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Our Brand
Our Purpose

Our Vision

Our Mission & BHAG

Our Values

Our Tone of voice



We believe in FREEDOM for our clients, our team, 
and our community. So they can live their best lives 
and have control over why, where, and how they 
spend their time.

FREEDOM

2

Our Purpose
Why we’re in business
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Our Vision
What we would like to achieve

We make it possible for hundreds of 
eCommerce entrepreneurs to achieve 
financial independence, and live their 
best lives.

We empower entrepreneurs to gain confidence in 
their numbers and make data-driven decisions.

Secret Sauce
HOW



Our mission is to become the go-to 
accounting firm for eCommerce 
entrepreneurs looking to scale to 8 figures.
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Our Mission & BHAG
How we’re going to do it over the next 10 years



We are the future of work—a place where the 
individual’s autonomy is respected and honoured. 
Customer, staff or stakeholder, we support your right 
to freedom, your right to have a sense of control 
over your time and priorities. Because you deserve 
to have a healthy, happy life. Really, you do.

FREEDOM

We are a learning organisation. Constantly growing, 
doing, evolving and looking ahead. We try new 
things. We welcome fresh thinking. We are sharers 
and collaborators. We believe in teamwork, positive 
thinking, focusing on solutions and the long-game. 
Because we are the future-makers!

ALWAYS 
GROWING

In all things we do, we strive to be a company that 
people trust. We act ethically. We do what we say 
we will, and always put people over profit. We take 
ownership and accountability over our work. We 
deliver our services with professionalism, 
transparency, humility, excellence and a can-do 
attitude. It also helps that we’re great at our jobs.

DO THE 
RIGHT THING
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Our Values
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Our Tone of Voice

The language we use is relaxed,but 
professional.

We like to communicate in 
friendlyreal language so it feels like 
we aretalking directly to our 
audience.
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Our Logo
Introduction

Primary logo

Clear space

Colour variations

Incorrect usage
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Introduction

Bean Ninjas are speedy and skilfull, they never miss a 
trick and that requires tremendeous focus.We are 
consummate professionals but also like to have fun.



So what does that look like?

How do we create a visual brand that is real,friendly, 
young, unique, secure and attractive?



The brand simply communicatesthe friendly, unique, fun 
andattractive aspects of BeanNinjas. The use of the 
classicgeometric font Avant GardeGothic with its 
rounded,friendly letters and simpletypography says we are 
youngand approachable, not stuffy orstandoffish.

The brand icon using asliced circle that become ninjaeyes shows 
we have a sense ofhumour and aren’t your averageboring 
bookkeepers. We makesense of the numbers with focus, 
dedication, and akeen eye for detail.
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Primary Logo

This is the primary logo to beused for most 
communications.Other colour variations may beused 
when necessary as shownon the colour variations page.

The primary logo should be 
in the colour collection: 
“Jade” with a shade of 300.

The logo should not be 
downscaled to less than 
100 pixels in width or 

20 pixels in height.

20px

100px

Get access to the open files:
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Clear Space

The Bean Ninjas logo musthave clear space around allsides 
equal to the height of the ‘s’ asshown. The clear space 
aboveand below the logo is equal tothe ‘a’ height beginning at 
theCap height and baseline of anuppercase letter as shown.

Unit of measure - ‘a’

Logo Safe Space

Co-branding / Partner Logo positioning

No other logos, graphics orimages 
are to bleed into theclear space 
areas as defined below.
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Colour Variations

For use on a white or dark 
Bean Ninja coloured 
palettebackgrounds for 
colourapplications.

The colour contrast should be 
accessibile as measured 
against the WCAG 2.1,Level AA 
standards, with a minimum 
contrast ratio of 4.5:1.

For use on black or 
mid/darkcoloured backgrounds 
or for usein black and white 
applications.



Could also be used on top of 
dark decorative images.

For use on light colouredor non 
Bean Ninja palette background 
colours or for use in blackand 
white applications.

Black Logo

White Logo

Colour Logo

Accessibility
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Incorrect Logo Usage

The logo dimensions must 
notbe altered in any way

The colour contrast should be 
accessibile with a minimum 
contrast ratio of 4.5:1 or more.

Do not crop, move or obscure 
parts ofthe logo.

The entire logo must be one 
single colour. Do not alter the 
logo or have different colours 
within the logo.

Never stretch the logo

Check Accessibility

Use the full logo

Do not alter the logo
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Our Typefaces
Heading

Bodycopy

Font Pairings
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Headings

Circular Std

Rubik

is our primary typeface for headings for static 
content (Print, Presenations, text on graphics, etc)

is our primary typeface for headings for 
dynamic content (Websites, Apps, etc). 

Book

Medium

Bold

Black

Light

Regular

Medium

Hierarchy

Use for headlines and subheadlinesfor 
display purposes on static content.

Hierarchy

Use for headlines and subheadlinesin 
dynamic settings by embedding the 
font family.

View detailed breakdown
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Bodycopy

Lato
is our secondary typeface. It pairs well with Circular 
and Rubik.

Light

Regular

Bold

Black

Hierarchy

Use for bodycopy, notes or any other 
copy besides headlines.

Roboto
is our primary typeface for bodycopy. It pairs well 
with Circular and Rubik.

