
Brand Style Guidelines



This document outlines the foundations and systems 

behind the brand’s visual and verbal identity. Use it to 

apply the brand with consistency and clarity across every 

expression and environment.
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Verbal identity is how our brand talks. It helps us 

choose the right words and tone so everything we say 

feels clear and true to who we are. Use this as a guide 

anytime you’re writing or speaking for the brand.

Verbal Identity
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To transform complex data into 
actionable intelligence for the right 
decision makers at the right time.

Purpose
Purpose answers, “Why is Fusable in business beyond making 

money?” It is unchanging and remains true for the lifetime of 

our brand.
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Delivering data, insights, and 
expertise to the construction, 
trucking, and agricultural markets — 
and those that serve them.

Mission
Mission answers, “How does this actually get done?” It is an 

ambitious but achievable goal that describes what Fusable 

does, for whom, and how it gets done.
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The Fusable logo is how people recognize us. 

It’s the signature we use everywhere. Follow 

these guidelines to use it the right way and 

build brand equity.

Logo
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Logotype
Our logotype is our primary logo.

18



Logomark
Our logomark is standalone symbol that serves as a shorthand 

for the brand. Use it for avatars, favicon, and other collateral 

where space is limited or when the full logo is not necessary.

19



Logo on Backgrounds
Use these examples as a guide for placing the Fusable logo on 

color and imagery. Always maintain strong contrast and clarity, 

whether on brand colors, light backgrounds, or photography.

20



Social Media Avatars
Use the logomark on a Forest background for all platform 

avatars. For square avatars, the mark is centered with 

breathing room. For circular avatars, it’s optically adjusted to 

feel centered and balanced.

21



Light Theme

Light-mode browsers with the favicon.

Fusable

Dark Theme

Dark-mode browsers with the favicon.

Fusable

Favicon
The favicon is the small icon that appears in browser tabs and 

web bookmarks. It is designed to maintain brand recognition at 

the smallest scale.

22



W 16px W 80pxMinimum Sizes
Establishing a minimum size keeps our logo clear and legible. 

Avoid scaling below the recommended sizes to maintain its 

recognizability across applications.

23



Co-Branding
When placed alongside another logo, both should have equal 

visual weight and spacing. Proper alignment helps maintain 

clarity and distinction between the brands.

24



Clear Space
A clean, uncluttered presentation helps the logo stand out. 

Avoid crowding it with text, images, or other design elements. 

Keep it separate from edges, folds, or other distractions. Use 

best judgment and refer to examples throughout this 

document for guidance.

25
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Swatch Name

546 C


5463 U


95 / 65 / 55 / 50


0 / 54 / 65


003641

Swatch Name

546 C


5463 U


95 / 65 / 55 / 50


0 / 54 / 65


003641

Swatch Name Swatch Name

Forest

PANTONE 5535 C 

PANTONE 5535 U


80 / 57 / 69 / 66


26 / 46 / 40


#1A2E28

Dune Dark

Warm Gray 1 C 

Warm Gray 1 U


15 / 12 / 18 / 0


214 / 211 / 203


#D6D3CB

Dune Mid

-


-


9 / 7 / 10 / 0


229 / 228 / 223


#E5E4DF

Dune Light

-


-


4 / 3 / 4 / 0


242 / 241 / 239


#F2F1EF

PANTONE COATED


PANTONE UNCOATED 

CMYK 

RGB


HEX

Primary Palette
The primary colors define the brand’s core visual identity. 

These colors are the foundation for all visual communication 

and used most frequently.

28



Fault

4011 C


166 U


10 / 70 / 82 / 1


219 / 107 / 66


#DB6B42

Volt

4015 U


584 C


23 / 9 / 78 / 0


205 / 205 / 94


#CDCD5E

Metal

5565 C 

4185 U 

53 / 27 / 42 / 1 


128 / 158 / 148


#809E94

Plum

2093 C


2093 U 

37 / 35 / 10 / 0


163 / 158 / 190


#A39EBE

Sky

551 C


551 U


38 / 9 / 13 / 0


154 / 200 / 213


#9AC8D5

Fault

26 / 76 / 89 / 17


164 / 80 / 49


#A45031

Volt

42 / 29 / 90 / 5 


154 / 154 / 70


#9A9A46

Metal

64 / 41 / 53 / 14


96 / 118 / 111


#60766F

Plum

56 / 52 / 30 / 5


122 / 118 / 142


#7A768E

Sky

58 / 31 / 32 / 1 


115 / 150 / 160


#7396A0

CMYK 

RGB


HEX

PANTONE COATED


PANTONE UNCOATED 

CMYK 

RGB


HEX

Secondary Palette
Secondary colors complement the primary palette, adding 

flexibility and depth. They help create contrast and hierarchy 

without overpowering the brand’s core identity.

