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Introduction1.0



Introduction1.1

Expressed consistently over time, 
our brand becomes one of our most 
valuable assets.

We welcome your participation to 
ensure that our brand standards are 
implemented properly. Together, we 
can ensure that the Schreiber brand 
is applied as it is intended every 
time.

to ensure that the Schreiber identity and the 
qualities that define our brand are communicated 
clearly and consistently across all forms of 
communication, both internally and externally.

The goal of this Brand 
Guidelines manual is
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Introduction1.2

We recognize our responsibility to do good in the 
world and are driven to make a difference in 
everything we do.

We’re doing good through food®Our Brand Position
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Introduction1.3

Continued

BRILLIANT AT THE BASICS. We're exceptional at the things that matter most – food safety and 
product quality; operational excellence; customer-brand leadership; developing our people; and 
making Schreiber an awesome place to work.

CUSTOMER OBSESSED. Our intense focus on creating value makes us easy to do business with. We 
deliver on our promises with urgency and bring innovative, yet simple, solutions that make us an 
essential ingredient in our customers' success.

PASSIONATE PARTNERS. We dream big, expect success, take action and aim to win every day, the 
right way, so we can make a meaningful impact on the lives of each other, our customers, our suppliers 
and people around the world.

Our Culture

IMPACT. We recognize our responsibility to do good in the world and are driven to make a difference 
– for our partners, our business, our customers and our communities. We deliver impact by focusing on 
what we control – our daily work. If we're working on the right things and executing every day, we make 
an impact. It's that simple. Input –> output –> outcome –> IMPACT!

GROWTH. We're devoted to helping everything around us grow. From our business to our customers 
to our partners' careers and even their personal lives, we're all in for growth. We fight for it and keep 
raising the bar as we work to realize our potential. We try new things and are committed to change, 
knowing that we own our future.

Our Strategic Priorities

To do good through food.

Our VisionOur Core
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Introduction1.4

Our Values
CARING. We care deeply about all people and embrace diversity, equity and inclusion.

PARTNERSHIP. We build lasting relationships based on collaboration, commitment and trust.

OWNERSHIP. We own our future and are each responsible for our actions and performance every day.

EXCELLENCE. We strive to be the best at what we do so we can deliver the impact we're after.

SIMPLICITY. We take out complexity and are easy to do business with.

Our Responsibilities
OUR PEOPLE. We will invest in our partners by sharpening their skills, developing their talent, and 
supporting their healthy lifestyles and safe work environments.

OUR EARTH. We will do our best to use less energy and water, repurpose and recycle in order to 
minimize waste going into landfills and create energy from byproducts.

OUR FOOD. We will be a leader in food safety and quality – not just for our customers but for 
everyone who enjoys food.

OUR COMMUNITIES. We will make a meaningful difference by doing good in the communities where 
our partners live, work and play.

Our Core
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Signature
Uses and Applications2.0



wordmark

symbol

Signature2.1

Primary Signature

Primary Signature with white wordmark

Primary Signature

The use of the Schreiber signature 
should be executed with care and 
discipline. This section lays out rules 
and principles to ensure its 
consistent use.
 
The Schreiber signature is 
comprised of a wordmark and 
symbol. Throughout these 
guidelines, we refer to these 
elements together as the 
‘signature.’ The letter forms in the 
wordmark have been created for 
our exclusive use. The signature 
must always be reproduced from 
the supplied digital master artwork. 
It must never be modified in any 
way (i.e., do not squash, stretch or 
try to re-draw it).
 
The symbol may be used on its own, 
but the wordmark must always be 
paired together with the symbol as 
the full signature.
 
The signature and/or symbol must 
appear against clean, uncluttered 
backgrounds to ensure legibility. No 
text or graphical elements should 
ever be placed over or under the 
signature and/or symbol.

Schreiber’s signature
is the centerpiece of its 
corporate identity and perhaps 
its most visible and recognizable 
brand asset.
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Signature2.2

Black Signature White Signature

Black & white

For more information, refer to 
Improper use in Black & White.

