its values with immediacy and 
emotional resonance.

The defined shrink system must be applied 
consistently across social media, mobile 
applications, websites, and all responsive 
digital environments, guaranteeing optimal 
scalability, visual coherence, and 
recognizability at every size and touchpoint.

Wealth Management
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Cobranding

In co-branding scenarios, a lockup may be created 
combining the Insigneo logo with a partner brand. In all 
cases, the size relationship between both identities 
must remain proportional, ensuring visual balance 
and equal hierarchy without compromising either 
brand’s integrity.

The spacing between the Insigneo logo, whether in its 
primary or secondary version, and the partner brand is 
defined by the height of the letter “O” within the 
logotype. Centered within this separation, a dividing line 
with a thickness of 1 pt must be applied to clearly 
delineate both identities.

The height of this dividing line should be adjusted 
according to the overall height of the selected lockup 
version, maintaining proportional consistency across 
different formats and applications.

When the symbol is used within a co-branding lockup, 
the required clear space is defined as half of the 
symbol’s total size, ensuring adequate separation and 
preserving legibility and visual clarity.

ADVISOR

Wealth Management
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Cobranding
Partnership
Insigneo is committed to empowering investment 
professionals through independence, providing the tools, 
support, and guidance that enable partners to 
personalize strategies, build lasting value, and safeguard 
their clients’ financial futures.

In recognition of this collaborative relationship, Insigneo 
will refer to all individual investment Professionals and 
investment professionals teams as partners across all 
end-client–facing communications and brand assets. 
This terminology reinforces a shared commitment, 
mutual trust, and a long-term vision built together.

Investment Professional Name

Insigneo
Typography
(Le Monde Livre Std.
-Regular weight)

Logotype

Isotype

Safe
Space

Group Name

Wealth Management
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Brand 
Extension
The spacing between the Insigneo logo 
and any brand extension is defined by the 
negative space of the letter “O” within the 
logotype. This measurement establishes a 
consistent separation that ensures clarity, 
visual balance, and a clear hierarchy 
between the master brand and its 
extensions.

All brand extension names must be set in 
the Aeonik typeface to maintain 
typographic consistency across the 
system. The size of this text must never 
exceed the height of the Insigneo logotype, 
ensuring visual harmony and preventing 
the extension from overpowering the 
master brand.

Adhering to these guidelines preserves 
legibility, proportional integrity, and a 
cohesive visual system across all 
applications, regardless of format or scale.

Financial Group

Investment Professionals

Plus

Focus Growth Fund 2.0

Wealth Management
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In co-branding scenarios involving brands within the Insigneo 
Family, lockups must be constructed with particular attention to 
hierarchy, alignment, and proportional balance in order to 
preserve a cohesive and unified brand presence.

The spacing between the Insigneo logo, whether in its preferred 
or secondary version, and the accompanying Insigneo Family 
brand is defined by the size of the letter “O” within the Insigneo 
logotype. Centered within this separation, a dividing line with a 
thickness of 1 pt must be applied to clearly and elegantly 
distinguish between both identities.

All text within both logos must be aligned along the bottom 
baseline to ensure visual consistency and structural 
harmony. The size of the accompanying brand text must 
never exceed the height of the Insigneo logotype, and the 
original proportions of both logos must always be preserved. 
Under no circumstances should either logo be distorted, scaled 
disproportionately, or visually overemphasized.

These construction rules, as illustrated in the provided 
examples, ensure clarity, balance, and a refined co-branding 
system that reinforces the integrity of the Insigneo brand family 
across all applications.

Insigneo Family
Cobranding

Wealth Management
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Incorrect 
usage
To preserve the integrity, consistency, 
and visual strength of the Insigneo brand, 
the logo and all associated brand marks 
must never be altered, modified, or 
distorted in any way. This includes any 
adjustments—whether subtle or 
significant—to proportions, spacing, 
orientation, color, or composition.

Even minimal changes can compromise the 
logo’s visual impact, weaken brand 
recognition, and disrupt consistency across 
touchpoints. The logo has been carefully 
designed and proportioned to function as a 
unified system, and any deviation 
undermines its intended performance.

The following examples illustrate common 
misuses that must be avoided at all times. 
Adhering strictly to these guidelines 
ensures a cohesive, professional, and 
refined brand presence across all 
applications and environments.

X  Don’t alter or change colors.

X  Don’t alter spacing within 
logo.

X  Don’t add strokes. X  Don’t modify elements.

X  Don’t recreate new logo 
versions.

X  Don’t move elements place. X  Do not change the logo 
proportions.

X  Don’t rotate, tilt or skew the 
logo.

X  Don’t use over distracting 
background.

Growin
g 

Wealth Management



Color is an essential resource for the Insigneo brand. That is 
why we have defined and adjusted every color, so they are 
properly implemented in every touch point.

COLOR
02
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Color Palette
A defined color palette is fundamental to 

maintaining visual consistency and 

reinforcing the Insigneo brand identity. Color 

plays a strategic role in conveying emotion, 

values, and personality, while strengthening 

recognition across all brand touchpoints. A 

carefully structured palette ensures 

coherence across print, digital, and 

audiovisual applications, allowing the brand 

to remain clear, recognizable, and 

memorable in every context.

