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BRAND IDENTITY
/ COUNTER BALANCE ARCHETYPE /
>>> THE OUTLAW

COUNTER BALANCE //
Clearly follows the archetype of “The Outlaw”. We are effectively a bunch of misfits that try to
revolutionize the field in which we are active, namely public finance. And we’re proud of the rebel
badge as well.
Breaking rules, putting a name on particular issues and proposing revolutionary solutions to the
main challenges the European Investment Bank (EIB) and other public banks face does not scare
us at all, it is what we do.
Counter Balance is a watchdog, that is the essence of the identity of our organisation.
This archetype is clearly reflected - not only in the pure content that we and our members produce
- but also in the visual styling that we have developed and the tone of voice. By using angles in our
visual products and by playing with the contrast these angles create in the layout of our visuals, as
well as the color palette that creates a striking visual style we amplify the characteristics we have
as a “rebel watchdog”.
However, we cannot lose sight of the context in which we work. By setting up clear guidelines in
terms of font use, color palette, image types and overall feeling, we ensure that our targets - the
EIB, other public banks, public institutions and other NGOs that work within our context - take us
seriously. Form is key in that regard, especially in a very corporate environment, which the public
investment sector undeniably is.
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COLOR SCHEME
Counter Balance uses 4 main colors in the visual identity.
These colors are; Yellow, Brown, White and Black.
COUNTER BALANCE
YELLOW //

COUNTER BALANCE
BROWN //

R = 251
G = 190
B = 50

R = 60
G = 50
B = 74

#f9be32

#3c322f

COUNTER BALANCE
WHITE //

COUNTER BALANCE
BLACK //

R = 255
G = 255
B = 255

R=0
G=0
B=0

#ffffff

#000000

05
LOGO USAGE AND RULES
The refreshed logo of Counter Balance is used in two forms. Black on white and white on black.

BLACK ON WHITE

WHITE ON BLACK

The logo is always placed in the right-hand bottom corner of visuals, reports, brochures, or any
other multimedia product produced by Counter Balance itself, unless it is relocated for a specific
design (for example a section in a report that states: “Endorsed by...”)
It will ALWAYS be accompanied by the slogan: “Challenging Public Investment Banks”.
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DO’S AND DONT’S
/ DO’S /

Logistics Report Sharepic //

EIB Roundtable Invitation Visual //

>>> The logo is always placed in the righthand bottom corner, unless it is relocated
for a specific design (for example a section in
a report that states: “Endorsed by...”)
>>> The white text logo is ALWAYS used on
a black backdrop
>>> The black text logo is ALWAYS used on
a white backdrop
>>> As a rule of thumb, we use the black
backdrop for social media/multimedia we
use the white backdrop for print products
>>> Generally we use a -2.4° angle for the
backdrop and the accent lines. However, this
can be altered for additional visual effect
like the EIB Roundtable Invitation Visual
>>> The backdrop angle ALWAYS goes from
left to right
Energy Lending Policy Cover //
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/ DONT’S /

DO NOT

DO NOT

change the font used in the
logo

change the color of the logo

DO NOT

DO NOT

change the shape of the
logo

use a different backdrop
color for the logo other
than black, white or (less
frequently) brown.
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TYPOGRAPHY
COUNTER BALANCE //
Uses two different fonts for text on all forms of media, whether it is multimedia or print.
The fonts we use are:
>>> DIN Pro
>>> Vollkorn

DIN PRO

VOLLKORN

AaBbCc
AaBbCc
AaBbCc
AaBbCc

AaBbCc
AaBbCc
AaBbCc

USED FOR
Din Pro REGULAR //
>>> Main body text
>>> Titles
>>> Website URL’s
Din Pro ITALIC //
>>> Quote text
>>> Print only body text

USED FOR

Vollkorn REGULAR //
>>> Quote attributions
Vollkorn ITALIC //
>>> Footnote sources
Vollkorn SEMIBOLD //
>>> Emphasis in body text

MYRIAD PRO

Din Pro BOLD //
>>> Emphasis outside body text
Din Pro BLACK //
>>> Subtitles
>>> Final footnote numbering

AaBbCc
USED FOR
Myriad Pro BOLD //
>>> Footnote numbers
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/ EXAMPLES: PRINT /