29



Brick

697 C


2350 U


32 / 83 / 69 / 28


137 / 59 / 61


#893B3D

Soil

4495 C


139 U


37 / 51 / 92 / 18


146 / 111 / 51


#926F33

Mint

2255 C


2255 U


49 / 0 / 58 / 0 


133 / 207 / 144


#85CF90

Brick

38 / 83 / 70 / 46


103 / 44 / 46


#672C2E

Soil

45 / 57 / 94 / 36


109 / 83 / 38


#6D5326

Mint

65 / 21 / 71 / 3


100 / 155 / 108


#649B6C

CMYK 

RGB


HEX

PANTONE COATED


PANTONE UNCOATED 

CMYK 

RGB


HEX

Tertiary Palette
Tertiary colors are used similarly to our secondary palette but 

are used sparingly.

30
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Aa

Aa Aa Aa

Aa Aa

Aa* Aa* Aa Accessibility Aa

Aa Aa

Aa Aa*

Aa Aa

Aa Aa

Aa Aa*

Aa* Aa

Accessibility
Our color system meets WCAG AA standards for contrast 

and readability. Approved combinations are accessible 

across a variety of applications.
 

Use caution with text at 14px or smaller. Colors marked 

with * meet contrast requirements at this size when used 

in bold. Refer to the table for combinations that require 

extra attention at small sizes.

NOTE: Use “Accessibility Orange” (#C2552D) for UI/

buttons, small labels, and elements with copy under 18px 

(or under ~14px if bold). This shade meets WCAG AA 

contrast with white text for normal-size text (typically 

16px–18px and below).
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Our typography organizes information, sets the tone, 

and keeps everything consistent. Use it with care to 

make things clear, readable, and on-brand.

Typography

33



AaBbCc

Riforma
Riforma is our primary typeface. We use it for 

headlines, subheadings, and paragraph text.
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Riforma / Primary font used by brand and marketing contributors 

AaBbCc
Arial / Alternative font for company-wide usage

AaBbCc

Alternative Fonts
When the primary font can’t be used, we default to our 

alternative font. Alternative fonts aren’t always a one-to-

one match but will keep the essence of the branded type 

system consistent. 
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Raw data.

Raw data.

Raw data.

Raw data.

Headings
Use Reforma Bold for all headlines. Apply a 

consistent type scale to create hierarchy, improve 

readability, and guide the eye.
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Find new buyers

Predict their buying cycles

Understand your market share

We make your 
data actionable.

Speak with an advisor
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Photography brings our brand to life. It captures real 

people, real moments, and real environments — 

helping us feel grounded, human, and trustworthy.

Photography

40



Principles

Grounded Realism

Photos should feel human. There's natural posture, 

believable environments, and light that feels 

authentic. We strive to build real trust, especially with 

the audiences Fusable serves.

Visual Restraint

We don’t embellish our photos with design. We let the 

message lead and the photography support. We’re a 

brand of little visual clutter.

Context Casting

These aren’t generic “business people.” They’re real 

dealers, operators, and advisors — people who know 

their space.

Ownable Mood

We’re not just looking for better stock. We’re trying to 

build a brand. Desaturated greens and neutrals pair 

well with the brand palette. The slower pace of the 

expressions evokes focus and care.
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Landscape Photography
Use shots that capture the full environment: construction sites, 

farmland, forestry, logistics, and industrial settings. Slight overcast 

or golden hour can add a soft tone, but clarity is more important 

than dramatic lighting. The tone is straightforward and grounded. 

These are working landscapes; let them speak for themselves.

43



�
����
	�������
���	
-$*#��*,(* �% !�% ,*�)��+,'��+&$����*+$,,�)%+*()�+�,$�*� $'$*, $*

�('"* #&&$)+�*�$$&*, $*�'#��)%*+��&!$�*�$,*, $*,((!+�*%$#'�*#)�*

$)��'()�$),*,$!!*, $*+,('��*�'�('�,��$*#�, $),���,�*(�$'*&(!�+ �

..



