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THIS IS A GUIDE TO THE ELEMENTS 
THAT MAKE UP BODYBUILDING.COM.  
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BRINGING LIFE TO “THE 
LIFT LIFE”

• Contents
• Introduction
• About our brand 
• Our Identity and Design System
• Core Asset principles
• Contextual Asset Principles
• Expression Principles
• Help

///
Since April 13, 1999, the day 
CEO Ryan DeLuca launched 
Bodybuilding.com, we have been 
on an aggressive growth path. Our 
mission to help our visitors reach 
their health, fitness and appearance 
goals through information, 
motivation and supplementation has 
quickly (11 years) made us the most 
visited bodybuilding and fitness site 
in the world. 

This growth has also helped us 
obtain the title of the top sports 
nutrition e-tailer with over $250m in 
annual sales. We have now reached 
the point in our growth cycle where 
consistency of brand is of the utmost 
importance.  We’ve already laid the 
groundwork. 

Supported by the highest level of 
our executive leadership, we have 
come together to define a bold new 
Brand Strategy that will build strong, 

Fitness and technology move 
fast. And so have we.

lasting relationships with all our 
customers, and transform the world’s 
top sports nutrition e-tailer into the 
industry’s most powerful brand.   

Now we’re ready for the next stage: 
we need a fully integrated brand 
identity which brings our unifying 
Brand Strategy to life.

This book will show you how our 
brand identity will demonstrate the 
power of our vision, every time and 
everywhere we communicate with 
our customers.

Whether you’re a marketer, product 
designer, interaction designer or 
copywriter – no matter your role – if 
you work with the brand, you have 
a vital part to play in this next stage 
in our journey as a business and a 
brand.

Technology evolves fast. And so will 
we.

This crucial stage starts right here. 
With you.
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///
THIS BOOK SHOWS HOW WE 
BRING OUR BRAND TO LIFE.
It’s an introduction to our brand, and a general 
guide to how our brand expresses itself to the 
world. It’s for anyone, inside and outside the 
company, who wants to understand our brand. It’s 
also a resource for everyone who communicates 
or designs on our behalf, including marketers, 
product designers, user experience architects and 
copywriters.
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• Help

About our brand
This section is about our Brand 
Strategy. It sets out the defining 
qualities that unite us as a company 
and informs everything we say and do. 
It explains who we are and how we 
behave.

Our Identity and Design 
System
This section is about how we express 
our Brand Strategy. It introduces the 
building blocks of our Identity and 
Design System – elements like logo, 
color, brand voice and movement – 
and shows how they come together to 
give us a distinct identity that’s right for 
our brand.

THE BOOK COVERS TWO AREAS:
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///ABOUT OUR BRAND
Our brand is who we are and what we stand for. It 
represents the promise we make to ourselves and 
our customers.
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A brand to propel
us into the future
A revolution has happened in the way 
brands connect to people, and people 
connect to brands. This connection 
is powerful and emotional, and takes 
place across every aspect of the 
moving world.

To be a leader in that revolution, 
our brand must go far beyond the 
old world of advertising campaigns, 
tag lines and logos, and touch our 
customers wherever and whenever 
they encounter it. To do this, we have 
developed a strategy that clearly 
defines what we stand for, and acts as 
both a driver for what we should do, 
and a filter for what we should not.
How we bring this strategy to life 

has to be equally revolutionary and 
far-reaching. To win in the moving 
world, our brand must spring to life 
everywhere – in print and in pixels, 
on screen and across all devices. This 
‘digital first’ approach to our brand is 
unique, dynamic, infinitely adaptable 
and all-encompassing.

This document will guide you through 
all the aspects of our new approach. 
Because it defines us in a way that has 
never existed before, we believe you 
will best understand and develop it 
through discussion with everyone else 
who works with the brand.
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///
BRAND FRAMEWORK
The Brand Framework shows how our brand 
works. It illustrates how our Brand Strategy guides 
all of our brand’s expressions and actions, in a 
way that’s always relevant for our wide range of 
audiences, regions and cultures.
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Our Strategy
The Brand Framework starts with the 
Brand Strategy. This defines who we 
are and what we stand for. It’s the 
foundation for our whole identity.

BRAND FRAMEWORK

Brand Strategy
• Brand Story
• Character Differentiators 
• Core Values

Strategic guidance for how we look, 
speak and act
The next level of the framework 
contains our Brand Behaviors. 
Building on the Brand Strategy, which 
sets out who we are as a company, 
the Brand Behaviors guide the way 
we look, feel, speak and act.

