
Brand Guidelines
2023 - 2024
In order to maintain the integrity of our brand, please
follow these guidelines when utilizing brand assets
such as our logo, our colours, and our typography.
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Who is 
Reach?
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Simplifying how
businesses sell
cross-border.

The Reach mission.

W H O  I S  R E A C H

At Reach, we know the global ecommerce space - 
and we know it’s primed for disruption. Our one-of-a-
kind strategic partnerships with currency exchange 
providers allow us to offer direct and guaranteed 
real-time currency exchange rates, something 
that no other competitor provides. Between our 
unique positioning, our peerless knowledge, and our 
ingenious solutions, Reach is already charting the 
future of global ecommerce.

We believe international borders should never be barriers to ecommerce. Our mission 
is to empower you to stay local and sell global, and we work tirelessly to eliminate 
costs and pain points that prevent you from doing so. We accomplish this through 
our strategic partnerships with leading currency exchange providers that allows us 
to offer you direct and real-time currency exchange rates that are guaranteed for 30 
days.

We are world-leading experts in what your local challenges are and what your 
international consumers want, and we’re constantly improving to support ever-
changing ecommerce markets to serve both you, and them, better.

4info@withreach.com
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Brand values.

Our business is founded upon a deep respect for local customs. As the 

world of retail evolves online, we are dedicated to connecting people to 

world markets and improving international trade. Our spirit of continuous 

improvement is a fundamental component of why we do what we do.

Respect

We accomplish amazing amounts of important work and demonstrate 

consistently strong performance. We focus on great results rather than 

on process and exhibit a bias to action.

Impact

We inspire others with our ongoing quest for excellence. We care 

intensely about our customer success and our team success. We 

celebrate wins and recognize everyone’s contribution.

Passion

We seek perpetual growth both personally and professionally, 

supporting our teams by sharing knowledge, and creating business 

processes that are scalable and efficient. We iterate and improve on all 

things we do.

Growth

We focus on quality in everything we do, from the mundane to the 

extraordinary. Caring about our work and our product is at the heart of 

our success.

Quality

5 info@withreach.com
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6

THE FOUR CUSTOMER SEGMENTS

Our customers.
W H O  I S  R E A C H

Being able to succinctly identify, describe, and communicate with our 

key customers is vital to Reach’s ability to deliver innovative solutions.

All of Reach’s current customers fit one of these four categories. Each one faces 

unique challenges, and each one must be approached and communicated with in a 

way that will be the most helpful to them specifically.

Access the benefits of net terms and guaranteed FX rates to expand globally. 
Provide a B2C experience for your global B2B buyers.

Get a new revenue stream, monetize transactions, and increase conversions.

Offload tax burdens while maximizing new subscriptions and renewals.

Offer the localized payments experience your customers demand.

B2B

Marketplace & Platform

Digital & SaaS

Retail

mailto:info%40withreach.com?subject=
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Branding & 
logo use.
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WORDMARK ICON

Logo usage.
B R A N D I N G  &  L O G O  U S E The Reach logo is not to be altered or modified in any 

way, please follow these examples to understand what is 

considered a reasonable adjustment and what is to be avoided.

݁	 Resize the logo if needed.

݁	 Change the logo only from Black or Slate Blue to White 
as necessary for maximum contrast & legibility.

In the case of the icon logo, the same rules apply, with one additional consideration - always choose one of the 
versions of the logo where the ‘R’ is filled-in if the imagery below would fill the R with anything other than a solid 
colour. Versions of the icon logo with the ‘R’ filled-in are provided alongside all other logo options in the brand folder.

You may adjust the logo as follows:

mailto:info%40withreach.com?subject=
http://withreach.com
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ܻ	 Do not rotate the logo.

ܻ	 Do not distort the logo.

ܻ	 Do not change the logo to a brighter colour.

ܻ	 Do not reproduce the logo with a different font.

ܻ	 Do not add a gradient to the logo.

ܻ	 Do not apply special effects to the logo, such as Drop Shadow and Bevel.

ܻ	 Do not mask images inside of the logo.

ܻ	 Do not place the logo onto an overly busy background that makes it difficult to read.

