
BRANDBOOK



1

TABLE of  CONTENTS

02

03

07

09

11

13

17

Brand

LogoIdentity

BrandColor

Typography

Stationary

PrintMedia

DigitalMedia



BRAND  2

The ATWOOD OCEANICS Brand

Atwood Oceanics is a leading offshore drilling company engaged in 
the drilling and completion of exploration and development wells 
for the global oil and gas industry. 

We are RECOGNIZED for operational safety and excellence. 

We are DETERMINED to emerge from the current market downturn 
as a strong, successful company.

Our branding is essential to Atwood Oceanics.  The focus of our 
identity is to accentuate our emergence in the industry and our 
sterling reputation.  We need to ensure that our brand maintains a 
consistent look and feel no matter where in the world it’s seen.  This 
requires strict dedication to stnadards. This guide is provided to 
keep the brand focused and unique from our competition.



Logo Identity & Usage

There’s no better way to represent our emerging company than as a 
wave, rising from the depths of the ocean - the very ocean that is  
fundamental to our business.  Using our brand’s initials,  the A in the 
negative space and the O in the positive space, a wave emerges over 
the waterdrop.  The typefaced used is Dream Orphans.  

Our logo is the cornerstone of our brand and one of the most valu-
able assets.  We must ensure proper usage.  The perferred way to use 
the logo is the version usings the two values of blue in our brand over 
a lighter background as represented on the left (a). Every effort must 
be made to do this.  But if it’s necessary to place the logo on a dark 
background, the colors can be knocked out (b).  Also, a grayscale and 
all black version of the logo are also available. (c, d)  The mark may be 
used on it’s own in designs that also have the standard logo with the 
Atwood Oceanics name present as well.  For example, the mark can be 
used on it’s own in this guide because the standard logo is also present 
elsewhere.  (e)  
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Logo Incorrect Usage

Incorrect use of our logo takes away from our brand recognition. Altering  
or recreating our logo in any way compromises the consistency we want 
to achieve. The examples here illustrate some incorrect uses of our logo.

a   Do not change the colors of the logo.
b Do not create patterns from the entire logo.
c Do not change the spelling of the logo.
d Do not add the logo to busy or unrelated background photos. 
e Do not add unauthorized words to the logo.
f Do not put the color logo on a black or dark background.
g Do not put the white logo on a light background.
h Do not change the porportions of the logo.
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FOR WEB USE

Red: 000 Green: 043  

Blue: 086 

FOR PRINTING USE

Cyan: 100 Magenta: 71 

Yellow: 09 Key: 56

PANTONE: 648 C

Brand Primary Colors

Color is an important element of brand identity.  Color helps our  
audience identify who we are at a glance.  Since our mark shows a wave 
emerging from the ocean depths, we use two shades of blue as our 
identity.  Dark blue and bright blue are the primary brand colors. 
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FOR WEB USE

Red: 000 Green: 061  

Blue: 132 

FOR PRINTING USE

Cyan: 100 Magenta: 78 

Yellow: 00 Key: 18

PANTONE: 648 C



Brand Secondary Colors

For company-wide communication, use one or more secondary 
colors as accents to copy or photos, but not as fields of color that 
compete with the overall duo-blue theme.

FOR WEB USE

Red: 55 Green: 63   

Blue: 68 

FOR PRINTING USE

Cyan: 48 Magenta: 29 

Yellow: 26 Key: 76

PANTONE: 425 CD

FOR WEB USE

Red: 255 Green: 255  

Blue: 255 

FOR PRINTING USE

Cyan: 0 Magenta: 0  

Yellow: 0 Key: 0

FOR WEB USE

Red: 00 Green: 86   

Blue: 70 

FOR PRINTING USE

Cyan: 98 Magenta: 14 

Yellow: 65 Key: 51

PANTONE: 3292 CP

FOR WEB USE

Red: 231 Green: 123  

Blue: 6 

FOR PRINTING USE

Cyan: 2 Magenta: 56  

Yellow: 100 Key: 3

PANTONE: 1385 CP
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Typography 

Typography also helps to unify Atwood Oceanic’s brand identity and 
should be used consistently. To help ensure that all of our visual  
communications are consistent, Atwood Oceanics uses a select group 
of preferred typefaces for digital materials and one default typeface. 

To Do: 
• Set headlines in Avenir Black.
• Use Avenir Book for small amounts body copy, ex. cutlines.
• Use Minion for body copy when a serif font is best for readability 

of large amounts of copy, ex. fiscal report copy.
To Avoid:
• Dream Orphan was used to create the logo and should not be 

used elsewhere. 
• Do not use the same type size when employing multiple  

typefaces in a headline.
• Do not create your own modifications.  Only use the typefaces  

provided.
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Avenir LT Std
AaBbCcDdEeFfGg
HhIiJjKkLlMmNnOo
PpQqRrSsTtUuVv
WwXxYyZz
1234567890
Avenir LT Std Light
Avenir LT Std Light Oblique
Avenir LT Std Book
Avenir LT Std Book Oblique
Avenir LT Std Roman
Avenir LT Std Oblique
Avenir LT Std Medium
Avenir LT Std Medium Oblique
Avenir LT Std Heavy
Avenir LT Std Heavy Oblique
Avenir LT Std Black
Avenir LT Std Black Oblique 

Dream Orphans
AaBbCcDdEeFfGgHhIiJj 
KkLlMmNnOoPpQqRrSs 
TtUuVvWwXxYyZz
1234567890  
Dream Orphans Regular
Dream Orphans Italic

Dream Orphans Bold

Dream Orphans Italic Bold

Minion Pro
AaBbCcDdEeFfGg
HhIiJjKkLlMmNn
OoPpQqRrSsTtUu
VvWwXxYyZz
1234567890
Minion Pro Regular
Minion Pro Italic
Minion Pro Medium
Minion Pro Medium Italic
Minion Pro Semibold
Minion Pro Semibold Italic
Minion Pro Bold
Minion Pro Bold Italic
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Stationary

Letterhead and business cards are the most formal way to  

communicate using our brand identity.  It is important we look our 

best when representing Atwood Oceanics to customers, vendors 

and the community.

Here is an display of the official suite of printed stationery— 

business cards, letterhead, and envelopes.

Graphical Elements

The curves on the pages of this guidelines book come from a  
magnified portion of the logo mark.  These curves also play an 
important part in the branding and should be used properly.  They 
can  
separate other graphical elements like photos and text or serve as 
a background like the ones used throughout this guide and on the 
envelope and business cards.  
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Print Media

When adding brand elements onto merchandise, keep it simple 
and straightforward, and remember that the Atwood Oceanics 
name should be the focal point.  Use both the Atwood Oceanics 
logo or the mark on it’s own.
  
Exception guidelines:
The mark may be used on it’s own only if the name of the company 
is also present and visible on the item. (a)

a
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Digital Media

We live, work and play in a digital world. And so much of our  
communication is done digitally.

However, the need for the Atwood Oceanics brand to be consistent 
is as critical in digital format as it is in a printed element. The ability 
of a brand to stand out in the digital world is very important given 
how overwhelming digital content can be.
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