Brand Behaviors
• Design Behaviors
• Communication Behaviors
• Culture Behaviors

Defines assets and principles for 
creating branded experiences
Our Identity and Design System 
contains all the assets we need to 
express our brand (such as our logo, 
typeface and color palettes) together 
with guiding principles for how to use 
them. The system is derived from our 
Brand Strategy and Brand Behaviors.

Identity and Design System
• Core Asset principles
• Contextual Asset principles
• Expression Principles

Application toolkits
• Nomenclature and identifiers
• Brand voice and writing*
• Photography and Video
• Interaction and UI*
• Motion*
• Packaging/Merchandizing*
• Event and tradeshow*
• Collateral*
• Advertising (campaign specific)

Guidelines, tools and templates
for how we go to market
This level of the framework contains 
our application toolkits. These contain 
detailed guidelines, relevant assets 
and templates to support applying 
our Identity and Design System. 
Application toolkits are mainly used 
by designers and other creative 
practitioners.
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///BRAND STRATEGY
Our Brand Strategy is how we tell our story, it is 
how we stay true to our core values
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Integrity
At Bodybuilding.com, we are truthful and 
honest in every aspect of our business.  This 
authentic and genuine ethic is a cornerstone 
of who we are and our brand as a whole.  We 
feel that loyalty cuts in both directions, and we 
steadfastly adhere to the highest principles and 
standards in everything we do.

Community Focused
To us, “community” means the entire universe 
of people we interact with every day - our 
coworkers, our visitors, our customers, our 
BodySpace members, our partners & suppliers, 
the health & fitness industry, and the people 
who live around us in our local neighborhoods.  
We owe our success to the support of these 
people, and believe in giving back in as many 
ways as possible.  We embrace a business 
method that is accessible to everyone, with 
a personality that is easy-to-approach and 
friendly, in the belief that caring for individuals 
strengthens the entire community around us 
and our brand.

Goal-Oriented
Success doesn’t happen by accident - it takes 
a plan.  The basic component of planning is 
setting goals.  The simple act of setting short 
- and long-term goals creates the road map to 
positive gains for our company, our employees, 
and our customers.  Although setting a goal can 
happen at an individual level, we’ve found that 
working together as a team to chart the future 
empowers everyone in exponential ways.  A 
goal-oriented approach to work and life is what 
sets us apart from the competition, allowing us 
to work smarter, make things happen faster, and 
achieve superior results.
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///BRAND STRATEGY 
CONTINUED
Our Brand Strategy is how we tell our story, it is 
how we stay true to our core values
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Passionate
Bodybuilding requires raw energy, drive and emotion.  
We reflect this in the way we go about our business.  
You can feel the fun, energetic vibe in our company 
and our online community.  We focus our energy as 
a positive force that moves the entire team in the 
right direction.  We’re comprised of individuals who 
have a strong sense of competition, and this passion 
for work and life come together to create a business 
environment that makes great things happen

Innovative
Building a successful business from the ground up 
requires ground-breaking ideas.  For our brand, a “big 
idea” is just the starting point.  We believe in taking a 
leadership role to bring better ideas to life.  Innovation 
is a value that has fueled our growth, from a single 
website selling creatine to a major online resource with 
thousands of products and a vibrant online community.  
We appreciate creativity and use it everywhere in our 
company to solve problems, seek out better concepts, 
and create superior processes.  We value original 
thinking and nurture an innovative spirit inside and 
outside our company.

Customer Centric
Everything we do at Bodybuilding.com begins and ends 
with providing for our customers.  We like the adage 
“the customer is always right,” but we love the idea that 
our interaction with customers is a conversation.  Trust 
is a two-way street that requires active listening and 
thoughtful action.  By working to understand customers’ 
needs and really understanding their point of view, we 
make their experience fun and satisfying.  We live this 
value every day in numerous ways, creating a “WOW” 
factor and making the Bodybuilding.com customers 
experience second-to-none.

BRAND FRAMEWORK
Brand Strategy
• Brand Story
• Core Values

Brand Behaviors
• Design Behaviors
• Communication Behaviors
• Culture Behaviors

Identity and Design System
• Core Asset principles
• Contextual Asset principles
• Expression Principles

Application toolkits
• Nomenclature and identifiers
• Brand voice and writing*
• Photography and Video
• Interaction and UI*
• Motion*
• Packaging/Merchandizing*
• Event and tradeshow*
• Collateral*
• Advertising (campaign specific)
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///BRAND STORY
Our Brand Story is what makes us distinct and 
powerful. It is the foundation for everything we say 
and do.
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Relentlessly pursue your goals
We’re a company that has enjoyed tremendous success 
by engaging the simple process of setting goals.  Goals 
- and achieving them - are a fundamental part of our 
DNA.  Achieving a goal starts by defining it, whether by 
saying it out loud or writing it down on paper.