PREFACE TITLE //
>>> VOLLKORN SEMIBOLD
>>> INCREASED SPACING
INTRODUCTORY BODY TEXT //
>>> DIN PRO ITALIC
EMPHASIZED TEXT //
>>> VOLLKORN SEMIBOLD
>>> COUNTER BALANCE
YELLOW
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SUBTITLE //
>>> DIN PRO BLACK
>>> COUNTER BALANCE 		
BROWN BACKGROUND
INTRODUCTORY BODY TEXT //
>>> DIN PRO ITALIC
EMPHASIZED TEXT //
>>> VOLLKORN SEMIBOLD
>>> COUNTER BALANCE
YELLOW
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TITLE //
>>> DIN PRO REGULAR
INTRODUCTORY BODY TEXT //
>>> DIN PRO ITALIC
BODY TEXT //
>>> DIN PRO REGULAR
FOOTNOTE NUMBERS //
>>> MYRIAD PRO BOLD
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BOX HEADER //						BODY TEXT //
>>> VOLLKORN SEMIBOLD				>>> VOLLKORN ITALIC
BOX COLOR //							FOOTNOTE NUMBERS //
>>> COUNTER BALANCE BROWN			>>> MYRIAD PRO BOLD
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TITLE //						FOOTNOTE NUMBERS //
>>> DIN PRO REGULAR				>>> DIN PRO BLACK
SOURCE ATTRIBUTION //			 SOURCE TITLE //
>>> VOLLKORN SEMIBOLD			
>>> VOLLKORN ITALIC
WEBSITE URL’S //				
>>> DIN PRO REGULAR		
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/ EXAMPLES: WEB /

TITLE //
>>> DIN PRO BOLD
TITLE EMPHASIZED TEXT //
>>> DIN PRO BOLD
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TITLE //
>>> DIN PRO BOLD
TITLE EMPHASIZED TEXT //
>>> DIN PRO BOLD
LISTICLE BODY TEXT //
>>> DIN PRO REGULAR
LISTICLE EMPHASIZED TEXT //
>>> VOLLKORN SEMIBOLD
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QUOTE TEXT //				
>>> DIN PRO ITALIC
QUOTE EMPHASIS //
>>> VOLLKORN SEMIBOLD
QUOTE ATTRIBUTION //					
>>> VOLLKORN REGULAR

17

REPORT TITLE HEADER //		
>>> DIN PRO BOLD
REPORT TITLE //
>>> DIN PRO BOLD
REPORT SUBTITLE //		
>>> DIN PRO REGULAR
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COUNTER BALANCE SPECIFIC VISUAL ELEMENTS
COUNTER BALANCE //
Aims to challenge public investment banks such as the EIB and this is reflected in the visual
elements we use that make up our visual style, both on- and offline.
The fact that we act as a counterweight to the current policies of the EIB and other investment
banks, is also extrapolated to our visual elements.
We play with shapes, angles and the juxtaposition of those angles. It is both refined, yet rebellious
which works to amplify our core identity (The Outlaw) without losing sight of the context in which
we operate. That context is - despite Counter Balance being a CSO - very corporate in nature.
The corporate angle is reinforced by maintaining a very clean, measured and slick look that - at
first glance - could easily be mistaken for the branding of an actual corporate entity.
The end result of these elements is a clean style that looks corporate, yet breathes vividly due to
the playfulness of the use of sharp angles that contrast eachother. This leads to a design that is
both very slick and rebellious at the same time.
The choice of black, yellow, white and dark brown further amplify this notion because it results in a
color palette that pops at you and draws your attention, be it in digital or physical form.
The importance of a clean style cannot be underestimated as the visual quality helps to lend
credibility to Counter Balance as an organisation when communicating to our target audience:
public bank staff, legislators and journalists.
Furthermore, the current style lends itself well to experimentation because of the playfulness that
is built into the design.
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/ EXAMPLE /
ACCENT LINE //
>>> ANGLE: -30°
>>> COLOR: #f9be32
>>> OPACITY: 65%
>>> FILL: 85%
>>> COLOR OVERLAY: #000000
>>> OVERLAY OPACITY: 25%
>>> BLEND MODE: VIVID LIGHT

