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The purpose of the BetterBricks brand 
handbook is to provide:

a. �Guidance to ensure a consistent voice, tone, 
look, and feel for the brand across all internal 
and external touchpoints. 

b. �A reference guide where all standards and 
key information for the BetterBricks brand 
can be referenced by all programs and 
parties—internally and externally—that use 
the BetterBricks platform to communicate 
with their target audiences.

 
c. �Clear visual direction for the BetterBricks 

brand identity through the easy-to-use and 
easily accessible templates and resources 
for all programs and partners that use the 
BetterBricks platform to communicate with 
their target audiences.

betterbricks/introduction
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1
Support the relationship 
between BetterBricks and 
its audiences by reducing 
barriers and providing 
opportunities for alliance 
programs and partnerships  
to thrive.

BetterBricks is a user-centric resource for 
integrated and efficient building design, 
and exists to:

2
Facilitate coordinated 
engagement in the 
commercial building market, 
emphasizing shared benefits 
and community.

3
Maximize the impact, 
relevance, and visibility of 
BetterBricks content and 
resources by ensuring we’re 
the trusted, go-to source of 
information for our target 
audiences when they need 
to make informed energy 
efficiency decisions.

betterbricks/brand strategy & objectives
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What kind of information our 
audiences want.

Every brand touchpoint should be 
designed with empathy to deliver what our 
audiences need, including by considering 
the following:

2
How our audiences prefer the 
information be presented.

3
The implications that energy 
efficiency solutions may 
have on other decisions our 
audiences need to make.

betterbricks/brand strategy & objectives
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Promise

Personality
BetterBricks is: 
• a thought leader
• reputable/credible
• influential
• inclusive
• helpful

Position
BetterBricks is a go-to, 
comprehensive and easy-to-
use content hub for building 
professionals to access the 
information they need to incorporate 
efficient and integrated building 
design into their business practices. 

betterbricks/brand elements
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BetterBricks will deliver relevant, credible, 
and useful resources and tools to empower 
building professionals to adopt energy-
efficient technologies and techniques.
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The BetterBricks Visual Identity
 
Much like the buildings that incorporate 
advanced design principles, the BetterBricks 
visual identity is built for efficiency. Bold, 
simple, and impactful, the visual identity 
works across all platforms to convey large 
amounts of information in an engaging and 
organized manner.  

Use these standards when creating 
BetterBricks materials to ensure that the 
brand remains consistent across all customer 
touchpoints.

betterbricks/brand identity & standards
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The primary logo—consisting of the wordmark and the slash—is the 
core of the brand identity. 

betterbricks/ 
logo elements

wordmark

logo

slash
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betterbricks/slash The slash is a versatile device that can be used in different 
ways. In general, it serves to highlight energy solutions, but  
can also be used as a graphic device to reinforce the brand.

Navigation and informational context
In web applications, the slash can be used to indicate 
which section or page the user has navigated to. 
Additionally, the slash can be used to indicate the 
general subject matter of case studies, articles, 
whitepapers, etc.

Section heads
For increased brand presence, the slash can be used 
after copy such as section heads and headlines.

betterbricks/ lighting
betterbricks/ windows
betterbricks/ HVAC

featured event/ 
featured articles/
in other news/
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betterbricks/ 
logo variations

Use the primary logo whenever possible. When the logo must be on  
a black background, use the secondary logo. In instances where using 
the primary or secondary logo will cause readability issues, use the 
one-color logo.

Primary logo One-color logo

Secondary logo
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betterbricks/icon The BetterBricks icon is a more compact and visual distillation 
of the primary logo. Use it when decreasing the size of the 
primary logo makes it too hard to read. The same application 
rules for the logo apply to the icon.

Primary icon One-color icon

Secondary icon



12

Clear Space
To ensure legibility and prevent overcrowding, keep 
a minimum clear space around the logo equal to the 
height of the letter ‘b’ in the logo.