ܻ	 When placing the logo on a brand-coloured background, use ONLY Black, White, or Slate Blue

You should NOT adjust the logo in these ways:

Reach

mailto:info%40withreach.com?subject=
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Our colours.
B R A N D I N G  &  L O G O  U S E

Use only the colours shown below in their exact mixes (Hex, 

CMYK or RGB) depending on your medium. Please reference 

the Pantones for any printed merchandise or physical objects. 

The Reach brand palette forms a warm, eye-catching, high-

contrast triad and is colour-blind safe.

Primary Highlight

For headers on light backgrounds, graphics, 

icons.

Secondary Highlight

For headers on dark backgrounds, graphics, 

icons.

Tertiary Highlight

For headers on dark backgrounds, graphics, 

icons, & additional contrast when needed.

Primary Dark Colour

For header text, graphics, icons, and only 

rarely for full backgrounds.

For website content areas, and 

two-tone backgrounds.

For the borders of rounded rectangles 

& H2s on light grey backgrounds.

For very rare use, in presentations only, to clarify positive v.s. negative.

HEX: f0ab12

RGB: 240, 171, 18

CMYK: 5, 35, 100, 0

Pantone: 1235C

HEX: 56c5cf

RGB: 86, 197, 207

CMYK: 60, 0, 20, 0

Pantone: 319C

HEX: 6158fb

RGB: 97, 88, 251

CMYK: 72, 68, 0, 0

Pantone: 2726C

HEX: 0d0d1d

RGB: 13, 13, 29 

CMYK: 82, 76, 57, 77

Pantone: PMS 433

HEX: 928CFF

HEX: 9ADCE2

HEX: F6CD71

HEX: 353c48

HEX: f2f2f2

HEX: d64c4c

HEX: E7E6E6

HEX: 66d855

Indigo

Cyan

Special use-case colours

Gold

Slate Blue

Light Grey Medium Grey

Red & Green
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Gradients.
The predominant gradient to use is the cyan/indigo gradient. It works on all backgrounds, best on white. 

There are a number of criteria for using this gradient tastefully:

݁	 All text, logos, or icons that go on top of gradients must be white.

݁	 Gradients can be used to highlight the most important data in a chart or graph.

݁	 Gradients are to be used primarily in graphics, or in two-tone icons alongside the Slate Blue.

Drop-in,
Go Global.

ܻ	 Do not use a gradient on headers.

ܻ	 Do not use a gradient on the Reach logo.

ܻ	 Do not use gradients  
	 for full-page backgrounds.

You should NOT use gradients in these ways:
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Backgrounds.
There are three suitable background colours for website content:

	 White

	 Light Grey

	 Slate Blue (infrequently)

In print design & presentations, a subtle white/light grey 

gradient can be used for variation.

In social post design & for individual graphics, a subtle 

Iinner Shadow effect can also be used to create depth.

Across all non-web design applications, a two-tone background can be employed to break up page design, create 

variety, and guide the viewer’s attention to the most important information, using only light grey rectangles.

mailto:info%40withreach.com?subject=
http://withreach.com
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Typography.
B R A N D I N G  &  L O G O  U S E

We use Inter as our brand font, employing its versatile weights 

to vary the impact of headers depending on context.

ABCDFEGHIJKLMNOPQRSTUVWXYZ

abcdfeghijklmnopqrstuvwxyz

1234567890!@#$%^&*()-=_+

ABCDFEGHIJKLMNOPQRSTUVWXYZ

abcdfeghijklmnopqrstuvwxyz

1234567890!@#$%^&*()-=_+

Inter Extrabold Inter Regular

>h1<
Main header.

<body>

While the main header is prominent enough to be clearly read in any font colour, it is best to keep <h1> headers 
to only Slate Blue, White, & Black with two-tone highlighting allowed in non-web applications.

Sub-headers should be indigo or slate blue on light backgrounds, and white, cyan, or gold on dark.

Body copy should always be kept Black or White.

Hyperlinks should be indigo on white or grey backgrounds, and cyan, or gold on dark.

When designing emails, to account for dark mode implemented on the user-end, headers may only be indigo.

Sub-header

<h2>

mailto:info%40withreach.com?subject=
http://withreach.com
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Co-branding best practice.
B R A N D I N G  &  L O G O  U S E

When partner agencies and clients make social media posts that feature 

Reach, be sure to repost the original post with additional commentary to give 

the shared content its context, as well as again tagging the parties involved.

We also ask that partnered brands reach out to us at marketing@withreach.

com prior to sharing any social media content to ensure we can coordinate 

and maximize exposure.