The primary color of the Insigneo brand is 
Navy Blue. This deep, refined blue was 

selected for its strong association with trust, 

stability, and professionalism, core values at 

the heart of Insigneo’s positioning. Navy 

Blue conveys confidence, credibility, and 

long-term vision, making it especially 

suitable for financial communications.

Alongside the primary color, the existing 
Insigneo Blue has been preserved as a 
key brand asset. This color represents 

innovation, clarity, and forward-thinking, 

adding energy and approachability to the 

visual system. It acts as a dynamic 

counterbalance to Navy Blue, reinforcing the 

brand’s modern and progressive outlook.

To expand the palette while maintaining 
harmony and consistency, two derived 
tones have been introduced: Sky Blue and 
Bone Blue. 

Sky Blue offers a lighter, more vibrant 

expression of Insigneo Blue, bringing 

freshness, openness, and visual lightness to 

layouts. It is ideal for highlights, and digital 

environments where clarity and contrast are 

essential. Bone Blue serves as the softest 

and most subtle tone within the palette. Its 

understated presence adds sophistication 

and balance, making it particularly suitable 

for large background areas, content-heavy 

layouts, or applications where a calm, 

refined atmosphere is required. Bone Blue 

helps reduce visual noise while preserving a 

cohesive connection to the core brand 

colors.

Together, this palette provides a flexible yet 

disciplined color system that supports a 

wide range of applications while preserving 

the integrity, elegance, and recognizability of 

the Insigneo brand across all media.

Insigneo Blue

CMYK: 80 / 0 / 4 / 0

RGB: 0 / 179 / 230

HEX: #00B3E6

Bone Blue

CMYK: 13 / 1 / 5 / 0

RGB: 231 / 241 / 243

HEX: #E7F1F3

Sky Blue

CMYK: 43 / 0 / 4 / 0

RGB: 161 / 227 / 251

HEX: #A1E3FB

Navy Blue

CMYK: 100/ 84 / 44 / 49 

RGB: 20 / 38 / 65

HEX: #142641

PANTONE 
289 U

PANTONE
656 U

PANTONE   
306 U

PANTONE
635 U

Wealth Management
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Insigneo Blue

Bone Blue

Sky Blue

Navy Blue

Color Hierarchy 
& Usage Rules
A defined color hierarchy ensures visual 

consistency and a cohesive application of 

the Insigneo brand across all materials. 

Each color within the palette has a specific 

role and level of prominence.

1. Primary Color — Navy Blue (#0D1846)
Navy Blue must take priority in all brand 

communications. It should be used for 

primary backgrounds, structural elements, 

and key brand applications.

2. Secondary Color — Bone Blue 
(#E7F1F3)
Bone Blue functions as the main 

supporting color and is intended for large 

background areas and content-heavy 

layouts.

3. Accent Colors — Insigneo Blue 
(#00B3E6) & Sky Blue (#A1E3FB)
These colors are reserved for accents, 

highlights, and secondary elements. Their 

use should be controlled and never 

compete with the primary or secondary 

colors.

Usage 
Guidelines
Navy Blue and Bone Blue must always 
define the primary visual structure of the 
composition and should be the dominant 

color in all core brand applications.

Is intended to support layouts by providing 

breathing space, especially in 

content-heavy materials, and should be 

used to balance and soften compositions 

without overtaking the primary color.

Insigneo Blue and Sky Blue must be 
applied with restraint and purpose, 
primarily to highlight key information, guide 

user attention, or support interactive and 

functional elements.

Accent colors should never dominate a 

layout or disrupt the established hierarchy. 

Their role is to complement, not compete 

with, Navy Blue and Bone Blue.

Color usage must remain consistent across 

print, digital, and audiovisual formats, 

ensuring sufficient contrast and legibility in 

every application. Overuse accent colors 
should be avoided to preserve clarity, 
visual order, and overall brand 
consistency.

50% 30%

10%

10%

Wealth Management
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Secondary Colors Colors for 
Performance 
Indicators

The secondary color palette has 
been carefully selected to provide 
additional flexibility and expressive 
range, while preserving 
consistency and respect for the 
primary brand system. 

These colors are not intended to 
define the core visual identity, 
but rather to support it in 
specific functional and 
contextual applications.

In addition to complementing the 
primary palette, this secondary 
system has been designed to 
enable a more complete 
representation of charts, data 
sets, and visual analytics.

It allows complex information to 
be structured, differentiated, and 
communicated with greater clarity 
and precision across a wide range 
of formats.

In addition to complementing the 
primary palette, this secondary 
system has been designed to 
enable a more complete and 
nuanced representation of the 
charts, data sets, and visual 
analytics created by Insigneo. It 
allows complex information to be 
structured, differentiated, and 
communicated with greater clarity 
and precision across a wide range 
of formats.

This palette is primarily 
intended for data visualization, 
infographics, charts, 
dashboards, highlights, and 
supporting graphic elements.  
All secondary colors must be 
applied in complement to the 
primary color palette and should 
never override or compete with it.