To maintain the integrity of the brand and the logo, 
don’t do the following:

Distorting or warping  
the logo in any way

Rotating the logo Placing the logo on 
distracting backgrounds

Changing the logo colors Changing the typeface or 
capitalization of the wordmark

betterbricks/logo usage Follow these guidelines to maintain the integrity of the 
BetterBricks logo.
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betterbricks/colors The color system establishes BetterBricks as a bold, 
efficient, contemporary brand. 

Primary green

RGB 82, 180, 72

HEX 52B448

CMYK 71, 2, 100, 0

PANTONE PMS 361 C

Action green

RGB 135, 203, 51

HEX 87CB33

CMYK 51, 0, 100, 0

PANTONE PMS 375 C

Text black

RGB 0, 0, 0

HEX 000000

CMYK 0, 0, 0, 100

PANTONE PMS Processs Black C

Background white

RGB 247, 247, 244

HEX F7F7F4

CMYK 2, 1, 3, 0

PANTONE PMS Warm Gray 1 C: 18% tint

Background green

RGB 235, 245, 223

HEX EBF5DF

CMYK 7, 0, 14, 0

PANTONE PMS 7485 C
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Neue Haas Grotesk Text Pro 55 Roman

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Neue Haas Grotesk Text Pro 75 Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Neue Haas Grotesk Display Pro 65 Medium

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Neue Haas Grotesk Display Pro 75 Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

�Text
For text, use Neue Haas Grotesk Text Pro 55 Roman 
for body copy and Neue Haas Grotesk Text Pro 75 
Bold for subheads.

Headlines
For headlines, use Neue Haas Grotesk Display Pro 
65 Medium.

Note: if using a slash in a headline, the slash should 
be Neue Haas Grotesk Display Pro 75 Bold.

betterbricks/ 
brand typeface

The BetterBricks brand typeface is Neue Haas Grotesk.  
Its construction is balanced and modern, providing clarity 
across all messaging.
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Helvetica Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Helvetica Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Usage
For text, use Helvetica Regular. For headlines,  
use Helvetica Bold

betterbricks/ 
secondary typeface

When Neue Haas Grotesk is unavailable, such as in Microsoft 
Office documents, use Helvetica.
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betterbricks/content formatting

LOREM IPSUM DOLOR

Lorem ipsum dolor
sit amet consectetur

Donec laoreet nibh at ourtos

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Donec laoreet nibh at curtos faucibus. 

Vestibulum vitae scelerisque purus. Donec eget venenatis turpis. Duis pret ium mi sapien. 

Suspendisse imperdiet quam non nunc semper, eget feugiat velit fringilla lorem ipsum dolor.

Lorem ipsum dolor sit amet consectetur adipiscing elitanort donec laoreet 
nibh at cursus faucibus. 

•	 Lorem ipsum dolor sit amet, consectetur adipiscing elit. 

•	 Donec laoreet nibh at curtos faucibus. 

•	 Vestibulum vitae scelerisque purus. 

•	 Donec eget venenatis turpis. 

•	 Duis pret ium mi sapien. 

•	 Suspendisse imperdiet quam non nunc semper, eget feugiat velit fringilla lorem ipsum dolor.

 

Lorem ipsum dolor sit amet consectetur 

 

1  Lorem ipsum dolor sit amet consectetur adipiscing elitanort donec laoreet nibh at cursus faucibus.. 

Document label 
Neue Haas Grotesk Text Pro 55 Roman  
14-16 pt font

Document title 
Neue Haas Grotesk Display Pro 65 Medium  
26-28 pt font / 28 pt leading

Primary headline 
Neue Haas Grotesk Display Pro 75 Bold  
15 pt font / 16 pt leading / primary green 

Body copy 
Neue Haas Grotesk Text Pro 55 Roman  
9 pt font / 12 pt leading 

Secondary headline 
Neue Haas Grotesk Display Pro 75 Bold  
11 pt font / 14 pt leading / black 