Written testimonials from clients should be shared in our 

animated template. Be sure to include, with permission, 

the quotee’s name and position at the company, as well 

as the company’s logo. For podcast appearances, we 

have an animated template that highlights both Reach’s 

guest and the podcast host, we listen for and select a 

highlight, and we link back to the original source.

Reach & the partner’s logo should be presented in the header of a document, or in the closing animation of a video. Both logos 

should be presented in their default colours when possible, and should be equally sized and equally spaced on either side of a 

smaller cyan ‘x’ representing the word “with.”

Social media post sharing

Testimonial content &  
guest appearances

Co-branded design & video

mailto:marketing%40withreach.com?subject=
mailto:marketing%40withreach.com?subject=
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Graphic design 
elements.



16info@withreach.com

R E A C H  B R A N D  G U I D E L I N E S  2 0 2 3 / 2 4

Design pillars -
People & places.

G R A P H I C  E L E M E N T S

Isometric landmarks & stock photography

This imagery is used to bridge a highly-technical global payments sphere with the sense of partnership and 

humanity that Reach evokes in its practice.

Design elements evoke the act of “reaching out” - of the comfort of holding a solution in one’s own hand, an the idea 

of bringing every corner of the globe within arm’s reach. By using recognizable landmarks often associated with 

travel and adventure, we can summon the imagery of world travel without using explicit and impersonal flag-related 

icons and visuals. Highly accurate 3D models reinforce Reach’s technical modernity.

Stock photography - Less prominent on the website, and more so in our social media graphics, we prefer business-

oriented stock photography that shows a diverse range of professionals engaging with technology or other 

obviously business-related activities. We often use photos of landmarks in major cities whilst avoiding anything that 

may confuse the message with one of recreational traveling.

mailto:info%40withreach.com?subject=
http://withreach.com
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G R A P H I C  E L E M E N T S

Design pillars -
Product.
Re-creations with graphic embellishments

Oftentimes, a screenshot alone is not enough to sell what a product or solution can really do. With these graphics 

we intend to emphasize Reach solutions via callout boxes, highlights, graphic emphasis, and iconography. While we 

still endeavour to accurately represent the product, we can provide additional design which helps the prospective 

customer digest the visual information.
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G R A P H I C  E L E M E N T S

Design pillars -
Practical isometrics.
Isometric graphics, animation, & data visualization

Reach solves technical problems with technical solutions. However, as far as the customer is concerned, it’s as 

simple as saving money and skyrocketing approval rates. In order to emphasize the user-friendliness of Reach’s 

offerings, we are engaging  full-colour isometric graphics - both animated and static - to help visualize complex 

concepts. Isometric infographics can fit a large amount of visual information and storytelling into a small space, 

while they themselves can be complex to create, the results are highly engaging - especially in motion.

mailto:info%40withreach.com?subject=
http://withreach.com
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Iconography.
G R A P H I C  E L E M E N T S On white or light grey backgrounds, always prioritize two-tone 

gradient icons taken from the new 2023 icon bank. 

All variations are available for use on other backgrounds.

If new icons must be acquired outside of the established set, follow these stylistic guidelines:
•	 Strokes and corners must have rounded edges.

•	 At least one line should be interrupted or incomplete somewhere in the design.

•	 Icons must be outlined and not filled.

•	 Consider a modern/tech feel.

•	 Simplicity is key.

mailto:info%40withreach.com?subject=
http://withreach.com
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Shapes 
& effects.

G R A P H I C  E L E M E N T S

Rounded rectangles should be used for all enclosed or 

highlighted content areas, with these specific features noted:

Rectangle corners should be ~25 pixels rounded (this will vary 

depending on design program) - to soften edges but not to 

make it so round that it loses its shape.

Drop shadow should be included in almost every 

use of the rounded rectangle as a content area 

backing shape. This is especially true in presentation, 

animation, or print design applications - or simply 

where there is only one of such a shape being used. 

These examples show the maximum boldness of an 

application of drop shadow. It should be this prominent 

or less.

Include a 0.75-1 pixel stroke on all rounded rectangles in the 

medium grey (#E7E6E6) brand colour.
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Shapes & effects.
G R A P H I C  E L E M E N T S

Title bars used for specific informational pop-outs and content areas should be a fully-rounded rectangle and 

default to a cyan>indigo gradient, but other brand colours can be used as needed. The text inside should be Inter 

Extrabold weight, white in colour, and all caps.