That’s when the hard work starts.  Some goals are 
easier to achieve than others, but all goals worth 
pursuing require drive and unyielding effort to make 
them reality.  Bodybuilding.com strives to assist our 
entire community of clients, coworkers, and business 
partners to attain their goals.  While we can’t do the 
actual work, our brand provides the tangible and 
intangible elements that bring out the best in each 
individual.

BRAND FRAMEWORK
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• Brand Story
• Core Values

Brand Behaviors
• Design Behaviors
• Communication Behaviors
• Culture Behaviors

Identity and Design System
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• Contextual Asset principles
• Expression Principles

Application toolkits
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• Brand voice and writing*
• Photography and Video
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• Motion*
• Packaging/Merchandizing*
• Event and tradeshow*
• Collateral*
• Advertising (campaign specific)
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///CORE VALUES
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#1 — Always be truthful and honest in every aspect of 
business
At Bodybuilding.com we are truthful and honest in every aspect 
of our business. This genuine ethic is the cornerstone of who we 
are. We recognize that loyalty is mutual and adhere to the highest 
principles and standards to accommodate our customers.

#2 — Give back to the people that you owe your 
success to
To us, community means the entire universe of people we interact 
with every day - our customers, visitors, BodySpace members, 
partners and suppliers, health and fitness personnel, and the 
people within our local area. We owe our success to the support of 
this community, and enjoy giving back to it as much as possible.

#3 — Setting goals creates the roadmap to positive 
gains
Success doesn’t happen by accident - it takes a plan. The simple 
act of setting short-term and long-term goals creates a road map 
to success for both our customers and our company. Our goal-
oriented approach is what sets us apart from the competition, 
allowing us to work intelligently and efficiently to achieve superior 
results.

#4 — Great things will happen with the passion for 
competition
Bodybuilding requires raw energy, drive, and emotion. These same 
qualities are reflected in the way we conduct our business. We 
focus our energy on moving in the right direction through a fun, yet 
ambitious culture to support our community. Our work ethic and 
passion for health and fitness come together to create a business 
environment where great things happen.

#5 — It’s our goal to make the big idea bigger
Building a successful business from the ground up requires 
revolutionary ideas. We believe in taking an aggressive approach 
in bringing these ideas to life. Innovative thinking has fueled our 
ability to grow from a simple website selling creatine, to a complex 
online resource with thousands of products, a wealth of fitness 
information, and a thriving online community.

#6 — Our mission is not complete until the customer 
says WOW
Everything we do at Bodybuilding.com begins and ends with our 
customers. Not only do we aim to fulfill our customers’ needs, but 
we also strive to create lasting relationships. We establish trust 
with our customers through active listening and thoughtful action. 
By working to understand our customers’ needs, we are able to 
provide a unique and unforgettable service. It is our goal to WOW 
our customers with every interaction!

BRAND FRAMEWORK
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• Brand Story
• Core Values

Brand Behaviors
• Design Behaviors
• Communication Behaviors
• Culture Behaviors

Identity and Design System
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///BRAND BEHAVIORS
Who we are as a company affects how we look, 
feel, speak and act. We have a set of behaviors 
that guide all of our actions, and we keep them 
in line with our Brand Strategy.
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Our behaviors can be divided into three sets 
– design, communication and culture – which 
define how we behave in certain situations.

Design Behaviors set out the approach for how 
we design. Communication Behaviors influence 
our storytelling, messaging and brand voice. 
Culture Behaviors help guide our relationships 
inside and outside the company.

Although we can adapt our behaviors to suit a 
situation, we always act as one company. So 
while the descriptions differ, the underlying 
behaviors are always shared.

BRAND FRAMEWORK
Brand Strategy
• Brand Story
• Core Values

Brand Behaviors
• Design Behaviors
• Communication Behaviors
• Culture Behaviors

Identity and Design System
• Core Asset principles
• Contextual Asset principles
• Expression Principles

Application toolkits
• Nomenclature and identifiers
• Brand voice and writing*
• Photography and Video
• Interaction and UI*
• Motion*
• Packaging/Merchandizing*
• Event and tradeshow*
• Collateral*
• Advertising (campaign specific)
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///DESIGN BEHAVIORS
Design Behaviors set out the approach for how 
we design. They influence the way we design 
everything from product design to marketing 
communications and digital interactions.
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Demand authenticity
We express ourselves 
straight- forwardly, openly 
and with confidence. We 
strive to break down barriers 
of complexity to reveal the 
possible.
We pioneer technology 
which delivers tools to our 
customers that will help 
them better their lives and 
reach their goals. We never 
decorate for the sake of it, 
and we have no need to 
exaggerate or spin.