Body copy with bullets 
Neue Haas Grotesk Text Pro 55 Roman  
9 pt font / 12 pt leading / bullets: primary green 
 
 

Hyperlinks 
Neue Haas Grotesk Text Pro 55 Roman  
8.5-9 pt font / primary green 

Legalize and citations 
Neue Haas Grotesk Text Pro 55 Roman  
7 pt font / 9 pt leading / black 50%

The following are general guidelines for content styling 
and hierarchy. When using a specific brand template, 
you should defer to that template’s established styles. 
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BetterBricks photography should inspire action by highlighting human connections 
to buildings and/or energy efficiency technologies and solutions whenever possible. 
Photos with people should be colorful and kinetic, showing professionals enacting 
efficient solutions through collaboration, design, and installation.

betterbricks/ 
photography
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The angled picture box—which replicates the angle of the slash—and 
the action green color screen effect are unique brand elements that 
bring additional visual interest to an asset. 

betterbricks/ 
angled picture box

69.5°

Combined with the slash, implement this effect by applying an accent 
screen over no more than 15% of a photo. 

Include the BetterBricks logo if the asset is being used outside of a 
BetterBricks channel (e.g., a partner newsletter or a paid ad). The logo is 
not required if the asset is being delivered through a BetterBricks channel 
(e.g., LinkedIn, email) where the BetterBricks name and/or logo are 
already present.
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Illustration notes and best practices:  

•	 The focal point of each illustration is the efficient technology being spotlighted, with 
any people and/or setting providing context without distracting from the illustration’s 
intended purpose. The BetterBricks primary green should be reserved for the 
technology, further drawing the eye to the illustration’s subject. 

•	 Everything in the illustration is less saturated than the technology to quickly and 
effectively communicate the central point of the illustration. The use of black/gray 
outlines (2 pt stroke), solid fills, halftones and simple shading serve to add interest 
without creating too much noise or distraction. 

•	 Humans that appear in illustrations should be expressionless and without 
actual human skin tones. This will allow the humans to serve as universal and 
inconspicuous backdrops, not as diverting focal points. 

•	 The illustration should integrate comfortably within a print or digital context to 
highlight a specific technological point without dominating the accompanying text or 
content. 

•	 Inset spot illustrations are preferred over full-bleed illustrations, with the exception of 
full-page infographics. 

•	 When possible, use of photography is preferred over illustration.

Iconography notes:  

•	 Icons use the action green with a black outline to stand out alongside text. In 
addition to the black outline, primary green is used sparingly to add visual interest 
and variety to the finer details.

•	 For less complex or small-in-scale icons, action green only can be used.

betterbricks/ 
illustrations & icons

The brand’s clean, uncluttered and modern aeshetic is further reflected 
in its illustration and iconography styles. While photography should be 
used when possible, illustrations and icons can help reinforce concepts 
and messages for which photos don’t readily exist.
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The following pages illustrate how the 
BetterBricks brand should be executed across 
a variety of every day materials. You can 
request these design template files from your 
marketing or program manager to use as a 
guide when creating your own materials.

If you’re developing material for which a 
template does not already exist, please submit 
a draft to the BetterBricks brand manager for 
review prior to publication or distribution.

To download the latest brand guidelines and 
templates, visit: betterbricks.com/brand.

betterbricks/brand templates & samples



betterbricks/product overview & case study template
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betterbricks/product overview & case study template (cont’d)
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betterbricks/ 
template guidelines

Using the correct document templates and labeling documents in a 
consistent way across all programs and technologies will help provide our 
readers with a dependable brand experience. Use the following guide to 
choose the correct template and label for your document.

Product overview and case study template:

This template is reserved for product overviews and case studies. The first 
page header treatment should remain consistent with only the text and photo 
changing. Brand elements can be mixed and matched to best meet the content 
needs of each individual piece; however, non-copy elements (e.g., photos, 
sidebars, and quotes) should be limited to no more than three per page.