When applied correctly, the 
secondary color palette 
enhances clarity, hierarchy, and 
readability, enabling Insigneo to 
communicate data in a more 
comprehensive and structured 
manner while maintaining 
alignment with the overall brand 
identity system.

Green is used to represent positive values, 
growth, or favorable performance 
indicators, particularly within charts, metrics, 
and data-driven communications.

Red is reserved for specific use cases. It is 
intended to communicate negative, 
declining, or cautionary data points within 
charts and analytical materials. 

Due to their strong visual presence, their 
use must be limited and purposeful to 
avoid visual saturation.

PANTONE
877 U

Neutral

CMYK: 3 / 2 / 0 / 27

RGB: 134 / 138 / 147

HEX: #868a93

PANTONE
5275 U

Purple

CMYK: 55 / 49 / 12 / 15

RGB: 89 / 84 / 111

HEX: #59546f

PANTONE
3255 U

Teal

CMYK: 62 / 0 / 30 / 0 

RGB: 62 / 206 / 198

HEX: #3ECEC6

PANTONE
7403 U

Amber

CMYK: 0 / 13 / 60 / 0 

RGB: 241 / 199 / 124

HEX: #F1C77C

PANTONE
467 U

Gold

CMYK: 10 / 21 / 40 / 0 

RGB: 212 / 184 / 147

HEX: #D4B893

PANTONE
7489 U

Lime

CMYK: 57 / 5 / 88 / 0 

RGB: 121 / 184 / 88

HEX: #79B858

PANTONE
7418 U

Coral

CMYK: 2 / 79 / 61 / 3 

RGB: 218 / 89 / 89

HEX: #da5959

Wealth Management



Gradients

Blue 50 Blue 100 Blue 200 Blue 300 Blue 400 Blue 500 Blue 600 Blue 700 Blue 800
#e9f4fe #d2f0ff #a1e3fb #00b7eb #0389c3 #0666a4 #003d66 #0e233f #021729

Neutral 50 Neutral 100 Neutral 200 Neutral 300 Neutral 400 Neutral 500 Neutral 600 Neutral 700 Neutral 800
#f6f5f9 #e6e6e8 #d7d7db #c1c1c6 #acacad #868a93 #52585e #2c323a #1c232d

Teal 100 Teal 200 Teal 300 Teal 400 Teal 500
#c1eae6 #3ecec6 #31a49e #27827d #133e3c

Gold 100 Gold 200 Gold 300 Gold 400 Gold 500
#efdcbf #d4b893 #d2ab7a #ae916a #634927

Lime 100 Lime 200 Lime 300 Lime 400 Lime 500
#d0e5ce #aad493 #79b858 #487237 #284725

Coral 100 Coral 200 Coral 300 Coral 400 Coral 500
#e2c0c0 #db9191 #da5959 #a82a2a #721616

Amber 100 Amber 200 Amber 300 Amber 400 Amber 500
#efdcbf #f1c77c #e0a734 #b07a26 #79500b

Purple 100 Purple 200 Purple 300 Purple 400 Purple 500
#e7e5f2 #b8b5c6 #89849b #59546f #2a2343

*These gradients are created to amplify the neeeds 
of every color in Insigneos palettes.

Color 27Insigneo
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Example Uses

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit.

40%

30%

15%

10%
5%

Lorem

Ipsum Ipsum
Lorem

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit.

*The use of colors should be in order of importance, �rst the primary color 
palette, followed by the secondary palette, considering every time that 
green and red colors are reserved to express performance indicators.

Lorem ipsum

Dolor amet est

Lorem ipsum

Dolor amet est

Lorem ipsum

Dolor amet est

100

0 100

Lorem 
Ipsum dolor 

est amet 

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit.

Lorem ipsum

Dolor amet est

Lorem ipsum

Dolor amet est

Lorem ipsum

Dolor amet est
Lorem ipsum Lorem ipsum Lorem ipsum Lorem ipsum

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit.

Lorem ipsum

Dolor amet est

Lorem ipsum

Dolor amet est

Lorem ipsum

Color 28Insigneo
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Multicultural 
Expertise at 
Every Decision 
Point.

60% 30% 10%

Color Percentage Per Target
- (Clients)

All materials created for this target audience must consistently reflect the 

brand’s established color palette, using it as a fundamental tool to reinforce 

recognition and coherence. Bone Blue should serve as the primary color, 

taking precedence in backgrounds and large color fields to create a clean, 

open, and sophisticated visual foundation.

Navy Blue is to be used as a complementary tone, providing structure, 

contrast, and visual depth within each composition. Its role is to anchor 

layouts, enhance hierarchy, and contribute to a sense of balance and 

authority without overpowering the overall design.

Insigneo Blue should be applied selectively and with intention, reserved 

for highlighting key details, calls to action, or focal elements. Used sparingly, 

it functions as a refined accent that elevates the composition and reinforces 

the brand’s presence with clarity, distinction, and confidence.

See 78 comments

likes Lorem_Ipsum and more...

Lorem_Ipsum Lorem ipsum dolor sit amet, consectetue

r adipiscing elit. Aenean commodo ligula... more

insigneo

A wide range 
of solutions 
designed to 
simplify your 
financial life.