The Schreiber Signature can be 
used in all black or all white, 
when full color is unavailable or 
doesn’t work because of the 
background color or image.
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Signature

Clear Space and Minimum Size

2.3

1

2

3

4

5

6

7

7

1

2

3

5

4

6

Minimum Logo Clear Space

Minimum Logo Size

Minimum Symbol Clear Space

3”

.75”

The Signature is made up of 
dark letter forms and a grouping 
of colored triangles.

X is the height of one triangle.

The Schreiber Signature should 
always be surrounded by a 
minimum of X on all sides. When 
possible, more clear space is 
preferred.

The Schreiber symbol should 
always be surrounded by a 
minimum of 0.5 X on all sides. 

The minimum size for the 
signature is three quarters inch 
(0.75”) in length.

The minimum size for the 
Signature with the DOING 
GOOD THROUGH FOOD® 
tagline is 3 inches (3.0”) in 
length.

Exception: When including 
Schreiber’s DOING GOOD 
THROUGH FOOD® tagline with 
the signature, 0.5 X spacing is 
allowed for the tagline only.

The Schreiber Signature should 
be used for signage (corporate 
and otherwise), banners, press 
and media kits and promotional 
items.
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Signature

Logo Extension

2.4

When a group requests a logo, most 
often we will not generate a new logo. 
We will add an extension to the 
Schreiber signature. The preferred 
layout is to use the signature with the 
area of business name in the Avenir 
font and a vertical bar in between. 
Spacing on each side of the vertical 
bar should be two times the height of 
an arrow (2X).

Spacing around the signature must be 
1X (see previous page).

If the area of business name is below 
the signature, spacing should be 1X.

Requests for something other than a 
logo extension need approval from 
Schreiber’s Director of 
Communications.

Logist ics

2X

2X

1X

1X

2X

Vertical Align Bottom with the signature

Horizontal Align Center with the signature



Signature

Improper Use

2.5

If using the wordmark, never detach the 
symbol. The wordmark must be displayed as 
the full signature.

1

Do not change the color of the signature. The 
only exceptions are shown in this section.

4

Do not change the logo type.7

Do not add any words within the signature.2

Do not place the signature on a background 
where it doesn’t visually stand out.

5

Never rotate or crop the signature.8

Never change the proportions of the 
signature, alter the signature letter spacing 
or distort the signature in any way.

3

Do not use the signature to frame an image.6

Do not add drop shadows or other effects to 
the signature.

9

WE LOVE

CHEESE
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Do not add any words within the signature.

WE LOVE

CHEESE

It is important that the Schreiber 
Signature maintain a strong visual 
presence whenever it is used in 
print and electronic mediums. This 
Signature should never be used as 
indicated on this page.

10 Do not overlay the word mark on the 
symbol. 

12Do not change the colors of the symbol 
triangles.

11



Signature

Acceptable Use on  
Color Backgrounds

2.6

In order to maintain a consistent 
brand presence, the Schreiber 
Signature can be used on the 
following accent colors as 
backgrounds when reversed out in 
white.

Schreiber Brand Guidelines  | 04.2023



Signature

Improper Use on  
Color Backgrounds

2.7

Do not use a black signature on a dark color 
where it does not clearly stand out.

1

Do not use a color signature on a color where 
it does not clearly stand out.

3

Do not use any tints of the signature to make 
it stand out against a colored background.

2

Do not apply any effects, such as drop 
shadows, to reversed white signature

4

It is important that the Schreiber 
Signature maintain a strong visual 
presence whenever it is used in 
print and electronic mediums. This 
Signature should never be used as 
indicated on this page.
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Signature

Acceptable Use on  
Neutral Color Backgrounds

2.8

In order to maintain a consistent 
brand presence, the Schreiber 
Signature can be used in the 
original colors for print and 
electronic mediums on specified 
neutral color backgrounds.
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Signature

Improper Use on  
Neutral Color Backgrounds

2.9

3

1

4

2

It is important that the Schreiber 
Signature maintain a strong visual 
presence whenever it is used in 
print and electronic mediums. This 
Signature should never be used as 
indicated on this page.