Captivate imaginations
We design to inspire our 
customers, build emotional 
resonance and fuel their 
imaginations and help them 
reach their aspirations. We 
create unlimited possibilities 
for people to reach their 
health and fitness goals. 
We’re constantly creating 
world service and content for 
our customers.

Create harmony
We strive to always 
understand need and 
context to drive resonance. 
We break down physical 
and mental barriers between 
people and technology. 

We create intuitive, 
effortlessly usable 
design and forge 
experiences which 
fit into the lives and 
environments of the 
people who use them.

Instill ownership
We create possibilities 
that people bring to 
life. That’s why what 
we design is never 
limited or limiting. 
We anticipate and 
adapt intelligently to 
our users, learning 
behavior and 
sensing context over 
time. And by being 
simultaneously durable 
and flexible, what we 
create becomes more 
treasured and more 
individual with time.

Lead sustainably
We design with the 
future in mind. We 
anticipate the bigger 
picture and we are 
thoughtful of how our 
products and services 
affect our customer. 
We blaze a trail for 
others to follow.
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///COMMUNICATION 
BEHAVIORS
Communication Behaviors define how we speak. 
They guide our storytelling, messaging and brand 
voice.
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Convey clarity
We speak honestly, openly 
and straightforwardly. We 
don’t waste our customers’ 
time – we are specific, 
actionable, and focused 
only on what needs to be 
conveyed.

Invoke aspiration
We know that what matters 
to our business is exciting 
our customers, whether 
delivering a next generation 
experience today or setting 
the foundation for tomorrow. 
We create meaning and 
build resonance through the 
stories we tell.

Deliver benefits
We strive to create the 
perfect blending of insights 
into authentic benefits, 
sensing customer needs and 
context to illustrate how our 
solutions and ideas make life 
better for our customers.

Spark conversations
We aim to carry on a 
conversation with our 
customers, actively 
participating and 
responding without 
dominating. For those 
conversations that
are already happening, 
we participate by 
focusing on
our customers’ needs 
and experiences.

Demonstrate 
leadership
We inspire our 
customers by our 
own actions, and 
use our confidence, 
knowledge and ideas 
to encourage them 
to discover new 
experiences. We are 
never arrogant, but 
we’re proud of our 
heritage and inspired 
by our future.
We embrace 
collaboration in the 
pursuit of human 
progress.
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///CULTURAL BEHAVIORS
Culture Behaviors guide our relationships, both 
inside and outside Bodybuilding.com.
They help us understand how we work together 
as a single company and how we interact with our 
customers and partners.
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Compete to win
with integrity
We have a tenacious 
drive to achieve 
outstanding results. We 
compete aggressively 
to win, while removing 
barriers to progress and 
honoring our ethics, 
values and global 
citizenship.

Catalyze innovation
We push the boundaries 
of innovation and 
continuously seek 
creative solutions 
to meet customer 
challenges. We anticipate 
customer needs to be 
the catalyst they need 
in their lives to achieve 
their aspirations.

Value collaboration
We listen and collaborate 
with co-workers and our 

strategic partners. 
We are authentic in 
our desire to cultivate 
an environment of 
teamwork, diversity, 
inclusion and respect.

Learn and grow 
continuously
We never stop learning 
and developing as 
we broaden our roles 
and experiences. We 
deliver exceptional 
results, while owning 
our careers and 
growth.

Contribute to the 
world
We make a positive 
and meaningful impact 
on people, business, 
our communities and 
the environment. We 
make decisions and 
take actions with full 
accountability and 
responsibility for their 
impact.
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///OUR IDENTITY AND DESIGN 
SYSTEM

• Contents
• Introduction
• About our brand 
• Our Identity and Design System
• Core Asset principles
• Contextual Asset Principles
• Expression Principles
• Help

Identity & Design System
This multi-sensorial system ensures we 
always express ourselves consistently, 
in ways that are distinct, recognizable 
and unique to Bodybuilding.com 

It’s important to stand out from the 
crowd. But standing out isn’t just about 
who shouts loudest. In fact, we want 
to set ourselves apart by expressing 
ourselves distinctly, in a way that’s in 
line with our brand.

Our brand identity has been designed 
to come to life however and wherever 
it needs to. So as well as using static 
2D elements, our brand can express 
itself in dynamic ways – for example, 
through sound and movement. We 
call this approach a ‘multi-sensorial 
identity’.

