
B R A N D I N G  G U I D E L I N E S

a n d  G r a p h i c  S t a n d a r d s



A M O R  A R T I S  B R E W I N G T a b l e  o f  C o n t e n t s

1  A M O R  A R T I S  B R E W I N G  M I S S I O N

T h e  f o l l o w i n g  b r a n d i n g  g u i d e l i n e s  a r e  p a r t  o f  A m o r  A r t i s  B r e w i n g ’ s  

m i s s i o n  t o  h o l d  i t s e l f  t o  c o n s i s t e n t  a n d  h i g h - q u a l i t y  s t a n d a r d s .

2  P R I M A R Y  L O G O S

T h e  p r i m a r y  l o g o s  a r e  e s s e n t i a l  i n  t h e  s t a n d a r d i z a t i o n  f o r  

p r o m o t i o n  o f  t h e  c o m p a n y ,  t h e  b r e w s ,  a n d  t h e  b r a n d .

3  S E C O N D A R Y  L O G O S

S e c o n d a r y  l o g o s  a r e  i n t e n d e d  f o r  u s a g e  w h e n  t h e  d e s i g n  o f  t h e  

p r i m a r y  l o g o s  m a y  n o t  b e  a p p r o p r i a t e .

4 - 6  U S A G E  A L L O W A N C E

U s a g e ,  l e g i b i l i t y ,  c l e a r  s p a c e ,  a n d  “ d o n ’ t s ”  m u s t  b e  e s t a b l i s h e d  t o  

a v o i d  m i s r e p r e s e n t a t i o n  o f  t h e  A m o r  A r t i s  B r e w i n g  b r a n d .

7  C O L O R  S P E C T R U M

T h e  A m o r  A r t i s  B r e w i n g  c o l o r  s p e c t r u m  i s  t h e  p a l e t t e  o f  c o l o r s  

e x c l u s i v e l y  u s e d  b y  t h e  b r e w e r y  f o r  a l l  p r o m o t i o n  r a n g i n g  f r o m  

m a r k e t i n g  a n d  d i g i t a l  m e d i a  t o  m e r c h a n d i s e  a n d  p r i n t e d  c o l l a t e r a l .

8  T Y P O G R A P H Y

L i m i t e d  t y p o g r a p h y  a n d  f o n t  s t y l e s  a l l o w  t h e  b r a n d  t o  b e

c o n s i s t e n t  a c r o s s  a  n u m b e r  o f  p l a t f o r m s  n o r m a l l y  o v e r l o o k e d .

9  I M A G E R Y

I m a g e r y  a n d  r e p r e s e n t a t i o n  i s  e s s e n t i a l ;  s p e c i fi c  s t y l e s  o f  

p h o t o g r a p h y  a n d  g r a p h i c s  a r e  s t a n d a r d i z e d  f o r  v i s u a l  i d e n t i t y .



A M O R  A R T I S  B R E W I N G

i s  a  f a m i l y - o w n e d ,  q u a l i t y - f o c u s e d ,  

a n d  ( a l s o  s o m e t h i n g  e l s e  - e d )  

b r e w e r y  l o c a t e d  i n  h i s t o r i c  

d o w n t o w n  F o r t  M i l l ,  S o u t h  

C a r o l i n a .

D e d i c a t e d  t o  o u r  c u s t o m e r s ’  

s a t i s f a c t i o n ,  A m o r  A r t i s  s t r i v e s t o  

d e v e l o p  e f f o r t l e s s l y  c r a f t e d  b e e r  

u s i n g  t r a d i t i o n a l  m e t h o d s  b u t  b y  

m o d e r n  s t a n d a r d s .

T h e  m i s s i o n  o f  A m o r  A r t i s

i s  t o  s u s t a i n  t h e  n a m e :

t h e  l o v e  o f  c r a f t .

B e i n g  c o m p l e t e l y  u n i q u e  w h i l e  

a l s o  c r e a t i n g  t r a d i t i o n a l  a n d  

s t a p l e  b e e r s  s u c h  a s  l a g e r s ,  

p i l s n e r s ,  p a l e  a l e s  i s  a  h u g e  g o a l .  

