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Why have standards?
This document exists to provide clear, reliable guidance on how to use our 
branding elements. These standards are central to our ongoing commitment to:

 d Maintaining brand authenticity
 d Building brand equity
 d Leveraging our brand across any geographic or occupational market
 d Providing consistency and quality in everything we do
 d Facilitating increased productivity throughout the company

This document will be reviewed once each year and updated as necessary.



Brand Vision

Quality. Safety. Stability. Excellence. 
Agility. Craftsmanship. Endurance.

For more than 30 years, we have endeavored 
to portray these values in everything we do 
 and in every touchpoint of interaction with  

our customers, employees, contractors,  
and communities.

We are a robust, vibrant company who combines 
years of experience with leading-edge thinking 

and technology to provide products and services 
that will last lifetimes. Our logo and design 

standards are intended to reinforce our brand 
and mirror our core values.



Our Logo

Knowing nothing else about our company, our logo is designed to 
communicate our core values and portray an image of strength and 

professionalism without additional explanation. 

The Dynamic Systems, Inc. mark is comprised of the letters D and S 
combined in a conduit-like fashion, along with our company name, and 

“Mechanical Contractors” set in Industry font, skewed to an angle of 17.5°. 

The logo is a registered trademark and the circle-R registration symbol 
should accompany the design by default, except in cases where the logo 

appears very small, or in a low-resolution format (like embroidery) where 
the trademark symbol would not be legible.



OUR LOGO — ACCEPTABLE VARIATIONS

Color Treatments

Standard 2-color format

Single-color format:  Black (for use on light backgrounds)

Single-color format:  Pantone 647 Blue

Single-color format:  White (for use on dark backgrounds)



OUR LOGO — ACCEPTABLE VARIATIONS

Stacked Versions

Standard 2-color format

Single-color format:  Black (for use on light backgrounds)

Single-color format:  Pantone 647 Blue

Single-color format:  White (for use on dark backgrounds)



OUR LOGO — ACCEPTABLE VARIATIONS

Alternate Versions

without tagline

mark only

In cases where the tagline detracts from the  
logo placement, or would not appear legibly,  
the stacked logo may be used without 
“Mechanical Contractors.”

The “DS” mark may also be used as an accent 
or punctuation in certain cases, but never as a 
standalone identifier of Dynamic Systems, Inc. 
An acceptable variation of the standard logo 
should always accompany the “DS” mark.  
Our website is an example of this usage:  





Discretion should be used when deciding
which version of the logo will offer the

most contrast and readability per usage:

Apparel

Gift Items

Vehicle Graphics

Jobsite Safety Gear

Corporate Collateral

Advertising

Exhibit Graphics

Facility Signage

Software

Inventory Labels

Placards

and more…

Special Cases
Some uses of the logo may warrant a step outside of 
the standards heretofore mentioned. Such variances 
to logo usage—or any other standard enumerated 

in this document—could be permitted, but must be 
approved by DSI Marketing beforehand.



Our Colors

DSI’s Primary Color

Pantone 647 Blue
C 90 M 63 Y 20 K 4
R 23 G 60 B 92
Hex:  # 236092

Secondary Color Palette

As we are an industrial construction contractor, a number of 
colors have been approved to compliment our primary blue color. 

Generally, these are warm earthtones and metallic colors, with 
vibrant yellow and orange included for safety callouts.

647



Screen captures show how this color palette has been integrated into our corporate website.



Our Fonts

Minion Pro

Calibri

Industry

As DSI employees develop documents for 
internal and external communication, we must 
strive to maintain consistency and clarity across 
the entire corporate system.

Online documents, email, websites, instant 
messages, and other on-screen communications 
are often governed by style rules over which 
individuals may have little control. In those cases, 
it is acceptable to use the type styles provided.

When creating your own documents on your 
personal computer, we ask that you use these 
fonts to the fullest extent possible. They have 
been selected for their readability, ease of use, 
wide variety of special characters and glyphs, 
and the fact that they are pre-installed on most 
computers provided by the company.