Our Identity and Design System 
contains all the elements we need to 
express our brand. It includes assets 
such as logo and color, together with 
general principles for using them and 
combining them.
To keep our expressions on-brand, 
the assets in our Identity and Design 
System are derived directly from our 
Brand Behaviors. Use them well, and 
you can help make sure that all of our 
expressions look, sound and feel right 
for Bodybuilding.com
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///OUR IDENTITY AND DESIGN 
SYSTEM AT A GLANCE
The signatures shown opposite have been 
designed as a visual shorthand to represent the 
key elements of our Identity and Design System. 
These can be used to navigate this document.
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Core Assets
Our Core Assets help 
people become familiar 
with our brand by making 
it instantly recognizable.

Contextual Assets
Contextual Assets allow 
us to adapt our brand 
expressions to suit 
different applications, 
audiences and 
messages.
They give our Identity 
and Design System 
flexibility and relevance.

Expression Principles
We have a versatile 
brand identity that works 
in any environment. Our 
Expression Principles 
govern how our brand 
expresses itself in 
dynamic and multi-
sensorial ways.

Aa®

Logo Typeface Core Color

Photography Texture
Contextual Logo

Treatment

Contextual 
Typography

Abc

Contextual 
Colors

CompositionBrand Voice

SoundMotion

Infographics
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///CORE ASSET PRINCIPLES
Our Core Assets help people become familiar with 
our brand by making it instantly recognizable.
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Aa®

Logo Typeface Core Color



///19Bodybuilding.com Brand Book January 2014 Version 2.0

///LOGO
Our logo is bold and forward moving.
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The silhouette form of our logo delivers familiarity and recognition. 
It appears in dark tones on light backgrounds or light tones of dark 
backgrounds.  The logo is treated according to core colors (see color 
section).
 
There are other contextual treatments of the logo such as the horizontal 
logo.
For further information, refer to the contextual logo treatment section.
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///PROTECTING THE LOGO
To make sure that the logo always retains its 
power,we keep it prominent and clearly visible by 
placing it within an exclusion zone.

• Contents
• Introduction
• About our brand 
• Our Identity and Design System
• Core Asset principles
• Contextual Asset Principles
• Expression Principles
• Help

The single blocks 
surrounding the logo 
define the minimum area 
of clear space around the 
logo. It must always be 
kept free of any type, or 
graphic elements. This 
gives the logo its own 
space.
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///TYPEFACE
Type is the visual representation of our voice.
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We currently have two 
typefaces: Proxima Nova 
Extra Condensed and 
Proxima Nova. They can 
be used across platforms 
and languages.

Both fonts come in a 
range of weights and 
versions. Weights:
Thin
Thin Italic
Light
Light Italic
Regular 
Regular Italic
Semibold 
Semibold Italic
Bold
Bold Italic
ExtraBold
ExtraBold Italic
Black
Black Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
Proxima Nova Extra Condensed TT
Use Proxima Nova for all communications except titles

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Proxima Nova TT
User for body copy
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///CORE COLOR
Depth and dimension are part of our identity. 
Our core colors – blue, black and white – can be 
expressed with dimension.
This is differentiating and enables varied 
content from text and product shots to info 
graphics appear in an ownable, coherent ‘space’.  
Secondary colors, used sparingly, allow us to call 
important attention to details.
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Primary Colors

Process: 69C /// 14M ///  0Y /// 0K
RGB: 0R /// 174G ///  239B
Hex: #00aeef

CYAN BLUE

Process: 0C /// 0M ///  0Y /// 0K
RGB: 255R /// 255G ///  255B
Hex: #ffffff

WHITE

Process: 100C /// 100M ///  100Y /// 100K
RGB: 0R /// 0G ///  0B
Hex: #000000

BLACK

Secondary Colors

Process: 0C /// 100M ///  100Y /// 20K
RGB: 196R /// 21G ///  28B
Hex: #c4151c

PURE RED

Process: 0C /// 20M ///  100Y /// 0K
RGB: 255R /// 203G ///  4B
Hex: #ffcb04

YELLOW GOLD

Tonal Colors Blue and Monochrome

100c 0m 0y 0k
0r 173g 239b
# 00aeef

100c 50m 0y 0k
0r 113g 187b
# 0071bb

100c 50m 0y 50k
0r 64g 113b
# 004071

100c 50m 0y 75k
0r 35g 75b
# 00234b

0c 0m 0y 0k
255r 255g 255b
# ffffff

0c 0m 0y 50k
147r 149g 151b
# 939597

0c 0m 0y 75k
98r 99g 102b
# 626366

0c 0m 0y 90k
64r 64g 65b
# 404041

100cmyk
0r 0g 0b
# 000000
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///CONTEXTUAL ASSETS
Contextual Assets allow all brand expressions 
to be adapted to suit different applications, 
audiences and messages.
They give our Identity and Design System 
flexibility and relevance.