W e  a l s o  s t r i v e  t o  e x p e r i m e n t  

g r e a t l y  y e t  c o n fi d e n t l y  a s  t o  

e n s u r e  o u r  p r o d u c t s  a r e  o n l y  t h e  

b e s t - t a s t i n g  a n d  m o s t  e n j o y a b l e  

a s  p o s s i b l e .

A M O R  A R T I S  B R E W I N G M i s s i o n

1

T H E  T O L S O N  F A M I L Y

T R A V I S  •  K H A R A  •  S T E V E



T H E  P R I M A R Y  L O G O

The primary logo was designed using a truly 

unique-to-the-brand handwritten 

cal l igraphy paired with a modern sans serif  

font.  The wheat leaves on top and bottom 

symbolize the craft  of  brewing ale.

The primary logo is  composed of two colors:  

true black and a subtly warm gray.  The logo 

is  intended to be used as-designed or in a 

one-color version unless otherwise 

specified by an authoritative employee of 

Amor Artis Brewing.

A M O R  A R T I S  B R E W I N G P r i m a r y  L o g o s

2

P R I M A R Y  A L T E R N A T I V E S

The wordmark may be used when the wheat 

leaves are not appropriate for the media,  

such as a primari ly horizontal  space.

The primary wordmark is  intended to be 

used as a one-color version only.

Another acceptable alternative is  the icon ,  

composed of a sing le wheat leaf with the 

handwritten A from the primary logo on 

both sides.  The icon, l ike the wordmark 

alternative,  is  intended to be used as a 

one-color version only.



A M O R  A R T I S
B R E W I N G

A M O R  A R T I S  B R E W I N G S e c o n d a r y  L o g o s
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T H E  S E C O N D A R Y  L O G O

The secondary logo was designed as the 

ideal  alternative when i t  is  necessary for 

the logo to be more leg ible,  with the 

intention of being used on medias such 

as those smaller than is fit for the 

primary cal l igraphy logo.

S E C O N D A R Y

A L T E R N A T I V E S

The secondary alternative logos should 

only be used when provided or 

specifically instructed by an authoritative 

employee at Amor Artis Brewing.

Each of the secondary alternative logos 

serve a dif ferent purpose for a range of 

medias,  such as a more vertical  space 

that is  not appropriate for the primari ly 

horizontal  logos and wordmarks or when 

less detai l  or decoration is  appropriate

to complement design.

A M O R  A R T I S

A M O R  A R T I S  B R E W I N G



A M O R  A R T I S  B R E W I N G U s a g e  A l l o w a n c e
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C L E A R S P A C E

Any logo–primary or secondary–must 

include a clearspace of at least 25% on al l  

s ides of the outl ine.

Example :  i f  the logo is  1"  at  i ts longest 

length,  the clearspace should be .25" on al l  

s ides.  No graphic element should be placed 

within the boundaries of the clearspace.

S I Z I N G

The primary logo should not be printed or viewed any smaller than 1"  tal l .

Therefore,  sizing for leg ibi l i ty should be an essential  factor in using the appropriate 

logo for the space.  Primary alternatives should be considered foremost before 

choosing a secondary logo or alternative.

. 5 ”1 ”



A M O R  A R T I S  B R E W I N G U s a g e  A l l o w a n c e
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L E G I B I L I T Y

All  Amor Artis logos should be placed on backgrounds so for maximum leg ibi l i ty.  

They should never be placed on patterns or backgrounds inappropriate for the 

color of the logo.

C O N T R A S T

The background of the logo should always create balanced contrast.

You should never put a dark logo on a dark background, as the same 

goes for l ight combinations.



A M O R  A R T I S  B R E W I N G U s a g e  A l l o w a n c e
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M A N I P U L A T I O N

No elements of the brand should be unevenly skewed. They should remain

as designed with proper dimensions.  In addition,  elements should never be

separated ( i .e .  moving the wheat leaves away from the the text) .

T R E A T M E N T S

The addition of treatments or special  ef fects such as adding a drop shadow 

is never al lowed.