Wealth Management
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Color Percentage Per Target
- (Investment Professionals)

Building 
Wealth, 
Together.

60% 30% 10%

Materials created for this audience must consistently adhere to the brand’s 

color system, positioning Navy Blue as the dominant color across 

backgrounds and expansive color areas. This primary use reinforces the 

brand’s authority, depth, and visual structure.

Bone Blue will act as a supporting color, introducing balance, clarity, and 

a refined contrast that enhances readability and overall composition.

Insigneo Blue should be applied selectively and with intention, highlighting 

key graphic elements and details to provide a controlled yet distinctive 

accent that strengthens brand recognition with sophistication. See 78 comments

likes Lorem_Ipsum and more...

Lorem_Ipsum Lorem ipsum dolor sit amet, consectetue

r adipiscing elit. Aenean commodo ligula... more

insigneo

A wide range 
of solutions 
designed to 
simplify your 
financial life.
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Color Percentage Per Target
- (General Audiences)

Building wealth, 
together.

Your Passport 
to Posibilities.

The materials created for this audience should reflect a harmonious 

balance between Navy Blue and Bone Blue, granting both tones equal 

prominence across backgrounds and key visual structures.

For this audience, greater emphasis will be placed on photography as a 

central visual element. Images should play a leading role within the layout, 

standing out more prominently in order to create differentiation from the two 

previous audiences and to convey a more expressive, human, and engaging 

visual narrative.

Insigneo Blue, applied with measured intention, will be used to highlight select 

details within the graphics, acting as a distinguished finishing accent that 

reinforces the brand’s presence with subtle sophistication while allowing 

photography to remain the primary focal point.

See 78 comments

likes Lorem_Ipsum and more...

Lorem_Ipsum Lorem ipsum dolor sit amet, consectetue

r adipiscing elit. Aenean commodo ligula... more

insigneo

A wide range 
of solutions 
designed to 
simplify your 
financial life.

60% 30% 10%

Wealth Management



Typography tells a story. The right typeface, used consistently,

builds character.

Aeonik font fuses modern foundational forms with universal
functionality, while Le Monde Family give us an unique
accent on the core of Insigneo’s business.

Typography
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Typeface
Two carefully selected typeface 
families have been defined for these 
brand guidelines and must be 
consistently applied across all 
headings, titles, and written content in 
both digital and print materials.

The typographic system is composed of 
the Le Monde Livre Standard family in 
its Demi and Bold weights, and the 
Aeonik family across its Light, Regular, 
and Bold weights. Together, they 
establish a refined balance between 
editorial sophistication and contemporary 
clarity, aligning seamlessly with Insigneo’s 
positioning and values.

Le Monde Livre Standard is reserved 
exclusively for headlines, key titles, 
quotes, and the emphasis of essential 
words or statements. 

Its use brings a distinct editorial 
character, refinement, and authority to 
the brand’s voice, making it ideal for 
moments where hierarchy, emphasis, or 
emotional weight is required. 
It may be used either on its own or in 
combination with Aeonik.

When paired together, Le Monde provides 
contrast, elegance, and narrative depth, 
while Aeonik ensures clarity, structure, and 
functional readability—resulting in a 
cohesive and balanced typographic 
system.

Aeonik serves as the primary functional 
typeface and must be used across all 
content, including headers, body copy, 
captions, UI elements, informational text, 
big numbers, and data-driven content. 
Its clean, modern structure and high 
legibility make it adaptable across both 
digital and print applications, ensuring 
consistency and a confident visual 
presence.

Together, these two typeface families form 
a cohesive typographic system that 
reflects Insigneo’s blend of sophistication 
and modernity, reinforcing clarity, 
hierarchy, and consistency across all brand 
touchpoints.

To preserve typographic integrity and 
visual consistency, text should never be 
justified, nor should character spacing 
be manually altered.

Le Monde Livre Std. Familiy

0123456789

abcdefghijklmn
opqrstuvwxyz.

Aeonik Family

abcdefghijklmn
opqrstuvwxyz.

0123456789

Le Monde Font 
Demi weight

Aeonik Font 
Bold weight

Le Monde Font 
Bold weight

Aeonik Font 
Regular weight

Aeonik Font 
Light weight

Wealth Management



1- H1 and H2 include both type 
of font combined. Always Aeonik 

Font before and Le Monde font 
later. Always with a “ . ”

at the end of the sentence.

2- The two fonts should go in 
different lines (except the main 

tagline in the homepage).

3- H3  doesn’t combine the 
fonts, should be the serif in 

bold and should be very short 
sentences or keywords. 

4- H4/pharagraph/class 
style is the plain font (with 
bullets or without) and can 
use bold to highlight things.

Typography 34Insigneo

Website 
Typographic 
Hierarchy
Rules

6- CTS needs to respect the 
ortography rules, using only 

“sentence case” with the first 
letter of the first word capitalized.

Except for the brand name 
"Insigneo," Investment 

Professionals,
Insigneo Connect App,

and the ampersand (&).

5- Special indicator: we 
have the Insigneo blue type 
of typography to be used 
when whe have a list, 
numbers we want to highlight 
or icons we want to use.

