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Consistency is key 
to build a successful 
brand

Brand guidelines

This brand guide contains the visual communication 
rules necessary to maintain brand consistency.

You will see the permitted uses of the brand, how 
to build it, how to apply it, colors, typography, 
elements, and more.

The goal is simple. We want everyone - our team, our 
visitors, our customers, our partners - to recognize 
our brand no matter where they see it.
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Meet OTAVA®
This is what drives our people, what we stand for as a brand, and what sets us apart from the 
rest.

Brand manifesto

At OTAVA, we believe in empowering human potential beyond what’s possible today. We do this 
with quiet confidence, empathy, and an energetic spirit.

We are bold in our thinking and creative in our approach.

To us, it’s about bringing a human touch to a technical world.

And we thrive on the beauty of technology and people coming together.

We are driven by our passion to solve problems and defined by our integrity. But we don’t do this 
because we are told — we do this because it’s who we are. Because it’s part of our DNA.

We exist to uncover your greatest potential, so together, we can redefine what’s possible 
tomorrow.

Elevator pitch

The world is automated. People are not. That’s why we deliver multi-cloud solutions with a 
personal touch. We simplify the complex and protect what’s important so you can keep doing 
what you do best. We bridge the gap between humans and data, platforms and services, syncing 
them in perfect harmony to achieve extraordinary results. We aren’t just innovation. We’re 
collaboration. We don’t just elevate the cloud. We elevate our clients. We are OTAVA. Where 
people and technology come together to empower what’s possible.
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Without our values,
we’d just be another
cloud provider

Brand values
People first

We value people and human relationships above all else.

Be authentic

Have fun. Be real. Bring your whole self. Make it weird.

We win together

We build mutually beneficial relationships and goals.

Act with integrity

We do the right thing with full transparency. Always.

Culture of service

We are obsessed with serving others, our clients, and each other.
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To help our clients solve mission-critical
business challenges through compliant,

secure, and intelligent multi-cloud solutions

Brand mission

To be a recognized leader of people-orchestrated cloud services, delivering solutions that offer
peace of mind while enabling transformational growth

Vision statement

The brand mission is strictly internal. Some companies choose to share 
it with the public on an ‘About us’ page or in a deck, but in that context, it 
should always been seen as this is what we tell ourselves when we get up

The vision statement is used internally to set a north star of what 
the company wants to achieve. It can be used externally but in 
limited use, like in pitch decks, CEO interviews, etc.
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Brand pillars

People-centered
Human relationships and expertise are at 
the core of our approach. Technology and 
people together.

Purpose-built
We design cloud solutions that simplify 
the complex and are tailored to meet your 
individual business goals.

Protection-minded
Security is on your mind—ours too. We give 
you peace of mind in compliance, continuity, 
recovery, and data safety.

Potential-focused
We exist to help you reach your business 
potential and are dedicated to growth that 
meets your needs.
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For enterprises and channel 
partners, OTAVA is the premier 
cloud provider of compliant and 
secure multi-cloud solutions 
that are purpose-built to
achieve their individual
business goals and empower 
their potential so they can
thrive in the cloud.

Positioning

A human approach to technology so
your business can thrive in the cloud

Value proposition

The value proposition is a concise statement of what OTAVA brings to the table. It is 
intended to summarize why a customer would choose OTAVA and communicates the 
clearest benefit customers receive.

The positioning statement defines how we show up in the market and what makes 
OTAVA unique. It is for employees’ eyes only and ensures all business are on par with our 
overall brand identity.
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Design
elements

Brand guidelines 10

2



Brand guidelines 11

Brand logo 
Wordmark lockup

The OTAVA logo is the cornerstone of our brand. It helps clients understand what we do, who we 
are, and what we value.

The iconmark has very limited use and should only be used with permission from the OTAVA 
marketing team.

Registration mark (®) should always be visible with our logo.

Download logos at otava.com/branding

Iconmark

http://otava.com/branding
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Brand mark 
High contrast allows our logo to have visual impact and command attention in all designs. To 
achieve this, use the dark logo on light backgrounds and the white version on dark backgrounds.

Do not alter the colors or add outlines. If on a dark background, do not add a white background 
behind the logo.

