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This brand guideline addresses the identity of the brand
and its visual representation across different contexts.
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This framework forms the heart of the brand's design
system, embodying its essence and guiding principles
with thoughtful intention.
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CURRENT BRAND

oo Saced

COSMETICS

American cosmetic brand founded in 1998 by
Jerrod Brandino & Jeremy Johnson

“We believe makeup is power, giving
women the freedom to express themselves
and the confidence to take on the world”

Current Logo

About

Mission Statement

05



Too Faced Guidelines

06

TARGET AUDIENCE
GROWING UP WITH THE BRAND

Individuals who have a history with our brand but may now feel they have
outgrown it. They still admire our adventurous and daring spirit and are keen to
explore new trends. However, quality remains crucial. They're trendsetters who
value differentiation and seek products that reflect their unique tastes.
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BRAND IDEA

DARING SOPHISTICATION

Core Purpose

We enable bold self-expression through makeup, inspiring confidence
and creativity in every brushstroke.

Difference

We defy conventional notions of sophistication by infusing luxury with a

bold edge. We rebel against the status quo, rewriting the rules of beauty.

Value Proposition

Our innovative formula offers unrivaled quality and performance,
empowering you to embrace your individuality boldly.
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Fearless

Not afraid to take
actions different from
other luxurious
competitors.

PERSONALITY

Chic

Makes you stand out
effortlessly.

Exquisite

Ensuring that every
purchase delivers
unmatched value
and quality.
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MOOD BOARD

Utilize this mood board as the cornerstone for all
visual elements associated with the brand. Each
visual component should resonate with and reflect
the essence captured within this board.
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LOGO
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This logo embodies the essence of the brand,
symbolizing a fresh form of boldness and sophistication.




NEW LOGO

TOO FACED
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MONOGRAM SYMBOL

Our monogram symbol is a geometric representation blending the letters T
and F. Drawing inspiration from the slab serif type style, this monogram
encapsulates both elegance and daring.
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TOO (TWO) FACED

This monogram also serves as a homage to the origins of the brand's name,
which was inspired by Jerrod Blandino's observation of customers' dual personas
with makeup. Too Faced now provides products with transformative abilities,
empowering individuals to express themselves. The combination of the letters T
and F symbolizes the concept of two faces, juxtaposed side by side.
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ATTENTION TO DETAIL

Crafted with meticulous attention to detail and adhering to the principles of the
grid system, this monogram embodies precision in its slab construction and
proportions. The full logo should consistently adhere to this proportion system.
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COLOR WAYS

Logo color variations are limited to these sets.

Any other colors are not permitted for use
with the logo.

Exception

Only exception is the product packaging,
where the logo can be used in chrome finish
with any of these background colors.

TOO FACED

TOO FACED

TOO FACED

I

TOO FACED

I

TOO FACED

T

TOO FACED

Primary Use

TOO FACED

H 1 1
TOO FACED
= }
TOO FACED

Secondary Use & Exception
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USAGE TYPE

TOO FACED

Monogram + Text

Mobile Web lcon, Social Media Profile, Poster, Merchandise

Monogram Only

Desktop Web Icon, Packaging
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MINIMUM SIZE & CLEAR SPACE

ooooooooo

TOO FACED |

0.75"

Minimum Size (Screen)

No Less Than 20 px Height

Minimum Size (Print)

No Less Than 0.75 in Height

Minimum Margin

Formula for minimum margin around the logo

18



Too Faced Guidelines

19

PARTNERSHIP

Any collaborations with third parties must adhere to these guidelines, ensuring
that the full logo is prominently featured. The thickness of the middle line should
always be one-third of the monogram's thickness.

TOO FACED
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INCORRECT USAGE

TOO FACED

TOO FACED

TOO FACED ‘E

X Don't change logo lockup X Don't recreate the logo X Don't use the word mark alone X Don't distort the logo
Too Fa
TOO FACED TOO FACED TOO FACED Cep
X Don't apply effects to the logo X Don't use unapproved color ways X Don't change the word mark X Don'ttilt the logo
TOO FACED .COM JOIN TOO FACED MEMBER NOW! TOO FACED

X Don't add any elements to the logo X Don't use the logo in a sentence X Don't change the monogram thickness X Don't tilt the monogram
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SOCIAL ICONS

The primary social icons should be in the approved color scheme. Icon colors
may vary depending on the type of new launches. For example, the icons for the
Deep Cocoa Collection would be brown.