Wealth Management



Typography 35Insigneo

Typographic
Hierarchy

The recommended typographic and layout 
hierarchy must be consistently applied to 
ensure clarity, coherence, and optimal 
legibility across all materials. This hierarchy 
establishes a clear visual order, guiding the 
reader naturally through the content while 
reinforcing brand consistency.

Layouts should allow generous and evenly 
distributed spacing between text blocks and 
graphic elements, creating a lighter, more 
refined composition that enhances readability 
and visual comfort. Overcrowding should be 
avoided in favor of balanced negative space 
that allows each element to breathe.

For printed and digital layouts in A5 format 
and larger, text should be organized using 
columns to improve structure and scanning. 
A standard gutter of 5 mm must be 
maintained to ensure proper separation and 
alignment between columns.

Color may be incorporated in accordance 
with the specific collateral and 
communication objectives, always respecting 
the established color palette and hierarchy to 
preserve visual harmony and brand integrity.

Title document
Aeonik Font Family
Sentence case
Regular weight 

Graph Title
Aeonik Font Family
Sentence case
Bold weight 

Description
Aeonik Font
Sentence case
Regular / Bold 
weight 

Q Number
Aeonik Font

Sentence case
Regular weight 

Cover Title
Aeonik Font / Le Monde Font Family
Sentence case
Regular / Bold weight 

Subtitle
Aeonik Font Family
Sentence case
Bold weight 

Text
Aeonik Font Family
Sentence case
Regular and bold weight

Header Quotes
Le Monde Font Family
Sentence case
Regular and bold weight

Primary 
Logo

Wealth Management



The thoughtful use of graphic elements is one way we give our visual 
system a distinctive look and feel. Through consistent and repeated use 
of certain forms, we create a visual language that customers associate 
with the Insigneo Brand Identity System.

Graphic Elements
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The Isotype
The Isotype may be applied across 
both print and digital materials as a 
complementary brand element that 
adds depth and dimension to the 
visual system. Its presence enriches 
the overall brand expression, creating 
a more engaging and immersive 
experience for the audience.

When used thoughtfully, the Isotype 
reinforces brand recognition, 
strengthens visual coherence, and 
supports the identity without 
overpowering primary content.
It functions as a subtle yet powerful 
asset, enhancing compositions and 
contributing to a refined, cohesive, 
and memorable brand presence 
across all touchpoints.

Don’t
→ Skew or distort the pattern
→ Change the colour or add colours
→ Use over another pattern or image

A

B C

Wealth Management
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Big numbers
/ Data
Big numbers and data play a key role in 
communicating important information across 
Insigneo’s print and digital communications. 
They are used to highlight relevant metrics, 
key figures, and performance indicators in a 
clear, confident, and highly legible manner.

To represent numerical data, the Aeonik 
typeface must always be used in its Light or 
Regular weights. Its clean, contemporary 
structure and exceptional readability ensure 
clarity, precision, and visual consistency, even 
in data-heavy or complex layouts.

Le Monde Livre Standard is reserved 
exclusively for headlines, titles, or the 
emphasis of key words and statements. 
When applied in data-driven compositions, it 
may be used selectively alongside Aeonik to 
introduce hierarchy, editorial sophistication, 
and narrative emphasis.

Working together, Aeonik and Le Monde 
create a balanced typographic relationship: 
Aeonik provides structure, functionality, and 
clarity, While Le Monde adds refinement, 
authority, and sophistication.

in total client assets.$35 investment professionals 
strengthen our presence 
in Latin America.+80 investment professionals 
strengthen our presence 
in Latin America.+80
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Icons
A consistent icon system plays a key role 
in strengthening Insigneo’s visual identity 
and enhancing overall communication 
clarity. Icons serve as intuitive visual cues 
that support message comprehension, 
simplify complex information, and reinforce 
brand recognition through repeated, 
coherent use.

When designed and applied consistently, 
icons contribute to a unified visual 
language that reflects the brand’s 
personality with clarity, precision, and 
confidence. They help create a seamless 
experience across touchpoints while 
maintaining a refined and professional 
aesthetic.

Icons may be used at both large and small 
scales across print and digital materials, 
depending on context and functional needs. 
Regardless of size or application, the 
established icon style must always be 
respected to ensure visual consistency, 
legibility, and alignment with the Insigneo 
brand system.

A wide range 
of solutions 
designed to 
simplify your 
financial life.

Access to immediate 
liquidity in the form 
of cash and Insigneo 
shares.

Wealth Management



A picture is worth a thousand words. Still or motion, Insigneo imagery 

should depict real people in real situations in real environments. 
Never contrived, trite, or clichéd, Insigneo imagery embodies to capture 
meaningful moments in the lives of people, and their interactions with 
finance ecosytems.

*Some of the following photos were created using AI, and we've shared some 
examples of AI prompts in the following link.

Imagery
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Lifestyle
Photography
(For Clients)

Lifestyle photography captures the 
emotional and aspirational essence of 
our partners and clients through 
genuine, human moments and real 
connection. It reflects how people live, 
what they value, and the spaces they 
inhabit, portraying individuals, couples, 
friends, and families across diverse 
contexts. The scenes feel unposed and 
observational, subjects are immersed in 
the moment, not performing or looking 
at the camera, allowing authenticity to 
lead the visual narrative.