Do not apply any effects, such as drop shadows, to reversed 
white signature.

Do not use any variation of opacity for the signature.

Do not change signature colors to match neutrals.Do not place white signature on neutral background.
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Signature

Acceptable Use on Photography 
and Dark Backgrounds

2.10

Full-color signature on 
photographs that have lots 
of white space.

Full-color signature on 
photographs that have lots 
of white space.

3

White logo type on dark background with the remaining signature still 
in color. Can be used with primary dark grey and any of the approved 
darks for apparel.

1

White signature on dark 
photograph.

4

Full-color signature on 
light-colored photographs; 
signature must clearly 
stand out.

Full-color signature on 
light-colored photographs; 
signature must clearly 
stand out.

2

In order to maintain a consistent 
brand presence, the Schreiber 
Signature can be used in the 
following colors for both print and 
electronic mediums.
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Signature

Improper Use on Photography 
and Dark Backgrounds

2.11

Do not place the white 
signature on a light 
background where it can’t 
visually stand out.

Do not place the white 
signature on a light 
background where it can’t 
visually stand out.

3

Do not place the signature with dark grey logo type on dark 
background where it can’t visually stand out.

1

Do not place the full-color 
signature on a dark 
background where it can’t 
visually stand out.

4

Do not place white signature 
on a busy photographic 
background where it can’t 
visually stand out.

Do not place white signature 
on a busy photographic 
background where it can’t 
visually stand out.

2

It is important that the Schreiber 
Signature maintain a strong visual 
presence whenever it is used in 
print and electronic mediums. This 
Signature should never be used as 
indicated on this page.
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Signature

Improper Use of Black & White

2.12

Do not use the signature in a tint of black where it does not clearly 
stand out, with the exception of embossing the logo on a surface like 
metal or glass.

1 Do not place black signature on a gray background 
of more than 30% black.

2

Do not place signature on a graphic background 
where it can’t visually stand out.

3 Do not place white signature on a gray background 
of less than 30% black.

4

It is important that the Schreiber 
Signature maintain a strong visual 
presence whenever it is used in 
print and electronic mediums. This 
Signature should never be used as 
indicated on this page.
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Color3.0
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Primary Colors  PMS  CMYK  RGB  HEX

     Orange 144C 0  48 100 0 248  151 29 F8971D

     Bright Blue 312C 96 0 11 0 0  175  219 00AFDB

     Red 032C 0  90 86 0 239  65  53 EF4135

     Dark Red 704C 0 90 72 29 180 46 52 B42E34

Primary Colors  PMS  CMYK  RGB  HEX

     Dark Gray 418C 3 0 31 75 95 96 75 5F604B

     White 0 0 0 0 255  255  255 FFFFFF

     Yellow Green 397C 10 0 100 11 213 209 14 D5D10E

     Bright Green 368C 57 0 100 0 122  193  67 7AC143

Color

Primary Color Palette

3.1

Color is absolutely fundamental 
to identity. The colors seen on 
this page represent our primary 
brand color palette. These colors 
are a key element to re-enforcing 
the dynamic nature of our brand’s 
personality.  

 
the diversity of our employees, 
products, clients and their  
ambitions. The pure, saturated  
hues are timeless and stay fresh 
without being trendy. Consistent  
use of these primary colors is to be 
applied in all communication systems 
such as collateral, advertisements, 
multimedia and signage. White  
plays an integral role in the 
consideration of proportions by  
way of page color or backgrounds.