1) Product/solution overview:
Solution-specific overviews should use the following label and headline 
convention:

Label: [PRODUCT CATEGORY] OVERVIEW 
Headline: [Product Name]

Example: 
Label: LIGHTING OVERVIEW
Headline: Luminaire Level Lighting Controls

2) Case study:
Case studies should use the following label and headline convention:

Label: [PRODUCT CATEGORY] CASE STUDY 

Example: 
Label: HVAC CASE STUDY
Headline: Portland firm engineers thermal comfort and HVAC efficiency 



betterbricks/fact sheet template (option a)
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betterbricks/fact sheet template (option b)
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betterbricks/ 
template guidelines

Using the correct document templates and labeling documents in a 
consistent way across all programs and technologies will help provide our 
readers with a dependable brand experience. Use the following guide to 
choose the correct template and label for your document.

Fact sheet template:

1) Fact sheet:  
The fact sheet template should be used when providing information on a sub-
topic of a product or solution and should use the following label and headline 
convention: 

Label: [PRODUCT CATEGORY] FACT SHEET 

Example: 
Label: LIGHTING FACT SHEET
Title: Luminaire Level Lighting Controls in schools

2) Technical guides:
The fact sheet template can also be used for more in-depth technical guides 
and how-to documents and should use the following label and headline 
convention: 

Label: [PRODUCT CATEGORY] GUIDE

Example: 
Label: HVAC GUIDE
Title: Efficient rooftop unit installation best practices



betterbricks/article template
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betterbricks/ 
template guidelines

Using the correct document templates and labeling documents in a 
consistent way across all programs and technologies will help provide our 
readers with a dependable brand experience. Use the following guide to 
choose the correct template and label for your document.

Article template:

The article template is exclusively reserved for long-form writing and editorial-
style content, including BetterBricks Industry Voices, frequently asked 
questions documents, and short reports or papers.

This template should use the following label and headline convention: 

Top right label: “article” or “report” 

Green headline: [Technology/solution] or [Article type/series title]
Black headline: [Article headline]

Example 1: 
Green headline: High-performance HVAC
Black headline: Keep ‘em separated: The many benefits of decoupling.

Example 2: 
Green headline: BetterBricks Industry Voices
Black headline: John Doe



betterbricks/PowerPoint template

Cover Page

Slide w/Image

Section Divider

Slide w/Two Columns
29



betterbricks/PowerPoint template (cont’d)

Slide w/Side-Bar

Slide w/Inset Photo

Slide w/Table

Slide w/bullets
30



betterbricks/LinkedIn post template
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betterbricks/industry voices social template
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betterbricks/video treatment
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The BetterBricks wordmark should appear at the very 
start of the video, entering the frame one letter at a time. 
The text should be vertically and horizontally centered 
in the frame at a total width of 920 px (based on a 1920 
x 1080 screen size). When filming, factor in shots with 

enough contrast for white text. 
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After the full wordmark has appeared on screen, the 
wordmark should rest for ~2 seconds before fading out.

After the wordmark fades away entirely, the series title  
(80 pt medium font), and the video title and location  

(86 pt medium font), should appear on screen one line at a 
time (110 pt leading). A subtle dropshadow can be added 

behind the text to aid in contrast.

Speaker name cards should enter from the bottom left 
side of the screen and include: 1) name in green), 2) title in 
black, and 3) company in black. All speaker cards should 

use the white and green slash treatment.

At the end of the video, the wordmark once again enters 
one letter at a time and rests on the screen for ~1 seond 

before the call-to-action appears below it all at once.

For examples of video intro/outro and  
name card treatments, visit: 

https://youtu.be/
CfMZ2JdxsvI?si=n2d7cMs5d0tqnPCX



betterbricks/newsletter template
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