Through natural light, warmth, texture, 
and color, we create imagery that feels 
organic, intimate, and familiar yet 
refined. This visual language elevates 
everyday life, positioning the brand within 
a premium ecosystem of experiences that 
feels both aspirational and attainable, 
grounded in relevance, humanity, style, 
and purpose.

Wealth Management
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Portrait
Photography
(For Investment Professionals & 
Clients)

Portraits are central to our visual 
storytelling. Each face, each gesture, is 
treated as an extension of the brand’s 
personality. Our portrait style moves 
away from conventional stock imagery 
— it is defined by authenticity, depth, 
and artistic precision. Light plays a 
structural role: diagonal lines and soft 
gradients echo the visual rhythm of the 
brand’s identity, particularly the diagonal 
form of the “i” in our logo and symbol. 

The color palette leans toward curated 
blues and refined tonal contrast, while 
reflections and translucent materials like 
glass introduce depth and layers of 
meaning. These visual choices symbolize 
self-awareness, diversity, and re�ection — 
a reminder that looking inward is part of 
understanding the broader human story 
the brand seeks to tell.

Wealth Management
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Teamwork
Photography
(For Investment Professionals)

Teamwork photography reveals the 
brand’s collective spirit — collaboration 
in action. It highlights real people, real 
moments, and genuine synergy. The 
composition of each shot is intentional: 
sometimes focusing on an individual 
immersed in thought or action, other 
times on the dynamic interaction of a 
group achieving something together. 

The camera’s perspective varies to 
emphasize empathy and unity, 
capturing the pulse of shared purpose. 
Lighting remains consistent with our 
overall aesthetic — a calm yet vibrant 
blue undertone that communicates 
focus, intelligence, and modernity. 

These images re�ect not only how we 
work, but why we work — to create 
together, to evolve, and to guide.
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Conceptual
Photography
(For Investment Professionals & 
Clients)

Conceptual photography is where the 
narrative truly begins. Through the 
interplay of light and shadow, we create 
stories that transcend the ordinary and 
position the brand in a space that 
competitors rarely explore. These 
images are not merely aesthetic — they 
are strategic tools that build 
atmosphere, emotion, and visual 
identity. 

Each photograph balances abstraction 
and intention, serving as a bridge 
between creativity and structure. 
Conceptual imagery allows us to sustain 
coherence across diverse contexts, 
reinforcing the brand’s language even 
when the core visual symbols are not 
directly present. This universe of 
shadows, reflections, and controlled 
light becomes the emotional and 
intellectual framework of our visual 
storytelling.

Wealth Management
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Applications
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Grid System
The brand adopts this Grid as the foundational system 
for the construction of all visual assets. This grid is 
based on a structure that must be consistently applied 
across all formats, scales, and applications. It organizes 
content through defined margins, columns, and modular 
units, ensuring clear, balanced, and consistent 
compositions in both print and digital environments.

This system was selected because it reflects Insigneo’s 
core values: clarity, order, functionality, and 
timelessness. Its disciplined structure places content at 
the center of the design process, enabling precise, 
coherent, and intentional visual communication.

The Grid serves as a guiding framework that establishes 
alignment, proportion, and hierarchy. All layouts should 
be built with a deliberate use of white space, leveraging 
scale, weight, and positioning to organize information 
with clarity and purpose.

In all applications, the grid must coexist with and 
respect the recommended clear space of the Insigneo 
logo, ensuring that brand elements remain legible, 
visually balanced, and uncompromised. While the 
system allows flexibility, it maintains strict control over 
structure, preserving consistency, legibility, and visual 
integrity across every touchpoint.

Grid System Symplified

Grid System Complete

Vertical

Brand Applications 46Insigneo
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Grid Examples

(Grid example in a Quarterly Call)

Brand Applications 47Insigneo

Wealth Management



(Grid example in a Letterhead)

Grid Examples

(Grid example in a Folder)

Brand Applications 48Insigneo
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Don’t
→ Print from a RGB document
→ Print from a low resolution 
document

Do
→ Print in CMYK or Pantone
→ Test print for colour 
consistency

Print Materials
Maintaining a brand’s graphic line when creating printed 
materials is essential for ensuring coherence, 
recognition, and professionalism across all touchpoints.

A consistent visual style reinforces the brand’s identity, 
allows audiences to immediately identify the brand, and 
ensures that every message—regardless of format or 
channel—communicates the same personality, tone, 
and values. This creates a unified experience and 
strengthens consumer trust.

Wealth Management



*Please find the specifications of each business card on the next pages of this brandbook.

Business Cards

Brand Applications 50Insigneo

Co-Branded 
Business 
Card

General 
Business 
Card

Premium
Business 
Card
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Business Card

Insigneo Securities, LLC
1221 Brickell Ave, PH Fl.
Miami, FL. 33131

+1 (305) 373-9000
info@insigneo.com
insigneo.com

Your passport to wealth

Dear Valued Client,

We are pleased to inform you that Insigneo Financial Group, LLC, has completed its 

acquisition of VectorGlobal Investment Advisory Group Canada ULC, an unlimited 

liability company continued under the Laws of British Columbia, effective May 1, 

2026. The firm has been renamed Insigneo Canada.  

Welcome to Insigneo!