Photography Texture
Contextual Logo

Treatment

Contextual  

Typography

Abc

Contextual 
Colors
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///PHOTOGRAPHY
Our photography tells stories about Bodybuilding.
com’s active role in people’s lives – the human 
benefits of our free content, social community, and 
best priced supplements.

Focus
We focus on the key 
message within our 
images, through crop, 
lighting and composition.  
We strive to create a 
visual story the customer 
can connect with.

Authenticity
The photography should 
feel authentic and 
natural, never forced 
or artificial. Scenes, 
products and people 
should be composed in a 
natural way.

Human/Active/
Inspirational
We communicate a real 
people, real results 
message to the customer 
through model profile 
highlights and visually 
impactful before/after 
imagery.

Dramatic
Use of dramatic 
lighting and “hero 
shot” compositions add 
richness and create 
customer aspiration.
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///CLOTHING PHOTOGRAPHY
(ON BRAND)

Clothing Photography 
The look and feel of 
clothing says a lot about 
our brand. We want 
to remain consistent 
with our brand colors 
(below), using reds and 
blacks sparingly. While 
representing Body- 
building.com, we want 
to portray an active life- 
style without being overly 
revealing or conser- 
vative. Use of our logo is 
always encouraged.

Img 1: active wear, use of solid 
colors, not overly revealing or 
conservative

Img 2: good use of Bodybuilding.
com logo

Img 3: use of shorts showing leg 
muscles

Img 4: good use of color palette

Img 5: proper use of athletic shorts 
within our color palette

Img 6: implementing logo into 
graphic, good use of using red

Img 7: fitted shirt showing athletic 
physique, within our color palette

Img 8: good placement of logo
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///CLOTHING PHOTOGRAPHY
(OFF BRAND)

Clothing Photography 
The look and feel of 
clothing says a lot about 
our brand. We want 
to remain consistent 
with our brand colors 
(below), using reds and 
blacks sparingly. While 
representing Body- 
building.com, we want 
to portray an active life- 
style without being overly 
revealing or conser- 
vative. Use of our logo is 
always encouraged.

Img 1: too revealing

Img 2: too revealing

Img 3: no denim material allowed

Img 4: colors not within our color 
palette and too revealing

Img 5: too bright for our brand

Img 6: too revealing, thongs not 
allowed

Img 7: although a bb.com shirt, 
color is too bright for our marketing 
purposes

Img 8: dated clothing, not within 
color palette
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///PHOTOGRAPHY
COLOR USAGE EXAMPLES 
(ON BRAND)

Color Usage
Throughout our 
marketing pieces, both 
print and web, we have 
selected various colors 
to make up our brand’s 
color palette. The photos 
chosen need to have 
backgrounds, elements 
and clothing that all work 
within this palette.

Img 1: good use of accessories with 
on brand color

Img 2: good example of contrast 
with red

Img 3: good contrast

Img 4: green used sparingly, but still 
within color palette

Img 5: contrast, colors within color 
palette

Img 6: cool colors, clean image

Img 7: overall good assortment of 
color

Img 8: good use of multiple colors 
within our palette with clothes and 
background
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///PHOTOGRAPHY
COLOR USAGE EXAMPLES 
(OFF BRAND)
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Color Usage
Throughout our 
marketing pieces, both 
print and web, we have 
selected various colors 
to make up our brand’s 
color palette. The photos 
chosen need to have 
backgrounds, elements 
and clothing that all work 
within this palette.

Img 1: lighting issues, black on 
black, no contrast

Img 2: yellow tint, poor lighting, 
over saturated

Img 3: busy background, 
unprofessional

Img 4: little contrast between shirt 
and background

Img 5: colors not within color 
palette

Img 6: low contrast between top 
and shorts

Img 7: poor use of lighting, little 
contrast

Img 8: poor use of lighting, dark, 
improper form
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///LOOK AND FEEL EXAMPLES
(ON BRAND)
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believe in health, hard 
work and determination. 
Our images need to 
portray this.

Img 1: attitude, focus, intense, 
important part of image is in focus

Img 2: determination, sex appeal, 
confidence, not overly made up

Img 3: not posed, realistic workout

Img 4: realistic expression

Img 5: focused on workout, 
dramatic lighting

Img 6: not posed, actual workout, 
not overly made up

Img 7: focused on workout, good 
lighting, contrast

Img 8: good use of prop
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///LOOK AND FEEL EXAMPLES
(OFF BRAND)
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believe in health, hard 
work and determination. 
Our images need to 
portray this.