     Black 0 0 0 100 35 31 32 231F20

Primary Colors
Used extensively across all applications and media types

     Purple 2593C 57 94 0 0 134 51 153 863399

     Green 3278C 100 0 55 5 0  161 142 00A18E

     Yellow Medium
Yellow 2 11 100 0 255 217 0 FFD900

Dark Gray

White

Bright Green

Orange

Dark Red

Red

Purple

Bright Blue

GreenYellow Green

Yellow

Black



Accent Colors  PMS  CMYK  RGB  HEX

     Gray 422C 41 31 32 0 158 161 162 9EA1A2

     Yellow Green 7746C 43 28 100 5 153 154 50 999A32

     Green 370C 66 26 100 9 99 140 28 638C1C

     Dark Green 3298C 100 33 75 24 0 104 83 006853

     Brown 464C 33 64 96 24 142 89 40 8E5928

     Red 704C 0 90 72 29 180 46 52 B42E34

     Burgundy 7638C 35 91 60 30 130 44 65 822C41

     Blue 7692C 100 69 24 7 0 84 135 005487

Color

Secondary Color Palette

3.2

Tints, Neutrals and Dark 
colors—are provided as a further 
complement to the primary 
Schreiber Color Palette.

Secondary colors add immense 

possibilities, help organize space  
into meaningful units and can be 
used to color-code information  
and content areas.  

Tints can be used for items 
such as graphic elements, rules, 
charts, tables, infographic motifs, 
backgrounds and text highlighting. 
Dark colors can be used for apparel, 
coffee mugs, writing pens and other 
kinds of promotional vehicles. 

Tints and Neutrals
Color backgrounds to augment and contrast with white backgrounds

Darks
Limited usage when deeper tonal  
backgrounds are required, such as on apparel

Neutral Colors  PMS  CMYK  RGB  HEX

     Tan 7527C 16 13 21 0 214 209 196 D6D1C4

     Creme 7499C 6 7 35 0 241 228 178 F1E4B2

     Light Green 7485C 19 4 31 0 207 221 187 CFDDBB

     Light Blue 317C 30 0 12 0 175 226 227 AFE2E3

     Light Gray 420C 21 17 17 0 200 200 200 C8C8C8

Tan

Creme
Light
Green

Light
Blue

Light
Gray

25%
Gray

25-50%
Blue

25-50%
Green

25-50% 
Creme

25-50% 
Tan

Gray

Yellow
Green

Dark Green

Green

Brown

Red

Blue

Burgundy
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Color

Environmental Color Palette

3.3

Environmental colors—are 
provided as a further complement 
to the primary Schreiber Color 
Palette.

These tertiary colors help provide a 
professional looking atmosphere and  
expand creative possibilities when 
looking at a creative and innovative 
work place.

Environmental colors can be used for 
items such as asthetically pleasing 
design elements in the work place 
such as hallways and other work 
place related areas. 

.

Environmental Colors
Professional pallet to enhance the work place

Neutral Colors  PMS  CMYK  RGB  HEX

     Red 7598C 189 71 42 BD472A

     Orange 145C 15  56  100  2

17  86  98  7

212 126 0 D47E00

     Blue 5483C 73  34  39  5 75 133 142 4B858E

     Green 398C 37  26  100  2 172 163 0 ADA300

Red

OrangeBlue

Green

Base Color

Five Layers

One Layer

Three Layers

Four Layers

Two Layers

How to use
The environmental pallet includes 
the four base colors and any  

multiply. To keep this consistant, 

opacity to get a darker shade 

both set to multiply. Also, do not 
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Typography4.0



Typography

Brand Fonts

4.1

Avenir is the brand font. 
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Verdana is the font for digital communications.

Gibson Bold is a font that can be used for headers.

Verdana
Regular

Gibson
Bold

Verdana
Bold

Avenir
Light

Avenir
Oblique

Avenir
Oblique

Avenir
Black Oblique

Avenir
Light Oblique

Avenir
Medium

Avenir
Medium

Avenir
Heavy

Avenir
Book

Avenir
Medium Oblique

Avenir
Medium Oblique

Avenir
Heavy Oblique

Avenir
Book Oblique

Avenir
Black

Avenir
Black

Avenir
Roman



Photography5.0



Photography

Overview of Categories

5.1

Schreiber Culture Manufacturing FoodSchreiber Portraits

Our photography categories are 
segmented into four distinct areas:

1) Schreiber portraits
2) Schreiber culture
3) Manufacturing
4) Food

Creative use of size and scale, 
cropping, composition, perspective, 
depth of field, and contextual 
environments help create impactful 
images. Our photos are warm, 
vibrant and engaging.