We have been serving clients globally for almost 40 years. Our unwavering commit-

ment to the Americas has established us as a leading US-based wealth management 

firm, now overseeing more than $30 billion in client assets. At the heart of our 

success is a dedication to exceptional service and a drive to simplify complex 

matters whenever possible. By integrating state-of-the-art technology with a culture 

of innovation, we further differentiate our platform. Furthermore, our leadership team 

brings deep expertise in the wealth management industry, with a specialized 

understanding of the unique needs of international clients.

The values that characterize us have positioned Insigneo as a leading wealth 

management platform. These values are exceptional customer service, simplicity, 

state-of-the-art technology, and innovation. For the past 40 years, we have had a 

single focus: to create prosperity for clients around the world by understanding their 

unique needs and anticipating market trends to provide customized solutions. 

Your investment assets are still custodied at Fidelity Clearing Canada ULC, and your 

trusted Investment Professional remain the same. You will be able to process transactions 

in the same way as you have done in the past, through your Investment Professional.

For more information about our services, our customer relationship with you, and 

important disclosures, including those related to Regulation BI, please use insigneo.com 

We look forward to greeting you as a client and stand committed to serving your needs.

In good wealth,  

Insigneo.

Insigneo Financial Group, LLC comprises a number of operating businesses engaged in offering securities or advisory services 

in various jurisdictions.. Securities brokerage is offered through Insigneo International Financial Services, LLC, headquartered 

in Puerto Rico, and through Insigneo Securities, LLC, headquartered in Miami. Both are members of the Financial Industry 

Regulatory Authority (FINRA) and Securities Investors Protection Corporation (SIPC). In Uruguay, advisory services are offered 

through Insigneo International Asesores de Inversion Uruguay SA, Insigneo Asesores de Inversion Latam, SRL, and Insigneo 

Asesores de Inversion de Uruguay SRL, in Argentina through Insigneo Argentina, SAU, and in Chile through Insigneo Asesorias 

Financieras, SPA. Collectively, these eight operating businesses make up the Insigneo Financial Group. To learn more about the 

broker dealers, including their conflicts of interest and compensation practices, please go to .insigneo.com.

Miami, Florida

February 24th, 2026

3

1221 Brickell Avenue, PH

Miami, Florida 33131

insigneo.com

LetterheadPremium Print

Letter Envelope

Premium printing should explore marbled papers or 
highly distinctive substrates. Finishes should enhance 
this character, with logos applied in relief or embossed 
details. This approach elevates the perceived value of 
each piece, allowing the brand to be remembered not 
only for its logo, but also for its texture and refined, 
high-end look.

Contact 
information

Aeonik Font Family

Sentence case

Disclaimer

Aeonik Font Family

Regular / Bold weight

Le Monde Font Family

/Aeonik Font Family

Sentence case 

Contact 
information

Primary
Logo

Isotype

Embossed 
Primary 

Logo

Name and 
charge

Aeonik Font Family

Sentence case
Contact 
information

Aeonik Font Family

Sentence case 

Regular / Bold weight

12 pt

Body copy

Primary
Logo
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Premium Print Examples

Folder

Sports Cap

For stitched or embroidered 
applications, it is recommended 
to remove the “wealth” descriptor 
to preserve legibility and prevent 
it from becoming a visual blur.

Isotype

Primary 
Logo

Credit Card

Isotype

Envelope

Business 
Cards

Notepad

Embossed 
Primary 
Logo

Wealth Management
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Premium Print Examples

Premium 
Folders

Wealth Management



Co-Branded Business Card General Business Card

For standard applications, 
printing can be produced using 
conventional methods, either 
through local print shops or 
in-office solutions. These 
executions rely on standard 
paper stocks and do not require 
advanced finishes. The focus 
should remain on clarity, 
consistency, and correct use of 
the visual system rather than on 
special materials or complex 
production techniques.

Looking for optimal results when 
producing these materials, we 
recommend using the grids 
shown earlier in these brand 
guidelines. 

Basic Print

White space 

for notes

Aeonik Font Family

Regular / Bold weight

Color 01

Le Monde Font Family

/Aeonik Font Family

Sentence case 

Isotype

Contact 
information

Primary 
Logo

Name and 
charge

Aeonik Font Family

Bold / Regular weight

Le Monde Font Family

/Aeonik Font Family

Sentence case 

Contact 
information

Aeonik Font Family

Bold / Regular weight

Disclaimer

Primary 
Logo

Name and 
charge

Partner logo

Brand Applications 54Insigneo
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Insigneo Securities, LLC
1221 Brickell Ave, PH Fl.
Miami, FL. 33131

+1 (305) 373-9000
info@insigneo.com
insigneo.com

Your passport to wealth

Dear Valued Client,

We are pleased to inform you that Insigneo Financial Group, LLC, has completed its 

acquisition of VectorGlobal Investment Advisory Group Canada ULC, an unlimited 

liability company continued under the Laws of British Columbia, effective May 1, 

2026. The firm has been renamed Insigneo Canada.  

Welcome to Insigneo!