TOO FACED

Primary Icon

I

TOO FACED |

New Launch Icons

I

TOO FACED
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COLOR
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The new color scheme radiates fearlessness and luxury,
injecting a unigue twist into the brand's identity.
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PRIMARY COLORS

The Off White hue represents the primary white tone
within the brand's color palette. Deep Red serves as

an accent color, enhancing the brand's vibrancy and

injecting a bold element into its identity.

Off White

#F7F7F7

R 247
B 247
G 247

CMYK
(0%, 0%, 0%, 3.14%)

Deep Red

#A61817

R 166
B 24
G 23

CMYK
(0%, 85.54%, 86.14%, 34.9%)

Black

#000000

RO
BO
GO

CMYK
(0%, 0%, 0%, 100%)
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Cocoa

SECONDARY COLORS #3A190B

The secondary colors draw inspiration from the brand's peach and chocolate R 58
collections. Nectar reimagines the iconic peach palette, while Cocoa B 25
embodies the essence of the chocolate palette. G 11

CMYK
(0%, 81.03%, 77.59%, 77.25%)
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TYPOGRAPHIC COLOR

Text is always in either Off White or Black.
Do not mix colors.

AaBbCc

AaBbCc

AaBbCc

AaBbCc

AaBbCc

26



Too Faced Guidelines 27

COLOR USAGE

Both primary and secondary colors are suitable for
use as backgrounds in product photography or as
the foundational colors of the product, depending
on its concept.




Too Faced Guidelines

TYPOGRAPHY
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Combining a distinctive slab serif typeface with a
contemporary sans serif font results in a distinctive
fusion of typography.
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LEXIA VF

Lexia VF is a slab serif variable typeface used for main headings, headlines,
posters, and product names.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Weight: 670 Tracking: 200 All caps
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AVENIR

Avenir is a sans serif typeface mainly used for sub headings and body texts for
better readability.

Avenir Heavy is used for sub headings, buttons, eyebrows, and other texts
that falls right under the hierarchy of the main heading.

Avenir Light is used for any type of body copy texts.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

Weight: Heavy

Weight: Light
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TYPE HIERARCHY

Case

All caps for main heading, eyebrows, title &
catchphrase, sub headings, and buttons.

Title case for body heading and short descriptions.
Sentence case for all other types.

Justification

Always left or center justified.

Proportions

Type sizes are calculated using headline point size.

Tracking

Only Lexia VF has tracking. Avenir should be always 0.

EYEBROW IS 1/2 HEADING

MAIN HEADING

TITLE & CATCHPHRASE IS
3/5 HEADING

SUB HEADING IS 1/2 HEADING

BUTTON IS 8/25 HEADING

Body heading is 8/25 heading

Body text is 8/25 heading
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ADD TO CART

X Don't use unapproved typefaces

aDd to cARt

X Don't mix cases within words

INCORRECT USAGE

ADD TO CART

X Don't use unapproved colors

ADD TO CART

X Don't apply effects on typefaces

ADD TO CART

X Don't mix weights

APDTO

X Don't tilt typefaces

For the strongest, boldest application,
apply Lady Bold Lipstick directly onto clean,
dry lips. Use the tip to perfectly outline the
lip line, then fill in lips using the flat side.

X Don't use headline weights for body

DISCOVER YOUR BEAUTY WITH
OUR EXCEPTIONAL PRODUCT

X Don't use all caps other than approved
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PHOTOGRAPHY
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Photography captures the brand's fundamental values by
embodying boldness while preserving its inherent playfulness.
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PHOTOGRAPHY PRINCIPLES

/ Our Photography Is

Striking
Bold
Crisp & Clean

X Our Photography Is Not

Muted
Soft
Blurry & Grainy
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Model Focused

PHOTOGRAPHY TIERS

Spotlight Images

Product Images
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MODEL FOCUSED

As a cosmetics brand, demonstrating product
application is essential. All models should evoke a
sense of fearlessness and chicness. Heart imagery
is utilized to reinforce the brand's established
values while also enhancing its distinctiveness.
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SPOTLIGHT IMAGES

Spotlight images are designed to capture
attention and should possess dynamism. They can
range from dynamic product shots to abstract
imagery that aligns with the product's concept.
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PRODUCT IMAGES

Product images must be clear and effectively

communicate information about the product.