Download logos →

http://www.otava.com/branding


Brand guidelines 13

Color palette
The OTAVA color palette is defined using the HEX color system. White and Deep Blue are our 
primary brand colors and can be used in type, backgrounds, or color blocks. Orange, dark blue, 
and light blue serve as accent colors and should be used in smaller doses. Black is mainly used for 
text or utility elements. Please refer to the ‘Color Usage Recommendation Ratio’ for guidance on 
how to apply them effectively. Deep blue

#11223B
Orange
#E74C24

Dark blue
#3D93AE

Light blue
#6BC4E0

White
#FFFFFF

Light gray
#EBF0F4

Gray
#CBD5DE

Black
#000000

Color usage recommendation (approximate ratio)

|
50%

|
25%

|
15%

|
5%

|
5%
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Typography
Manrope font
Manrope is an open-source modern sans-serif font family, designed Mikhail 
Sharanda in 2018.

Download font →

Manrope light
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 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

0 1 2 3 4 5 6 7 8 9

Manrope medium
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 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

0 1 2 3 4 5 6 7 8 9

Manrope bold
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 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

0 1 2 3 4 5 6 7 8 9

Manrope regular
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 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

0 1 2 3 4 5 6 7 8 9

Manrope semibold
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 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

0 1 2 3 4 5 6 7 8 9

Manrope extrabold
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 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

0 1 2 3 4 5 6 7 8 9

https://fonts.google.com/specimen/Manrope
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Typography
Hierarchy

Subtitles
Font: Manrope bold

Sentence case
Leading: 110%
Tracking: -2%

Titles
Font: Manrope extrabold
Sentence case
Leading: 110%
Tracking: -2%

Paragraphs
Font: Manrope regular

Leading: 130%
Tracking: -2%

Buttons
Font: Manrope medium
Sentence case
Leading: 130%
Tracking: 0%
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Digital typography Title / Display

Manrope
Extrabold 118px
Title / H1

Manrope Extrabold 56px
Title / H2

Manrope Extrabold 42px
Title / H3

Manrope Extrabold 28px

Title / H4

Manrope Extrabold 20px

Headers
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Digital typography
Body Large Most fonts have a particular weight which corresponds 

to one of the numbers in Common weight name mapping. 
However some fonts, called variable fonts, can support 
a range of weights with a more or less fine granularity, 
and this can give the designer a much closer degree of 
control over the chosen weight.

Paragraph

Manrope medium
20px

Body Large Most fonts have a particular weight which corresponds to one of 
the numbers in Common weight name mapping. However some 
fonts, called variable fonts, can support a range of weights with 
a more or less fine granularity, and this can give the designer a 
much closer degree of control over the chosen weight.

Manrope regular
18px

Body Large Most fonts have a particular weight which corresponds to one of the 
numbers in Common weight name mapping. However some fonts, called 
variable fonts, can support a range of weights with a more or less fine 
granularity, and this can give the designer a much closer degree of 
control over the chosen weight.

Manrope regular
16px

Button / Link Button linkManrope semibold
16px

Tagline Keyword 1Manrope semibold
14px
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UI elements
Large

Buttons

Get a free cloud assessment → Get a free cloud assessment → 

Active Hover

Regular
Explore all resources →

Active Hover

Explore all resources →

Line
Explore all resources →

Active Hover

Explore all resources →

Arrow

Default Hover

→

Secondary
color Explore all resources →

Active Hover

Explore all resources →

Link
primary

Learn more →
Active Hover

Learn more →

Link
secondary

Learn more →
Active Hover

Learn more →

→→

Active
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Hover

UI elements Taglines Blog Post

Tab menu OTAVA® Cloud Managed Public Cloud Colocation Desktop as a Service

Tab menu Home > Solutions > Multi-Cloud Infrastructure > Elevating Security with Azure Conditional Access

CTA strips Large

Small
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UI elements Footer

Headers Top

Main
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Imagery
Photography
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Imagery
Rules

Corner radius: 6px
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Iconography
This is a sample of brand icons that support across brand, products, and 
services.

2 colors

1 color
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Use case applications
On the following pages, you’ll see a variety of artifacts that 
demonstrates how the brand represents to our various 
audiences. Use this as a conceptual guide to ensure that 
anything you are creating feels in tune with what has been 
established.

→

24Brand guidelines
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Website
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Deck template
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Print collateral
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If you have questions or comments regarding our brand 
guidelines, please contact marketinghelp@otava.com

otava.com

mailto:marketinghelp%40otava.com?subject=
mailto:otava.com?subject=