Lines used as a margin against a large body of text, 

or as a divider between header & copy, should be 

used infrequently and made to be very thin (~1 or 2 

pixels.) Indigo & the cyan>indigo gradient are both 

good colour choices.

Isometric grids are used as a design element that can 

anchor an otherwise plain white background, or act as 

a platform upon which to place graphics or other visual 

elements. The grid should be in a cyan>indigo gradient 

and at 50% opacity or less.

mailto:info%40withreach.com?subject=
http://withreach.com


22info@withreach.com

R E A C H  B R A N D  G U I D E L I N E S  2 0 2 3 / 2 4

Images & screenshots.
G R A P H I C  E L E M E N T S

Images & screenshots should 

always be framed in a rounded 

rectangle, wherever possible, 

and have subtle drop shadow 

applied.

Screenshots can also be superimposed onto 3D computer screens as mockups to give them more presence. 

Light or white laptops & monitors are preferred.

Highlighted details on screenshots (such as in a 

tutorial) should use simple indigo triangles laid over the 

edge of the image’s frame that can accompany thin 

rounded rectangle strokes in the cyan>indigo gradient.

mailto:info%40withreach.com?subject=
http://withreach.com
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Text & 
information.

G R A P H I C  E L E M E N T S

Hyperlinked text/text areas are equally used with traditional 

buttons, giving users more intuitive touch targets wherever 

important information is shown.

Lists will use either bullets, checkmarks, or triangles in slate blue, indigo, gold, or white, depending on the content.

Content Sub-Categories - In the case of a highlighted content area, sometimes you may need to highlight another 

form of information within the first. For that, another rounded rectangle using the light grey (#F2F2F2) colour, a 1px 

medium grey (#E7E6E6) stroke, and no drop shadow, can be used. 

mailto:info%40withreach.com?subject=
http://withreach.com
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Headers, H1: Inter Extrabold (800) sentence-case and ending with a period when the header is also a statement.  

In non-website applications, using our indigo brand colour for a two-tone highlight effect is encouraged.

Sub-Headers, H2: Inter Regular (400) sentence-case. When used below the H1 - Use indigo brand colour unless 

the design is already heavily coloured, in which case, revert to dark Slate Blue. If on a dark background, use gold.

When used above the H1 - Such as when needed to indicate a section title or a category of information, use all 

capitals, and the indigo brand colour on a light background, or medium grey (#E7E6E6) on a light grey (# f2f2f2) 

background, and gold or cyan on a dark background.

mailto:info%40withreach.com?subject=
http://withreach.com
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Charts 
& graphs.

Charts & graphs that have a 3D element and thereby invoke 

the isometric graphics used elsewhere in the brand are 

preferred.

Interactive elements.
G R A P H I C  E L E M E N T S

Buttons - either indigo & white text, or thin-outlined black & white.

Data visualizations are also a great way to include more of the gold & cyan brand colours, which typically sees less 

use on white backgrounds.

Pop-ups / Tooltips - In presentations, 

buttons can be replaced with small 

pop-out content areas that have the 

opportunity to explain the value of the link.

mailto:info%40withreach.com?subject=
http://withreach.com
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Motion graphics & video.
G R A P H I C  E L E M E N T S

Here are some examples of animated elements & styles to be used in a variety of applications. The connective 

tissues between these different approaches is clean, high-tech graphics, and simple visuals wherever possible.

Subject matter expert series:

Animated tutorials:

Website animated graphics:

mailto:info%40withreach.com?subject=
http://withreach.com
https://youtu.be/0nlKwJxC7K0
https://youtu.be/QvC9CIrMWnI
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Brand resources.
G R A P H I C  E L E M E N T S

Google Drive • Brand Assets

•	 Resources

•	 Presentation templates

•	 Fonts

•	 Logo Files

•	 Letterheads

Danielle Montgomery

Sebastien Ringuette

VP, Marketing

Creative Team Lead

Danielle.Montgomery@withreach.com

Sebastien.Ringuette@withreach.com

Contact For any concerns, questions, or help - please contact the 

marketing department.

•	 Icons

•	 Email signature

•	 Boilerplate

mailto:info%40withreach.com?subject=
http://withreach.com
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