Disclaimer: The images shown in 
these guidelines are for 
demonstration purposes only. 
Sample images should not be 
mistaken for assets in the Schreiber 
image library and may not be 
appropriated for use in materials.

Photography is a powerful 
and central element in our 
communications with all 
audiences. Pictures capture the 
imagination, tell a story and help 
create an emotional connection 
with our audiences.
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Photography Category 1

Schreiber Portraits

5.2

Captured in portrait style and 
looking into the camera, our 
authentic photographic style 
expresses the optimistic, emotive 
and personal character of Schreiber 
individuals in a natural and genuine 
way. The subjects should pop off the 
background through the use of 
depth of field, while exuding 
authenticity and warmth.

Photos should always be bright and 
colorful, with simple composition 
and honest human emotion.

If a photo will be used with an 
external audience, customer names 
and labels must NOT be shown. The 
exception is something for a 
customer, in which case only that 
customer’s label should be visible.

Disclaimer: The images shown in 
these guidelines are for 
demonstration purposes only. 
Sample images should not be 
mistaken for assets in the Schreiber 
image library and may not be 
appropriated for use in materials.

Schreiber portraits reflect the 
positive and emotive spirit of our 
most important asset - our people.
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Photography Category 2

Schreiber culture

5.3

A combination of action and 
looking-into-the-camera shots 
provides a closer look into 
Schreiber’s culture that focuses on 
doing good through food®. 

Photos should always be bright, 
simple in composition and honest in 
their human emotion.

If a photo will be used with an 
external audience, customer names 
and labels must NOT be shown. The 
exception is something for a 
customer, in which case only that 
customer’s label should be visible.

Disclaimer: The images shown in 
these guidelines are for 
demonstration purposes only. 
Sample images should not be 
mistaken for assets in the Schreiber 
image library and may not be 
appropriated for use in materials.

Schreiber culture photos reflect the 
positive, caring spirit of Schreiber 
Foods.
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Photography Category 3

Manufacturing

5.4

Giving a glimpse of our manufacturing 
world  in ways that show a modern, 
clean environment where employees 
can have fun and grow. 

Photos show a combination of 1) our 
people captured in the moment, 
looking into the camera, 2) candid 
views of our people at work, and 3) 
our food, modern equipment and 
processes.

Photos should always be bright, 
vibrant and clean, while showing 
people who are engaged in what 
they’re doing. All personal protective 
equipment (PPE) must be worn 
properly and show a food-safe 
environment.

If a photo will be used with an external 
audience, customer names and labels 
must NOT be shown. The exception is 
something for a customer, in which 
case only that customer’s label should 
be visible.

Disclaimer: The images shown in these 
guidelines are for demonstration 
purposes only. Sample images should 
not be mistaken for assets in the 
Schreiber image library and may not 
be appropriated for use in materials.

Photos of our manufacturing 
facilities show a modern, global 
company focused on growth and 
impact.
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Photography Category 4

Food

5.5

A focused approach with interesting 
photographic cropping and depth of 
field is at the heart of our food 
photography. Photos should always be 
vibrant and mouth watering. Visual 
angle, cropping and lighting all play 
key roles in the success of these 
photos.

Images include our raw food products 
and our food in application with items 
like cheeseburgers, grilled cheese and 
more.

Disclaimer: The images shown in these 
guidelines are for demonstration 
purposes only. Sample images should 
not be mistaken for assets in the 
Schreiber image library and may not 
be appropriated for use in materials.

Our food photography style is 
powerful in its attention to detail.
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Graphic Elements6.1

Mosaic and Active Pattern  
Overview

The mosaic and active pattern 
are decorative motifs that are 
applied to employee merchandise 
and branded giveaways. They are 
also used digitally for animated 
video displays and screen 
savers. The mosaic may be used 
environmentally as an interior wall 
or glass decorative treatment.