Products should always be displayed in a
frontal orientation.

LR fE T AT

L
| A RALF FOR

LT 1
TR
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PRODUCT FAMILY

Group shots of product families should also be
sharp and tidy. Shadows should be present, and the
products should be neatly arranged in sequence.

’ »

7
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PACKAGING
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Packaging serves as the initial impression of the brand's
product, aiming to captivate attention.
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PACKAGING LAYOUT

For any vertically-oriented products, packaging
should adhere to this layout guideline. This
guide uses the geometric logo as the
foundation for measurements, with all margins
determined accordingly.

Scale up the logo to fill
the rest of the space

Logo is 1/3 of the height

MASCARA ... ...
- fOmL/QZ7EOn — — :

width of the \ogb

[ — — INGREDENTS _— _— |

[7| "OcHIdsecarol PoljathyTene, ™ ||
Squalane, Microcrystalline Wex Cera
IMicrocristalline\Cire Microcristalline, |
| PPG-51/SMDI Copolymer, Dextrin |
sostearate, Polyglyceryl-3
| Diisostearate, Hydrogenated |
| Polyisobutene, Tocopheryl Acstate, |
Sodium Hyaluronate, Ricinus
! Communis (Caston) seed O, !
| Cymbidium Grendiflorum Flower |
| Extract, Phytosteryl/Octyldodecyl |
Lauroyl Glutamats, Caprylic/Capric
| Triglyceride, Polyglyceryl-6 |
| Polyricinoleate, Ozokerite, Siica, |
Disteardimonium Hectorite,
| Isopropyl Titanium Triisostearate, |
| Butylene/Ethylene/Styrene |
Copolymer, Ethylene/Propylene/Sty-
I tene Copolymer, Dibutyl Lauroyl |
|Glutamide, Alumin, lsostearic Acid, |
Isostearyl Alcohol Butyl Stearate,
lydrogenated Castor Oil, Fragrancel
| (Porfum), Benzyl Benzoate, Benzyl |
Salicylate, Linalool, Limonene, BHT,
| [+/- Mica, Titanium Dioxide (CI |
| 77891), Iron Oxides (C1 77491), Iron |
| Oides (C177492), ron Oxides (CI |
77499), Bismuth Oxychloride (CI
| 77163), Blue 1 Lake (CI 42090), |
| Bronze Powder (C177400), Copper |
Powder (Cl 77400), Red 6 (C1 15850),
| Red 7 (C1 15850), Red 21 (C1 45360), |
|Red 27 (C1 45410), Red 28 (CI 45410),‘
Red 30 (CI 73360), Red 33 (Cl 17200),
IRed 6 Leke (C1 15850), Red 7 Lake (Il
| 15850), Red 21 Lake (CI 45380), Red |
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| |
| |
| |
| |
| |
| |
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| |
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| |
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1/3 of bigger logo width
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Top lid color is the shade of the product e

Number of the shade and its name should oo y
always be in two separate lines : ‘

kad
: =
— - Sl R Extreme is a sub category within Lip
s ; Injection collection so the text is in red.
sy~ oa
PACKAGING COLOR =
e 1
. =
— )
= 2
The color of the top lid of the packaging varies = =
based on the shade of thg product. The text F— )
changes color F)n!y when it repre.sents a =
subcategory within the product line. J— ;—

I
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LADY BOLD CREAM

These are the samples of the Lady Bold Cream Lipstick packaging with
various shades. Additional shades follow the same format with different top
lid color and text.
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BETTER THAN SEX

These are the samples of the Better Than Sex Mascara packaging in two
different shades. Other variations should follow the same format and dimension.