T H E  C O L O R  S P E C T R U M

The rainbow of Amor Artis Brewing 

colors are to be used exclusively unless 

otherwise noted by an authoritative 

employee of Amor Artis Brewing.  

Exceptions may include apparel ,  

accessories,  and other merchandise,  for 

which the closest color should be used.

P R I M A R Y  C O L O R S

Black,  gray,  white,  and brick red are the 

brewery’s primary colors,  which should 

be used above al l  other colors when 

promoting or branding.  The logo is  

intended to be printed in W H I T E ,  B L A C K ,  

O R  G R A Y  only,  unless otherwise 

authorized by an authoritative Amor 

Artis Brewing employee.

B R I C K
3 2/ 8 2/ 7 6/ 3 1

# 8 6 3 A 3 5

G O L D
2 9/4 2/ 9 6/ 6

# B 2 8 B 3 2

O L I V E
3 3/ 7 6/ 1 0 0/ 3 7

# 7 B 3 E 1 A

N A V Y
3 3/ 7 6/ 1 0 0/ 3 7

# 7 B 3 E 1 A

E G G P L A N T
7 6/ 7 8/4 8/ 5 1

# 3 4 2 B 3 F

B L A C K
0/ 0/ 0/ 1 0 0

# 0 0 0 0 0 0

G R A Y
5 8/4 9/4 7/ 1 5

# 6 D 6 E 7 0

W H I T E
0/ 0/ 0/ 0

# F F F F F F

Denotes a primary brand color.

B R I C K
“ V i n t a g e  R e d ”

G O L D
“ G o l d ”

O L I V E
“ M i l i t a r y  G r e e n ”

N A V Y
“ I n d i g o ”

E G G P L A N T
“ V i n t a g e  P u r p l e ”

A M O R  A R T I S  B R E W I N G C o l o r  S p e c t r u m
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E X A M P L E  A P P A R E L  S P E C T R U M  from Next Level  Apparel

R U S T
3 3/ 7 6/ 1 0 0/ 3 7

# 7 B 3 E 1 A



A M O R  A R T I S  B R E W I N G T y p o g r a p h y
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P R I M A R Y  F O N T S

The two primary fonts used to represent 

Amor Artis Brewing are Drugs and Lora .

Drugs should always be displayed in al l  

capital  letters,  as well  as include at least 

350 tracking,  ideal ly 500.

Lora may be used in a regular style as 

well  as i tal ics,  and must also be used 

with ample tracking:  at least 100.

If  these fonts are unavailable to use,  any 

additional  font used in associaton with 

the brand should be approved by an 

authoritative employee of Amor Artis and 

should resemble Drugs or Lora as much 

as possible,  respectively.

W E B  F O N T S

Lora is  a Google font,  and therefore 

should be used dig i tal ly or on the web al l  

al l  t imes as the primary serif  font;  

however,  the sans serif  font Montserrat 

should replace Drugs on the web for 

correct universal  display.

C A L L I G R A P H Y

The cal l igraphy of the primary logos is  

handwritten and unique to the brand, 

and therefore should never be attempted 

to be recreated.  Only the orig inal  

cal l igrapher should produce unique 

lettering when appropriate for the 

specific media.

D R U G S

A  B  C  D  E  F  G  H  I  J  K  L  

M  N  O  P  Q  R  S  T  U  V  W  

X  Y  Z

L O R A

Aa Bb Cc Dd Ee Ff G g Hh Ii  J j  Kk Ll  

Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww 

X x Yy Zz

Aa Bb Cc Dd Ee Ff  G g Hh Ii  J j  Kk Ll  

Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww 

Xx Yy Zz

M O N T S E R R A T

A  B  C  D  E  F  G  H  I  J  K  L  

M  N  O  P  Q  R  S  T  U  V  W  

X  Y  Z



A M O R  A R T I S  B R E W I N G I m a g e r y

The aesthetics of the brand are deep in contrast and color just as the company itself is deep in

the roots of both its community and the brewing process. An in-house photographer displays

the uniqueness of the brewery and its dedication to the industry and the quality of their products.
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