The mosaic consists of a grid of 
mosaic gray triangles on which 
the Schreiber signature is staged. 
This mosaic with signature may be 
applied to a full range of application 
sizes, with or without the active 
pattern.

The active pattern is a 
predetermined arrangement of color 
triangles in a seemingly random 
formation, migrating from left to 
right on the mosaic. 

Both the mosaic and active pattern 
should be used thoughtfully, never as 
wallpaper or an exercise in personal 
creativity. 

Please follow these guidelines  to 
ensure that the scale of the mosaic 
and active pattern is in proper size 
relationship to the application.

There are four size options of 
the mosaic and active pattern to 
accommodate the size of any given 
application. Choose the option that 

application. 

Mosaic Mosaic
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Graphic Elements

Mosaic and Active Pattern:  
Option 1

6.2

In Option 1 the mosaic consists of 
10 triangles per linear inch. Use 
this option for applications that 
are approximately 3" in width and 
smaller.

The size of the Schreiber signature 
is predetermined. The signature and 
symbol align with, and are positioned 
in relation to, the mosaic triangles: 
Never make the triangles in the 
symbol smaller or larger than the 
triangles in the mosaic. 

On applications where the signature 
and active pattern are used together, 
individual color triangles may be 
deleted to ensure proper clear space 
for the signature.

The mosaic triangles are always 
mosaic grey on a white background. 
The active pattern triangles are all 
the primary colors except dark gray. 
Do not change or alter the position 
of the triangles or their color.

Within the mosaic or active pattern, 
triangles on the left edge of the 
page or screen should appear in full. 
Crop triangles at the top and bottom 
of the page equally.

Example of Option 1: mobile phone 
case

Actual sizeActual size
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Graphic Elements

Mosaic and Active Pattern:
Option 2

6.3

In Option 2 the mosaic consists of 
5 triangles per linear inch. Use this 
option for applications that are 
approximately 3" to 12" in width.

The size of the Schreiber signature 
is predetermined. The signature and 
symbol align with, and are positioned 
in relation to, the mosaic triangles: 
Never make the triangles in the 
symbol smaller or larger than the 
triangles in the mosaic. 

On applications where the signature 
and active pattern are used together, 
individual color triangles may be 
deleted to ensure proper clear space 
for the signature.

The mosaic triangles are always 
mosaic gray on a white background. 
The active pattern triangles are all 
the primary colors except dark gray. 
Do not change or alter the position 
of the triangles or their color.

Within the mosaic or active pattern, 
the triangles on the left edge of the 
page or screen should appear in full. 
Crop triangles at the top and bottom 
of the page equally.

Example of Option 2: tablet case

Actual size
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Graphic Elements

Mosaic and Active Pattern:  
Option 3

6.4

In Option 3 the mosaic consists of 
2 triangles per linear inch. Use this 
option for applications that are 
approximately 12" and larger in 
width.

The size of the Schreiber signature 
is predetermined. The signature and 
symbol align with, and are positioned 
in relation to, the mosaic triangles: 
Never make the triangles in the 
symbol smaller or larger than the 
triangles in the mosaic. 

On applications where the signature 
and active pattern are used together, 
individual color triangles may be 
deleted to ensure proper clear space 
for the signature.

The mosaic triangles are always 
mosaic gray on a white background. 
The active pattern triangles are all 
the primary colors except dark gray. 
Do not change or alter the position 
of the triangles or their color.

Within the mosaic or active pattern, 
the triangles on the left edge of the 
page or screen should appear in full. 
Crop triangles at the top and bottom 
of the page equally.

Example of Option 3: tote bag

Actual size
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Graphic Elements

Mosaic and Active Pattern:  
Option 4

6.5

In Option 4 the mosaic consists of 
1 triangle per 2-1/4 linear inches. 
Use this option for large scale 
digital/interactive applications.

