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V

Nicole,
Together  these colors  and fonts

te l l  your  audience a  story  about  

you and your  brand.  You are :

STRONG
NATURAL
FRESH
WARM
BOLD
CREATIVE

You are  NOT posed,  r ig id ,  

faded or  over ly  feminine.



plum
J U I C Y
R I C H
P L U M .

Simi lar  to  our  l ighter  purples ,

p lum indicates  majesty  and magic .

But  when we use a  darker  shade,

we indicate  bold  problem-solv ing

and intensi ty .  This  deep palette

wi l l  show c l ients  the depth of  your

exper ience and character .

Your  pr imary  color :

V

P LU M
R :  4 1
G :  2 8
B :  6 8
H E X :  2 9 1 C 4 4



Your  logo (on color ) :

P LU M
R :  4 1
G :  2 8
B :  6 8
H E X :  2 9 1 C 4 4



Logo (on white) :

F I G
R :  9 4
G :  7 9
B :  1 0 9
H E X :  5 E 4 F 6 D



Fonts  and colors :

P LU M
R :  4 1
G :  2 8
B :  6 8
H E X :  2 9 1 C 4 4

P R I M A R Y  T Y P E FA C E :  LO G O S  A N D  B O DY  CO P Y

S E CO N D A R Y  T Y P E FA C E :  A CC E N T  E L E M E N T S

OPEN SANS 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
1 2 3 4 5 6 7 8 9 0

beautiful bloom - 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
1 2 3 4 5 6 7 8 9 0

S A N D
R :  2 0 6
G : 1 9 1  
B :  1 6 3
H E X :  C E B FA 3

S E A
R :  9 9
G :  1 1 3
B :  1 4 4
H E X :  6 37 1 9 0

F I G
R :  9 4
G :  7 9
B :  1 0 9
H E X :  5 E 4 F 6 D

G A R N E T
R :  1 3 4
G :  2 5
B :  2 6
H E X :  8 6 1 9 1 A



Image gal lery :



Image gal lery :



Image gal lery :



Image gal lery :



I t ’ s  tempting  to  make your  face  as  

large  as  poss ib le  in  the space.  Don ’ t  

do i t !  As  profile  p ictures  show up on 

var ious  devices  and browers ,  cropping 

can be uncerta in .  

Give  yoursel f  enough breathing room 

that  you can see a  b i t  of  shoulder  on 

e i ther  s ide ,  and keep your  eyes  

centered in  the space.

Headshot  t ips :



Disc la imer:  we don ’ t  have an affil iat ion 

with Canva.  We just  l ike  them a lot !

The genuises  over  at  Canva have 

bui l t  web-based des ign software 

that  anyone can use.  The s i te  

lets  you save templates  so  you 

can streaml ine post  creat ion 

and g ive  your  soc ia l  media  

feeds  and mater ia ls  a  consistent  

look and feel .  There ’s  a  monthly  

fee  ($10-13/month)—wel l  worth 

i t  i f  you crank out  a  lot  of  posts .

“FORTUNE
FAVORS

THE BOLD

NEW
COACHING
PROGRAM
RELEASED!

“FORTUNE
FAVORS

THE BOLD

“FORTUNE
FAVORS

THE BOLD

“FORTUNE
FAVORS

THE BOLD

“FORTUNE
FAVORS

THE BOLD

PODCAST
HEROES

A GROWTH
MINDSET

BIZ
HEALTH

TODAY

HELLO Socia l  tools :



Post ing  consistent ly  is  way more 

important  than post ing  

frequent ly .  Hootsuite  is  a  great  

tool  for  pushing out  posts  on a  

schedule !  Again ,  there ’s  a  cost—a 

profess ional  membership  starts  

at  $29/month.  

Disc la imer:  we don ’ t  have an affil iat ion 

with Hootsuite .  We just  l ike  them a lot !

Mondays :  Thoughts  f rom the  beach

thenicoleholland

thenicoleholland today I’ve been thinking a lot abo...

Wednesdays :  Ins ide  Nico le ’ s  bra in

thenicoleholland

thenicoleholland today I’ve been thinking a lot abo...

Thursdays :  Meet  Nico le  ( f ree  wr i te )

thenicoleholland

thenicoleholland today I’ve been thinking a lot abo...

Saturdays :  Podcast  guest ing  hot  t ips

thenicoleholland

thenicoleholland today I’ve been thinking a lot abo...

Socia l  tools :



Branding can feel  overwhelming.  

But  when you start  with  these 

four  guidel ines ,  i t ’ l l  a l l  be  okay.  

We promise.

THE FOUR 
TRUTHS OF 
BRAND-BUILDING



1
What ’s  your  miss ion?  Not  

necessar i ly  your  personal  

miss ion,  but  your  one,  most  

important ,  s ingle-minded 

business  goal .

Write  i t  down.  Put  i t  

somewhere obvious.  And 

make sure  everything  you 

do a l igns  to  i t . . .every  v isual ,  

and every  soc ia l  post .

STAY TRUE 
TO YOUR 
PURPOSE.



2
Your  brand logo is  one of  

hte  most  important  p ieces  

of  your  market ing  p lan.  I t ’ s  

not  only  p leasant  to  have a  

gorgeous logo,  but  i t  dr ives  

results .  When you have a  

logo that  represents  your  

business  wel l ,  you ’ l l  have 

more immediate  interest  

f rom potent ia l  c l ients  and 

more trust .

LOVE
YOUR 
LOGO.



A D D I T I O N A L  R E S O U R C E S



3
Your  v isual  sty le  doesn ’ t  have 

to  be  compl icated.  When you 

have a  few flagship  graphics ,  

you message wi l l  come through 

loud and c lear ,  every  t ime.  

Remember  that  a  short  

headl ine  that  hooks  a  c l ient ’s  

interest  is  worth a  thousand 

words.  

KEEP IT  
SIMPLE.



4
Whether  i t ’ s  an emai l  

d istr ibut ion l i s t  of  a  soc ia l  

feed or  a  website ,  make sure  

you have a  prec ise  color  

palette  and only  2 -3  fonts .  

When your  c l ients  move from 

one platform to  another ,  

they ’ l l  recognize  your  unique 

“ feel” ,  and they ’ l l  be  more 

recept ive  to  your  message.

KEEP IT  
CONSISTENT.



Prepared for N icole  by Nata l ie  Jenn ings  and Kel ly Bar te l l

nata l ie@nata l iechampajenn ings .com
kel ly@theagencyco .des ign   

T H A N K  Y O U
F O R  B U I L D I N G  Y O U R  B R A N D

W I T H  U S .