REPORT TITLE //
>>> ANGLE: -30°
>>> COLOR: #3c322f

FOOTER //
>>> ANGLE: -2.4°
>>> COLOR: #3c322f

NOTE //
>>> The ACCENT LINE is also used in a 30° angle instead of a -30° angle
>>> All angles can be reversed, except the angle on the footer that hosts the logo
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IMAGERY AND PHOTOGRAPHS
ILLUSTRATING CONCEPTS //
When choosing pictures as illustrations for sharepics, visuals or print products there are a few
rules that we abide by to maintain consistency in style.
Once again, we must remain aware of the context in which we are active. This context being a very
corporate context, we also select the pictures we chose accordingly.
As of 2019, Counter Balance uses pictures taken from the online database BigStock.
As a rule of thumb we try to find pictures that answer the following criteria:
>>> Colorful (Pictures must be colorful and vivid in order to be useful on all platofrms, be it online
or offline)
>>> We avoid pictures that look like advertisements or look like they came from a corporate
training video.
>>> In a corporate environment we try to speak in concepts, thus we look for pictures that are
essentially very conceptual in nature. Thus, we avoid pictures that feature people
prominently, favoring pictures instead that deliver on a conceptual idea. For example,
instead of choosing a picture that features people protesting for renewables, we will choose
a picture that delivers on the concept of renewables. I.e. a picture featuring a solar farm or
a wind farm. We avoid drawings as visuals and prefer photographs instead.
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/ EXAMPLES /
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/ PRINT /

PRINT COVER //
>>> As a rule of thumb, covers for print products are greyscaled. Subject to change depending on
the product
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PRINT INLINE IMAGES //
>>> As a rule of thumb, inline images in print products are partially greyscaled with a 65% opacity
scale
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/ ONLINE /

ONLINE IMAGES & SOCIAL MEDIA //
>>> Pictures for online use, whether they are for web or social media use are NEVER greyscaled
>>> It is important that pictures online stand out among the sheer excess of images we view
online, hence the choice to go for pictures that stand out due to their color scheme
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TONE OF VOICE

The tone of voice for Counter Balance changes based on the medium we are using to
communicate, as well as the overall purpose of said communication effort.
As mentioned before, we are a rebel organisation that operates in a corporate context, thus we
change our tone of voice accordingly.
For example, when communicating on LinkedIN, specifically aimed at policy makers, EIB/EU
staff or other parties we need to try and influence we will sound much more official.
Twitter and Facebook on the other hand are the channels where we will sound much more
tongue and cheek and we will not shy away from poking fun at the EIB or our target to get our
point across. On these channels we also use emoji’s much more freely.

VS
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/ TONE OF VOICE PRINCIPLES /
>>> MESSAGE: Public investment can be improved and can be used to improve the 			
		
overall situation in a variety of fields, from climate to transparency or
		
human rights
>>> LANGUAGE: Simple, avoiding jargon unless absolutely necessary, active voice
>>> TONE: Sincere, direct, informative and unapologetic
>>> CONTENT: Reports, editorials, events, online multimedia, etc.
>>> VOICE: Trusted experts who understand the topic in all its complexities
The audience, policy makers, staff, etc. are looking for the following aspects;
>>> INFORMATION: Clear and professional. Fact-driven and illustrated by cases
>>> FACT-BASED ARGUMENTATION: We must use facts and figures to prove our 				
				
point and where possible refer to real-world 			
				
cases
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WRITING & PUNCTUATION RULES

Q U O TATI O N

We favor using double quotation
marks when quoting specific words
or specific jargon

“The Bank claims to practice ‘zero tolerance to fraud
and corruption policy’”, says Xavier Sol, author of the
report. “But, in reality, its anti-corruption regime is unfit
for purpose. The EIB is simply not up to the task of tackling
fraud and corruption. This significantly jeopardizes the
soundness of European investments in and outside of
Europe.”

Within quotation marks we use
single quotations marks to designate
a quote within a quote.
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LISTS & BOX FIELDS
For lists in text or box fields, there is freedom in terms of design. You may play around with this
and be creative with new ways of crafting these. In the section Typography some examples and the
basic rules in terms of fonts, symbols and colors have been explained.
That being said, the way these are shaped and integrated are free to be interpreted.
Below are some examples of different implementations:
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