Minion Pro (Regular, Medium, Semibold, Bold)

Calibri (Light, Regular, Bold)

INDUSTRY (Light, Black)

This font is provided as part of the Windows 7+ operating system. The font can be downloaded freely from the internet for use on 
other operating systems. It is available in several stroke weights from Light to Bold. Any stroke weight is approved for general usage.

This font is provided as part of the Windows 7+ operating system. The font can be downloaded freely from the internet for use on 
other operating systems. It is available in several stroke weights from Light to Bold. Any stroke weight is approved for general usage.

This font should be used primarily by Marketing. It is a licensed font and cannot be freely distributed throughout the company.  
Additional licenses can be purchased from Adobe.com, or obtained as part of Adobe’s Creative Cloud subscription through TypeKit. 
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Typography Problems & Solutions

Care should be taken to make typed content as legible and digestible as possible. These pages show examples 
of acceptable layouts, common typographic problems, and how to solve them. Foremost, strive to give each page a 
clear visual hierarchy — decide what you want viewers to see first and make that the most prominent thing on the 
page. Secondary elements should be the next-most visible, and so on.

Left-Justified Type
These paragraphs are left-justified, meaning the left side of 
the column lines up while the right side is left to wrap freely. 
This increases legibility because the spacing between letters 
and words is consistent throughout the paragraph. For this 
reason, most classic printings of books will be left-justified. 
Letters on letterhead may benefit from being left-justified.

When using headlines, like the one above, make sure they 
clearly identify the content listed under them. There’s no 
harm in breaking your writing down into smaller, clearly 
marked, digestible chunks.

Fully Justified Type
Corporate literature, magazines, and many other written 
documents are designed to a grid — meaning there is a non-
visible structure on the page that might include columns and 
rows, etc. Justified type helps to define that grid, and in doing 
so, makes the overall page layout easier to understand. Nearly 
all of your writing should be fully justified. 

The major drawback is that 
legibility is compromised because 
the space between lettering and 
words is adjusted to make the 
line fit the given space. Often 
you wind up with odd spacing 
that becomes a distraction to the 
content. Especially when columns 
are narrow, like this.

Note the extra spacing 
in this paragraph.

Hyphenation is a good 
way to address this, 
but read the section on 
hyphenation to avoid 
creating other issues.





Indents & Spacing
Many of us were taught to indent our paragraphs when typing. 
However, this rule is generally only applied to letters and books. 
Corporate literature rarely follows this rule, so you should not 
indent paragraphs. Instead, leave a space between them.

Traditional typing would also have you put two spaces after 
a period. This applies exclusively to old-style 
typewriters where every character takes up the 
same amount of space. Computers automatically adjust 
the space surrounding each letter for maximum readability, so 
only one space should be used after a period.

Orphans
This paragraph ends in an orphan — that is, only one word on 
a line at the end of a paragraph. This leaves too much white 
space between paragraphs. Rewrite your paragraph to avoid 
this.

See how the word “this” wrapped to a line by itself? Please take 
care to avoid this at all times. 

Widows
This paragraph ends in a widow — when your page uses 
multiple columns of text, take care to avoid having a single line 
of text (at the end of a paragraph) wrap up to the next column. 
This greatly distracts from your content and always comes off 

as a mistake, even if you don’t know what a widow is.

Hyphenation
Use a hyphen when you use two words together to describe a 
single thing. Example: A full day of work is not the same as a 
full-day shift. When the first word ends in -ly, it is an adverb 
and should not be hyphenated. Full-justified vs. Fully justified.

This paragraph is filled 
with lots of problems. 
Can you spot them all?

This is a widow. Don’t do this, either!

This is an orphan. Don’t do it!







Here is a fully justified para-
graph in a narrow column 
of text. Hyphenation can 
help solve the text-wrap-
ping issue, but can get 
problematic when mul- 
tiple lines of text are hy-
phenated together. The sol-
ution is rework your page 
layout so that the column 
isn’t so narrow, or reserve 
this space for a photo cap-
tion.