�����
�����
����	
�
�
HDA#:�5(ADAG�#=9�73=:39�=�B?=9.�7(39�D(3,��33*�GD=/3.�A?�

/393?&#$��(&G�/�&.3�A�D*&93G�#A!!A9�GDA#:�5(ADA�#*&#(�G�DA�

=�A&.�GA�73�#=9�#(AAG3�&!=/3G�D(=D��33*�!A?3�?3=*J�?3*=D=B*3J�

=9.�=*&/93.�7&D(�D(3�53A5*3�73�?3�D?,&9/�DA�?3=#($��(&G�.A3G9�D�

!3=9�DA�=�A&.�3�3?,�&9GD=9#3�B3*A7J�B�D��G3�&D�=G�=�#A!5=GG�DA�

G3*3#D�!A?3�=�D(39D&#�5(ADAG$�

IC<02- '<8-F'<;2E

IC<02- 6@F%81

��2>+@82 %F F�%)%80 <8- 4@>;%81

�@>"%80 ���8� %8 < 0>@�6 F'@C

LK



�
��	��
�������
�%'./,'$'�*).(/)�#('���/)*�,/)����*#.*/*�/#��)�/�����./�),�#$/

*���',/*%#*/"''$/,*�$)�'�/��/'!#(('�#*'��/ %),/).�$��',/��#�#*)�/

$)(%*).(�/).*'.,'/#.($',�/#.�/'&'�*,/*%#*/��)��)*)�'/,�'�*#�$'/

��'�/#�*%'.*)�)*��

��.
��,*+

��#�#*)�#*)�-

�)�'�#.($'/�),*��*)�-

�*��.(/��/$��/#.($',

10



�
�����
��	�������
. +(+59�(%1!5�%+(5 +!�5� �'�(5/++!5���+5,��%3$+$�5 %�13�513$5

"+!�+91"!+�5� +35�%�1'�3,5��1,+���5!��05/��531'%�1!5!�, '�5

' �%, '/%!5/�1��3,�513$5�����(�'��3(58�' 5!+((59�(%1!5�!%''+��

���+,��%3$5$+�' 5/��5���$513$5'+-'%�*

.�, '5/�1��3,�5����)#7�25�35(%"
+�&

�1'%�1!5!�, '�3,�5�%'+$5'�3+(5419��$5�9+�6(1'%�1'��3�

�!+135�����(�'��358�' 5"�+1' �3,5����5��53+,1'�9+5(�1�+

;:



Icons are quick visual cues. They help people 

navigate and understand actions, bringing 

clarity to complex ideas in our marketing.

Iconography
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Iconography, Dark
This is standard icon usage for dark mode. Use Dune or 

secondary colors for clear contrast against dark surfaces.
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Iconography, Light
This is our standard icon usage for light mode. Consider 

using our dark colors for visibility. For example, we’re 

using Metal Dark and Volt Dark in rows two and four to 

create more contrast.
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Machine ToolingFinanceAgricultureConstruction

Use data to build the 

right relationships with 

the right buyers.

Insights on equipment 

ownership, purchase 

cycles and more. 

Make the right 

investments at the 

optimal rate.

Predict buying cycles to 

time your relationship 

building.

Industries
VITAL DATA
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We use data visuals to turn complex information 

into something clear and meaningful. Charts, 

graphs, and other visuals should feel smart, 

focused, and easy to understand.

Data Visuslization
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59.6%

11.7%

9.7%

10.3%

8.7%

Mini Excavator

Skid Steer

Backhoe

CTL

Wheel Loader

59.6%

11.7%

9.7%

10.3%

8.7%

Mini Excavator

Skid Steer

Backhoe

CTL

Wheel Loader

Bubble Chart
Use this chart as a reference for applying brand colors to data 

visualizations on light and dark backgrounds.
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Skid Steer 400

Compact Track Loader 345

Mini Excavator 323

Skid Steer 521

Skid Steer 445

Wheel Loader 290

Backhoe 390

Skid Steer 620

Mini Excavator

Skid Steer

Backhoe

CTL

Wheel Loader

Bar Chart, Dark
Use this chart as a reference for applying brand colors to data 

visualizations on dark backgrounds.
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Skid Steer 400

Compact Track Loader 345

Mini Excavator 323

Skid Steer 521

Skid Steer 445

Wheel Loader 290

Backhoe 390

Skid Steer 620

Mini Excavator

Skid Steer

Backhoe

CTL

Wheel Loader

Bar Chart, Light
Use this chart as a reference for applying brand colors to data 

visualizations on light backgrounds.
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Dot Density
Use this chart as a reference for applying brand colors to data 

visualizations on dark backgrounds.
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Purchases made

No activity

Bulk purchases in 
the last 180 days

Block Chart
Use this chart as a reference for applying brand colors to data 

visualizations on dark backgrounds.
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202420232022

In just three years, we 
have overtaken every 
legacy alternative.

Column Chart
Use this chart as a reference for applying brand colors to data 

visualizations on light backgrounds.
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JAN FEB MAR APR

Line Chart
Use this chart as a reference for applying brand colors to data 

visualizations on dark backgrounds.
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Pattern

Patterns add texture and rhythm to our brand. They 

support layout, reinforce identity, and bring energy 

without distraction. Use them with intention.
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Symmetrical Layout
Center the pattern to create balance and emphasis. This works 

well when the message or logo needs to feel iconic or anchored.
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Turn raw data into clarity.

Freeform Layout
Break from the grid. Use enlarged or cropped pattern 

shapes to bring motion and personality. Best suited for 

expressive layouts.
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Pattern with Data Points
Overlay key data points directly on the pattern. This creates a layered 

graphic that pairs form with function. Keep spacing readable and 

points legible.
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Pattern with Trailing 
Data Point
Draw connections using a data point, graphic lines, or motion 

paths. Use the pattern as a base to support these elements 

without overwhelming the message.
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Karine Parker
Sr. Creative Director

FUSABLE.COM

Michelle Reyes
Director of Marketing

FUSABLE.COM

Carly Clark
Creative Director

FUSABLE.COM
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IronSolutions
IronSolutions logo and color palette.
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Primary

Accent



PriceDigests
PriceDigests logo and color palette.
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Accent



EDA
EDA logo and color palette.
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Primary

Accent



CAB
CAB logo and color palette.
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Accent



EquipmentWatch
EquipmentWatch logo and color palette.
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Accent



RigDig
RigDig logo and color palette.
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Primary

Accent



EquipmentExperts
EquipmentExperts logo and color palette.
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Primary

Accent
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