Light

Regular

Medium

Bold

Black

Hierarchy

Use for bodycopy, notes or any other 
copy besides headlines.

View detailed breakdown

View detailed breakdown
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Font Pairings

The spectacle before us was indeed sublime.

Apparently we had reached a great height in the atmosphere, for the sky was a 
dead black, and the stars had ceased to twinkle. By the same illusion which lifts 
the horizon of the sea to the level of the spectator on a hillside, the sable cloud 
beneath was dished out, and the car seemed to float in the middle of an immense 
dark sphere, whose upper half was strewn with silver. Looking down into the dark 
gulf below, I could see a ruddy light streaming through a rift in the clouds.

The spectacle before us was indeed sublime.

Apparently we had reached a great height in the atmosphere, for the sky was a 
dead black, and the stars had ceased to twinkle. By the same illusion which lifts 
the horizon of the sea to the level of the spectator on a hillside, the sable cloud 
beneath was dished out, and the car seemed to float in the middle of an immense 
dark sphere, whose upper half was strewn with silver. Looking down into the dark 
gulf below, I could see a ruddy light streaming through a rift in the clouds.

The spectacle before us was indeed sublime.

Apparently we had reached a great height in the atmosphere, for the sky was a 
dead black, and the stars had ceased to twinkle. By the same illusion which lifts the 
horizon of the sea to the level of the spectator on a hillside, the sable cloud beneath 
was dished out, and the car seemed to float in the middle of an immense dark 
sphere, whose upper half was strewn with silver. Looking down into the dark gulf 
below, I could see a ruddy light streaming through a rift in the clouds.

The spectacle before us was indeed sublime.

Apparently we had reached a great height in the atmosphere, for the sky was a 
dead black, and the stars had ceased to twinkle. By the same illusion which lifts the 
horizon of the sea to the level of the spectator on a hillside, the sable cloud beneath 
was dished out, and the car seemed to float in the middle of an immense dark 
sphere, whose upper half was strewn with silver. Looking down into the dark gulf 
below, I could see a ruddy light streaming through a rift in the clouds.

Circular Std

Rubik

Circular Std

Rubik

Roboto

Web

Web

Print

Print

Print

Print

Roboto

Lato

Lato
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Our Colours
Colour Palette


Colour Collections and Shades



The 60-30-10 Ratio

Colour Ratios
We use a palette ratio as a guideline for how to use the combination of 
colours. The Bean Ninjas brand is an overall light and professional brand, 
so most of the layouts and designs should predominantly be built on top of 
a white palette. The “Tusk” collection could be used in combination of this 
light base plate to build it up.

As we start adding colour to the design, we need to aim to have the 
primary colour of “Jade” (primarily shade 300) in 60%. The secondary 
colour collection “Tar” should be used in a further 30% of the design. And 
then depending on the design, the last 10% could be made up of either the 
“Sky” or “Gold” collection to give it some accent colours. It is not advisable 
to use both the accents on the same design. 

A predominantly green colour palette 
has been selected to reflect the 
financial and business elements of the 
Bean Ninjas brand.

Primary

The primary color (and various shades) should be used about 60% throughout the 
layout or design. 

Secondary

The secondary color (and various shades) should be used in another 30% of the 
layout or design. 

Accents

The remaining 10% of colour usage in the design could be made up of one of the 
two accent colors (and various shades). 



Only one accent colour should be used at a time to compliment the primary and 
secondary colours on top of a light (white) base.

Our Colour Palette

60%

30%

10%
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View detailed breakdown
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Visual Toolkit
Image Selection

Image Styling



Image Selection

Using photography as part of our visual toolkit is 
a method used to differentiate our brand, and as 
such,images should reflect our brand personality 
which is ethical, caring, committed,honest and 
approachable.

Choose neutral and natural images,with no retouching, 
effects, addedobjects or strident colours.The images 
should be inspiring andclean, with few visual elements.

We’re not afraid of using our team images to give 
it that personal touch and to add value and further 
develop our brand.Used correctly they are an 
important tooland help set a proper style, create 
brandrecognition and engage the customer.

Choosing the best image:

1. Does it feel natural?

2. Is it inspiring?

3. Do the actions of the people seemnatural/casual?

4. Does it feel unique? (should not look like a 
stockphoto)



If you answered “yes” to all thesequestions, then you’re 
on the right track.
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Image Styling

When using images we use various methods of styling to convey the brand personality and ensure 
consistency across applications.



You can style images in 1 of 4 ways:

1. Full Colour Image

2. Primary (Jade) Overlay

3. Secondary (Tar) Overlay

4. Diagonal Strips

Use the selected image according to the guidelines as is in full colour.

Desaturate the image by bringing the saturation to almost 0.



Place a colour overlay with a ‘Multiply’ blending mode on top of the image.



This primary overlay could be any shade of Jade.

Desaturate the image by bringing the saturation to almost 0.



Place a colour overlay with a ‘Multiply’ blending mode on top of the image.



This secondary overlay could be any shade of Tar.

Similar to option 2 and 3 above, you can place a diagonal strip accross the image 
at a 15  angle.



With this option you can use a Jade only strip, a Tar only strip or a combination of 
the two as indicated in the image on the right.



Thank You!