Img 1: dated attire, cluttered 
background, no focal point, posed

Img 2: overly posed, unrealistic use 
of weights

Img 3: overly made up, looks like 
stock

Img 4: poor lighting

Img 5: too posed

Img 6: too posed

Img 7: unrealistic workout, clothing 
doesn’t match our look and feel

Img 8: unrealistic workout, looks 
like stock
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///
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Texture allows us 
to create depth and 
communicate an array 
of emotions, depending 
on the image context.  It 
should only be used as a 
background component.

A rocky/heavy textured 
background adds a 
hardcore aspect to a 
composition.  

Adding pinstripe overlays 
allows an image to feel 
more technical and 
marries rough texture 
with refinement.

Combining gym 
environments or ghosted 
model action shots with 
texture helps us tell a 
more specific story.

TEXTURE
Texture can be used across brand expressions, 
from moving image to interaction and print.
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///
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Legacy Logo
Default logo when 
being used in print, web, 
generic products.

CONTEXTUAL LOGO TREATMENT
We communicate across a various array of 
mediums.  Because of this we have developed 
logos for specific applications

Horizontal Logo
Used when filling a 
distinctly horizontal 
space where vertical 
room is limited ie. along 
clothing seam, footer of 
website.  Also used as 
a framing and branding 
element when space is 
limited

B Swoosh Logo
Use where space is 
very limited or a bold 
message needs to be 
communicated simply ie. 
clothing zipper pulls, etc.  
This logo can also be 
combined with horizontal 
logo above to create 
main logo

Slogan Logo
Used as a secondary 
element to the 
Bodybuilding.com 
logo.  Always use 
distincly separate from 
Bodybuilding.com logos.

®

™™
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///
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BodySpace Logo
To be used only for the 
purpose of branding 
BodySpace collateral

SUB BRANDS & MARKS

TM

BFE Logo
Logo to be used for 
Boise Fit Expo event

TM FE
Bodybuilding.com Fitness Expo

Private Label
To be used only for the 
purpose of branding 
Bodybuilding.com 
Foundation Series 
supplements collateral

®

Clothing Elite Series
To be used for branding 
in B-Elite Series 
Bodybuilding.com 
clothing.

TM

ELITE SERIES
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///
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Mantra text
This type of typography 
is used sparingly and 
almost exclusively in offline 
marketing.  It is meant to take 
the reader/viewer inside the 
mind of the aspirational model 
in any given composition to 
more effectively communicate 
emotion.  This text is 
hand drawn via tablet and 
completely unique from one 
creative to another.

CONTEXTUAL TYPOGRAPHY
Used in print to communicate the aspirational 
model’s story to the customer in a more organic 
and impactful manner.  
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Tonal Blues
Using a range of the 
tonal blues, we are 
able to create beautiful 
compositions that add 
visual interest and remain 
within our consistent 
core brand color of blue.

CONTEXTUAL COLOR 
Color has always been part of who we are. Think 
Bodybuilding.com, and you think blue.
To complement our core colors – Blue, black and 
white – we have contextual color to add vibrancy 
and relevance to our brand expressions.  

Monochrome
Using the color range 
from white to black 
and all tonal grays in 
between, we are able to 
create vignettes that add 
to focal points but don’t 
distract from the main 
composition

CTA Red and Yellow
Sometimes we need to 
break the visual mold 
and get a customer’s 
immediate attention.  In 
this case the use of red 
or yellow (designated 
above) can be used, but 
only in the CTA verbiage.
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///EXPRESSION PRINCIPLES
We have a versatile brand identity that works in 
any environment.
Our Expression Principles govern how our brand 
expresses itself in dynamic and multi-sensorial 
ways.
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Infographics
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///
Convey clarity
We speak openly and 
straight- forwardly, using 
words and terms that the 
intended audience can 
understand right away.

Invoke aspiration
We tell amazing human 
stories that put our 
customers center-stage.

Deliver benefits
We write and speak with 
our audience in mind, 
focusing our stories 
around their health and 
fitness needs.

Spark conversations
We invite our audiences 
to be at the center of the 
conversation.

BRAND VOICE
As the number of people whom are speaking on 
our behalf grows, we need to make sure we’re 
using a single voice – one that everyone can 
recognize as Bodybuilding.com.