BETTER THAN SEX

BETTER THAN SEX
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LIP INJECTION EXTREME

These are the samples of the Lip Injection Extreme Lip Plumper Gloss
packaging in five different shades. Other variations should follow the same
format and dimension.

rrrrrrrrrr

E
i
ik
i
LIP INJECTION EXTREME
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BORN THIS WAY

These are the samples of the Born This Way Foundation. Foundation is the
only exception to the vertical packaging guideline but still follows general
margin format based on the monogram’s width.

o]

ACEN THER WAY

—




Too Faced Gu

PRODUCT PACKAGING
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LAYOUT & COMPONENTS
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The layout forms the foundation for the various applications
of the brand's product.
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DESKTOP WEBPAGE

Desktop webpage follows 12 column centered grid
with 80px column width and 20px gutter.

OWN YOUR BEAUTY
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MOBILE WEBPAGE

Mobile Webpage follows 4 column stretched grid
with 16px margin and 16px gutter.

dhond a

OWH YOUR BEADTY

LIPS

S e
EYES
=} 1]
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NEWSLETTER

The newsletter content should consistently reside within the outlined rectangle
frame. The initial header must feature the full logo, and all elements should be
center-aligned. While other components may vary depending on the context,

they should always be contained within rectangular frames.

Rectangular frame system

T

ToOd Facio

MAKEUF DONE DIFFERENTLY

Ll il elayd Drbaufly FEglefel welh
ol i -padlng malosun

SHOP ROW

LARY BOLEr CREAM
LIFETICE

BETTER THANR 5EX
MASCARA

£

Center justified
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Product picture always dynamic and not static

7
: 4
=) ¥
POSTERS <
o}
2
Main poster is inspired by the vertical type g
alignment of the packaging. e
=
Other product poster should always follow =
the format shown. O
r:;lr:E: B BETTER THAN SEX :IF LADY BOLD CREAM '-[EI

TOS FACED

Name of the product bottom left aligned Full logo bottom right aligned
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ICONOGRAPHY

All icons should feature sharp-edged strokes, reflecting the geometric
design of the logo.

Buttons should consistently be enclosed within rectangles, maintaining the
specified top and bottom margins. Side margins may vary slightly based
on the design context.

The heart symbol is employed to perpetuate the brand's ethos. It replaces
stars in certain instances, such as within the review section.

Q

Search

Main Icons
Account Shopping Bag Down Up Back
Button

Next
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APPLICATION
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This is an overview of the brand's real-world design.
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TOO FACED TOO FACED

| ﬂ OWN YOUR BEAUTY B
| a OWN YOUR BEAUTY

LADY DDLD CREAM

OO PALED

WALL POSTER

TOO FACED

By
[ ]
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TOO FACED
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SEPHORA

SEPHORA STORE o LADY BOLD CREAM
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STATIONERY

Name Card

Makeup Pouch
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DESKTOP WEBPAGE

Homepage

63

OWN YOUR BEAUTY

TOOH FACED FRUNT ECHTION

#1 MASCARA IN US

BETTER THAN SEX
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DESKTOP WEBPAGE

Product Page
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ElEEEE.
FEEEEEEN

=

LET YOUN LIFE O THE TALKIND
WITHOUT EVER SAYING & WORD

PR Y A

s T B ol ]
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DESKTOP WEBPAGE OVERVIEW

E BETTER THAN EEX

IIIII

------
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MOBILE WEBPAGE

Homepage

66

ik, « ioofaced com (o
OWN YOUR DEAUTY

SHOP BY CATEGUEY

|l

T e

B WASCARA B L5

BETTERYWHAN SEX

SR YOUR BEALITY

CUSTOMIER SERVICE

ABDUT
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MOBILE WEBPAGE OVERVIEW
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NEWSLETTER

4 bestsellers you'll fall in love with

[y ]

TOC FATED

MAKEUF DONE DIFFERENTLY

LAY BOLD CHEAM
LIPETICK

- -

I IR/GWAAVYR

LIF FLUMPER OLOBSE

REN THIS WAY
FOURNDATION

Share Yoar Evgerierds with Too Faoed

2 o d 6 @
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NEWSLETTER OVERVIEW

T

Tl FACE

HANEUF COEE DIFFERENTLY
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SOCIAL MEDIA
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Instagram Profile
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Instagram Promotion Post




OWN YOUR BEAUTY

WWW.TOOFACED.COM