The size of the Schreiber signature 
is predetermined. The signature and 
symbol align with, and are positioned 
in relation to, the mosaic triangles: 
Never make the triangles in the 
symbol smaller or larger than the 
triangles in the mosaic. 

On applications where the signature 
and active pattern are used together, 
individual color triangles may be 
deleted to ensure proper clear space 
for the signature.

The mosaic triangles are always 
mosaic grey on a white background. 
The active pattern triangles are all 
the primary colors except dark gray. 
Do not change or alter the position 
of the triangles or their color.

Within a mosaic or active pattern, 
the triangles on the left edge of the 
page or screen should appear in full. 
Crop triangles at the top and bottom 
of the page equally.

Example of Option 4: video display

Actual size
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Graphic Elements

Improper Use of Mosaic and Active 
Patterns

6.6

This page shows some, but 
not all, possible misuses of the 
mosaic and active pattern. Follow 
the examples shown in these 
guidelines for best practices.

Schreiber Brand Guidelines  | 04.2023

4Do not alter or rearrange the active pattern triangles, or create new 
patterns.

Do not create new designs or structures with the triangles.

Do not make the Schreiber signature (and symbol) larger or smaller than 
the size of the mosaic triangles.

Do not make the mosaic any color other than mosaic gray.

3

1 2



Graphic Elements

Pattern Overview

6.7

Patterns are an extension of 
the forward moving feel of the 
Schreiber signature. It is important 
to use them consistently and as 
demonstrated on the pages within 
this section. Avoid overuse.

 
Patterns may be applied to wall 
graphics, posters, brochure cover art, 
interior spreads, advertising, and all 
digital applications. Patterns should 
not appear more than once per 
document, and pattern types should 
not be mixed within one document. 

Patterns are used on either white 
or image backgrounds. Patterns are 

on image backgrounds. 

All patterns are predetermined and 

Continued

should not be recreated or altered. -large format 
-broad, high level communications

-small format 
-focused communications
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Graphic Elements

Pattern Overview

6.8



Graphic Elements

Medium Pattern Overview

6.9

The medium pattern is the same  
as the Schreiber symbol. 

This pattern is most appropriately 
used  within general content 
collateral. 

Patterns are used on either white 
or image backgrounds. Patterns are 

on image backgrounds.

All patterns are predetermined and 
should not be recreated or altered. 

Examples shown: Brochure covers 
and interior spread
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Graphic Elements

Medium Pattern Vertical Set-up

6.10

The medium pattern is based 
on 4 columns where 1 column is 
equal to the width of 1 triangle. 
The recommended column width 
for this pattern in application is 3 
columns.

Apply the 4 column frame over the 
selected area and adjust the medium 
pattern to 3 columns as shown.

be measured in increments of the 

Example shown: Brochure cover
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Graphic Elements

1 2

Improper Use of Medium Pattern 
within Vertical Layout

6.11

In order to maintain a consistent 
brand presence, ensure proper use 
of the medium pattern. 

Patterns are used on either white 
or image backgrounds. Patterns are 

on image backgrounds.

All triangles should be fully visible 
and never cropped.

All patterns are predetermined and 
should not be recreated or altered. 

33 34 35
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Do not use the 
medium pattern 
across all 4 columns, 
or entire width of 
page.

Do not use less than 
3 columns when 
setting up the 
medium pattern.

Do not center 
patterns.

Do not angle or crop 
patterns.

Do not right align 
patterns or place 
them over both 
image and white 
areas. 



Graphic Elements6.12

The recommended relationship 
for the medium pattern within the 
horizontal formats is 1/2 the width 
of the image area.

Apply the 4 column frame over the 
selected area and adjust the medium 
pattern to 2 columns as shown.

triangle height. 

Example shown: Interior spread

Medium Pattern Horizontal Set-up
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Graphic Elements

1 2 3 4

Improper Use of Medium Pattern 
within a Horizontal Layout

6.13

In order to maintain a consistent 
brand presence, ensure proper use 
of the medium pattern. 