Demonstrate 
leadership
We broaden our 
audience’s view of our 
information, motivation, 
and supplementation 
by positioning 
Bodybuilding.com as 
the health and fitness 
industry leader
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///
In writing and speech, 
we express our brand in 
the same, consistent way 
by adopting a distinct 
personality – our brand 
voice.
When we all write or 
speak in our brand voice, 
our audiences (from 
customers to investors, 
analysts to employees) 
will hear us as one 
Bodybuilding.com. Every 
message they receive 
will sound like it comes 
from the same company.

BRAND VOICE
Our brand voice can be broken down into four 
different principles.
To make sure we always sound like Bodybuilding.
com, we use these as a guide for the way we write 
and speak.

IT’S NOT ABOUT THE 
COMPETITION. FOCUS ON
THE PRESENT. BE COLLOQUIAL 
WHEN APPROPRIATE. WRITE FOR 
THE READER. HIGHLIGHT THE 
ADVENTURES OF REAL PEOPLE. 
DON’T LOOK BACK. HAVE 
PURPOSE. BE DIRECT. NO MORE 
MARKETING SPEAK. USE THE 
ACTIVE VOICE.

• Contents
• Introduction
• About our brand 
• Our Identity and Design System
• Core Asset principles
• Contextual Asset Principles
• Expression Principles
• Help



///39Bodybuilding.com Brand Book January 2014 Version 2.0

///BRAND VOICE
Bodybuilding.com communicates with diverse 
audiences all around the world. While we need 
to speak to different people in different styles, it’s 
also important that our audiences recognize that 
the core of our brand never changes.

Self-starter
(It’s not about the competition)
Keep your writing focused on 
Bodybuilding.com and the real 
benefits of what we do. Try to avoid 
talking about ourselves in relation to 
our competitors.

Friendly
(Be colloquial when appropriate)
Avoid business language when you 
can. This makes your language easier 
to read and makes Bodybuilding.com 
more likeable and easier to relate to – 
especially for employees, consumers 
and younger audiences.

Real People. Real Results.
(Highlight the adventures of real 
people)
Create ways to connect with people. 
Write about the amazing things 
they have achieved with the help of 
Bodybuilding.com. Tell their stories 
with detail and celebrate their 
accomplishments.

Straight-talking
(Be direct)
Look for the shortest distance 
from Point A to Point B. It should 
be entertaining, but it should also 
be clear and concise. Respect the 
reader’s time. Get to your point right 
away.

Focus on the present. 
As well as writing in the present tense, 
when possible, reference what is going 
on THIS minute. Talk about what the 
most important things Bodybuilding.
com is doing THAT DAY.

Write for the reader. 
Before you start writing, ask yourself 
what’s in it for the reader. Ask yourself 
when and where they might be reading 
it. This will help to make your writing 
more specific and more relevant.

Don’t look back.
Don’t lean on nostalgia or longevity 
as credentials for current authority or 
superiority. We are a forward-looking 
company, focused on what is possible.

No more marketing speak.
End-to-end, best-in-class, next-
generation, value proposition, low-
hanging fruit, deep-dive, pushing the 
envelope, out-of-the box, etc Use 
the active voice.  Own your actions 
by avoiding the passive voice. For 
example, instead of “For more than 
10 years, customers have influenced 
how we run our business” – say “We 
understand our customers impact our 
business.”.

HOW?
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///COMPOSITION
Composition is about putting together content into 
coherent and recognizable executions.
We want to draw people into our world. When we 
compose, we do so in a way that creates a feeling 
of aspiration.

Demand authenticity
Compositions have a clear focus.

Captivate imaginations
Compositions bring Bodybuilding.com 
and customer stories to life in inspiring 
ways.

Create harmony
Compositions give a common structure 
and coherence to our expressions 
while, at times, blending our story, with 
the elements of vendors we work with.

Instill ownership
Compositions make our offer relevant 
for different audiences.  Hardcore, 
male, female, etc.
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///
INFOGRAPHICS
Our infographics communicate complex and 
sophisticated information in an easy-to-understand 
and distinctive way.
Our info graphics system is made up from icons, 
diagrams and charts and graphs. These three 
types of info graphics are interconnected and 
appear in interactive environments, moving image, 
print and presentations.
Depending on objective, data, media and 
audience, they can be purely informative or truly 
immersive.

Demand authenticity
Info graphics help the 
viewer understand complex 
information quickly.

Captivate imaginations
Info graphics bring factual 
and accurate data to life.

Create harmony
Info graphics unify the brand 
across all touch points 
and are appropriate for all 
contexts and media types.

Instill ownership
Info graphics present 
information allowing viewers 
to use it for their own needs.
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