We have been serving clients globally for almost 40 years. Our unwavering commit-

ment to the Americas has established us as a leading US-based wealth management 

firm, now overseeing more than $30 billion in client assets. At the heart of our 

success is a dedication to exceptional service and a drive to simplify complex 

matters whenever possible. By integrating state-of-the-art technology with a culture 

of innovation, we further differentiate our platform. Furthermore, our leadership team 

brings deep expertise in the wealth management industry, with a specialized 

understanding of the unique needs of international clients.

The values that characterize us have positioned Insigneo as a leading wealth 

management platform. These values are exceptional customer service, simplicity, 

state-of-the-art technology, and innovation. For the past 40 years, we have had a 

single focus: to create prosperity for clients around the world by understanding their 

unique needs and anticipating market trends to provide customized solutions. 

Your investment assets are still custodied at Fidelity Clearing Canada ULC, and your 

trusted Investment Professional remain the same. You will be able to process transactions 

in the same way as you have done in the past, through your Investment Professional.

For more information about our services, our customer relationship with you, and 

important disclosures, including those related to Regulation BI, please use insigneo.com 

We look forward to greeting you as a client and stand committed to serving your needs.

In good wealth,  

Insigneo.

Insigneo Financial Group, LLC comprises a number of operating businesses engaged in offering securities or advisory services 

in various jurisdictions.. Securities brokerage is offered through Insigneo International Financial Services, LLC, headquartered 

in Puerto Rico, and through Insigneo Securities, LLC, headquartered in Miami. Both are members of the Financial Industry 

Regulatory Authority (FINRA) and Securities Investors Protection Corporation (SIPC). In Uruguay, advisory services are offered 

through Insigneo International Asesores de Inversion Uruguay SA, Insigneo Asesores de Inversion Latam, SRL, and Insigneo 

Asesores de Inversion de Uruguay SRL, in Argentina through Insigneo Argentina, SAU, and in Chile through Insigneo Asesorias 

Financieras, SPA. Collectively, these eight operating businesses make up the Insigneo Financial Group. To learn more about the 

broker dealers, including their conflicts of interest and compensation practices, please go to .insigneo.com.

Miami, Florida

February 24th, 2026

Basic Print

1221 Brickell Avenue, PH

Miami, Florida 33131

insigneo.com

Letterhead

Letter Envelope

Primary
Logo

Isotype

Aeonik Font Family

Sentence case

Disclaimer

Aeonik Font Family

Sentence case
Contact 
information

Aeonik Font Family

Sentence case 

Regular / Bold weight

12 pt

Body copy

Primary
Logo

Contact 
information
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Digital Pieces
Maintaining a brand’s graphic line 
when creating digital content 
across various channels—such as 
social media, podcasts, mailings, 
and videos—is essential for 
building a strong and consistent 
presence.

A cohesive visual identity 
enhances immediate recognition, 
reinforces the brand’s personality, 
and builds trust with the audience. 
It also ensures that every piece, 
regardless of format or platform, 
communicates the same values 
and style, creating a unified and 
professional experience 
throughout the digital ecosystem.

How we 
engage with 
our Advisors.
Decades of dedicated service 
have allowed us to perfect our 
support to the fullest.

Le Monde Font / 

Aeonik Font Family

Sentence case

Header

Aeonik Font Family

Sentence case

Copy

Primary Logo 
or Isotype

See 78 comments

likes Lorem_Ipsum and more...

Lorem_Ipsum Lorem ipsum dolor sit amet, consectetue

r adipiscing elit. Aenean commodo ligula... more

insigneo

Access to immediate 
liquidity in the form 
of cash and Insigneo 
shares.

Isotype or 
primary 
logo

Insigneo 

Brand Icons

Icons

Le Monde font / 

Aeonik Font Family

Sentence case

Copy

Social Media Contents
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Audiovisual 
content

Maintaining the visual guidelines defined 

in this brand manual across video and 

audiovisual content is essential to 

ensure consistency, recognition, and 

brand coherence. Applying the same 

graphic principles reinforces Insigneo’s 

identity across all formats, creating a 

unified and credible brand experience 

regardless every visual material.

Video

Email signature

Aeonik Font / Le 

Monde Font Family

Sentence case 

Regular / Bold weight

The logotype should be positioned at 

the top right of the layout. This 

placement reinforces brand recognition 

from the first visual interaction and sets 

a clear hierarchy for the content that 

follows.

Intro copy

Aeonik Font Family

Sentence case 

Bold weight

Title

Aeonik Font Family

Sentence case 

Regular weight

Description

In this placement, it acts as a rubric, 

reinforcing brand recognition while 

providing a refined and intentional 

endpoint to the communication.

Primary Logo

Aeonik Font Family

Sentence case 

Regular / Bold weight

Contact information

Primary
Logo

Aeonik Font Family

Sentence case

Contact 
information

Le Monde Font Family

/Aeonik Font Family

Sentence case

Name, charge 
and e-mail
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Emailing

Quarterly Call
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