Patterns are used on either white 
or image backgrounds. Patterns are 

on image backgrounds.

All triangles should be fully visible 
and never cropped.

All patterns are predetermined and 
should not be recreated or altered. 
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Do not use the medium pattern 
across all 4 columns, or entire 
width of page.

Do not use less than 3 columns 
when setting up the medium 
pattern.

Do not center patterns. Do not right align patterns or 
place them over both image 
and white areas. 



Graphic Elements

Small Pattern Overview

6.14

The small pattern is used in 
instances where space is limited 
due to format, image area or 
amount of messaging on a page.

This pattern is most appropriately 
used  within targeted, focused 
collateral. 

Patterns are used on either white 
or image backgrounds. Patterns are 

on image backgrounds.

All patterns are predetermined and 
should not be recreated or altered. 

brochure covers and website.
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Graphic Elements6.15

Small Pattern Vertical Set-up

The recommended relationship 
for the small pattern within the 
horizontal formats is 1/2 the width 
of the image area.

Apply the 3 column frame over the 
selected area, extending the width of 
the area.

triangle height. 

Example shown: Tri-fold brochure
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Graphic Elements

Improper Use of Small Pattern 
within Vertical Layout

6.16

1 2 3 4

In order to maintain a consistent 
brand presence, ensure proper use 
of the small pattern. 

Patterns are used on either white 
or image backgrounds. Patterns are 

on image backgrounds.

All triangles should be fully visible 
and never cropped.

All patterns are predetermined and 
should not be recreated or altered. 
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Do not use less than 
3 columns on a 
narrow format.

Do not place 
patterns behind 
signature or 
messaging.

Do not place 
patterns on both 
image and white 
areas.

Do not angle or 
crop Patterns.



Graphic Elements

Small Pattern Horizontal Set-up

6.17

The small pattern is used in 
instances where space is limited 
due to format, image area or 
amount of messaging on a page.

Within small, horizontal formats, the 
Small Pattern utilizes one column as 
shown here. 

triangle height. 

Example shown: Website
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Graphic Elements

Improper Use of Small Pattern 
within Horizontal Format

6.18

1 2 3

In order to maintain a consistent 
brand presence, ensure proper use 
of the small pattern. 

Patterns are used on either white 
or image backgrounds. Patterns are 

on image backgrounds.

All triangles should be fully visible 
and never cropped.

All patterns are predetermined and 
should not be recreated or altered. 
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Do not use less than 1 column. Do not use more than 1 column. Do not angle or crop patterns.



Brand Examples7.0



Brand Examples7.1

Graphical Elements
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Billboard Billboard

36” x 72” Outdoor Banner

Flier Social Post



The Source, Schreiber+

Social Posts

Brand Examples7.2

Graphical Elements
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Brand Examples7.3

Graphical Elements
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Brand Examples7.4

Promotional Items
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DOING
GOOD
THROUGH
FOOD



Signage8.0



Signage8.1

Signage Standards
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Signage8.2

Graphic Components and
Color Guide
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Signage8.3

Monument ID
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Signage8.4

Monument ID
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Signage8.5

Monument ID
Existing Masonry
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8.3.



Signage8.6

Vehicular Directional
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Signage8.7

Vehicular Directional
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Signage8.8

Entry Graphic
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Signage8.9

Entry Graphic
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Schreiber Logistics9.0



Schreiber Logistics9.1

Graphical Assets
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Website

Power Point

Icon Examples Primary Color

Logo Extension

Sell Sheet Interactive Form

Schreiber Logistics follows the main 
Schreiber Brand Guidelines. Its primary 
color is bright blue, but any colors in 
the Schreiber palette can be used. A 
logo extension was created. The 
Schreiber Logistics tagline, “we’re 
already there,” can be incorporated 
into the logo extension and designs, 
as needed.

Logist ics
WE’RE ALREADY THERE

Logist ics

 PMS  CMYK

 RGB  HEX
     Bright Blue

312C 96 0 11 0

0  175  219 00AFDB


