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These guidelines are designed to help employees, brand 
ambassadors, designers, communicators, and agency 
partners to preserve and protect our brand expression.

Introduction

Brand Guidelines

Great brands are built 

with consistency, creativity, 
and coherence.



How to use these guidelines


When we share what Lightcast is, or communicate 
on the company’s behalf, it’s important we’re all on 
the same page. This document is a resource that 
shows how Lightcast should look and sound across 
any kind of platform, helping us build a cohesive 
identity that is recognized, liked, and trusted. 


This document outlines key tenets of the Lightcast 
brand. It articulates what language we should use in 
company materials, including descriptions, voice, 
tone, syntax, and style. These guidelines also 
provide specific usage instructions for the Lightcast 
design elements, including the logo, color palette, 
typography, iconography, photography, and visual 
identity. 


These standards apply to all media and formats. This 
document should be used as a handbook and 
reference for everyone creating Lightcast materials, 
including writers and designers both within and 
outside the company.
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Our Brand Mission

We unlock new possibilities  
in the labor market.

Our Mission
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Our Brand Lightcast Principles

Lightcast Principles

L

Live the mission

We genuinely care about the 
work we do and never lose 
sight of the human behind 
the data.

We take personal 
responsibility for finding 
new and better ways to do 
all things—large and small, 
internally and externally.

Innovation, 
inside and out

I

We aim to exceed customer 
expectations and seek 
opportunities to excite and 
delight with every 
interaction.

Give customers  
the unexpected

G

We strive to be transparent 
in our actions, own our 
mistakes, and remain 
humble in our approach.

Hide nothing, 
own everything

H

We work together, respect 
our differences, play to our 
strengths, and celebrate our 
successes. #crushedit

Teamwork make 
the data work

T



As we pursue our mission and work according to 
our principles, we need to keep in mind what we do, 
how we do it, and why. This focus is important for 
communicating what Lightcast is to those who are 
unfamiliar (including prospects and new hires), and 
can also help orient us as we make decisions about 
products, partnerships, or content to pursue. 


Lightcast is the global leader in labor market analytics. Through software, APIs, and consulting, 
we provide data-driven insight that helps businesses, higher education institutions, and 
communities make better labor market decisions.

Our tools pioneered the collection and big-data analysis of job postings, and this provides 
us with the most robust and up-to-date picture possible of the global labor market. In 
addition to our postings data, we also incorporate proprietary analysis of individual career 
profiles, as well as other labor market statistics from government sources, so we can provide 
our customers with the exact collection of data they need.

We want to create a job market that works for everyone. A better understanding of the labor 
market enables efficiency, growth, and prosperity for our customers in business, education, 
and community leadership. Ultimately, this connects the right people with the right jobs, 
allowing individuals to achieve success themselves.

Brand Guidelines

Our Brand Who we are

What

How

Why
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Our Brand who we are

We have the most comprehensive and robust 
labor market data, and we’re here to help 
customers use it. We know more than anyone 
else about the labor market, and we know how 
to focus and curate that knowledge to answer 
customers’ specific questions. We show them 
how to solve complex problems in a user-
friendly way.


The right insight allows customers to 
understand the present and plan for the future. 
Any decision made without data is a shot in the 
dark, but with Lightcast, customers can move 
forward with confidence.


In a fast-changing 
and confusing world 
of work, 

 

Lightcast 

delivers clarity.

Our Value

Taglines


Creating a job 
market that works 
for everyone

A global leader  
in labor market 
analytics

Unlocking new 
possibilities in the 
labor market
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Our Brand

Brand Story
This is further messaging that helps explain and 
contextualize the work we do and the value we 
provide.

When the labor market doesn't work, companies can’t find talent, people can’t find opportunities, and communities 
don’t reach their full potential.  Learning providers need to see the future of work today in order to prepare the leaders 
of tomorrow. Businesses need a strategy to grow and stay ahead of the curve in a fast-paced world. Community 
leaders need to align the public and private sectors to create opportunities and prosperity for their region. The pieces 
are out there—someone just needs to connect them. 


At Lightcast, we’ve devoted over two decades to unlocking new possibilities in the labor market. We’re here to light 
the way forward. By collecting and analyzing global data on skills and occupations, we can deliver the best labor 
market insight in the world. We see things nobody else can see—expansive, real-time patterns in supply and demand 
throughout the labor market.


More importantly, we understand how this insight powers our customers’ ambition, mission, and mandate. People are 
at the heart of everything we do, and our data powers research, innovation, and growth all over the globe at the 
highest levels of government, business, and education. And we’re here to help navigate them: our job is to illuminate 
the exact solution our customers need to make a difference—nothing more, nothing less.


When the right people have the right jobs, companies succeed, communities thrive, and educators can empower new 
generations with unlimited possibilities. Lightcast delivers solutions for all three sectors, so that together, we can 
create a job market that works for everyone.



who we are
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Our Brand

Defining 
Characteristics


It’s important the company always sounds and 
feels consistent, whether that’s in the content we 
produce, the products we deliver, or in any other 
interaction we may have with those outside the 
company. 


Our three defining characteristics inform how we 
make those decisions and maintain that 
consistency: Lightcast is trustworthy, helpful, 
and approachable. 


If something we produce is unreliable, irrelevant, 
or inaccessible, it doesn’t help unlock new 
possibilities in the labor market. By making sure 
Lightcast is presented as trustworthy, helpful, and 
approachable, we can ensure we’re working 
toward our mission.

Lightcast is trustworthy because our approach is always guided by best-in-class data. Customers 
and other audiences should always feel and understand that our findings are reliable and 
defensible. We stand behind the content our company produces so that everyone else can, too.


Trustworthy

Among our principles are the ideas that we never lose sight of the human behind the data, and we 
aim to exceed customer expectations with every interaction. For Lightcast to be defined by its 
helpfulness, our solutions must meet our customers’ exact needs—which also means we need to 
be active and deliberate in learning and understanding what those needs are.

Helpful

The labor market may be complex and overwhelming, but Lightcast isn’t—we deliver clarity. We’re 
approachable because we never talk over people’s heads. Everybody should feel comfortable 
navigating and understanding our products, solutions, and content, and nobody should feel 
intimidated.

Approachable

who we are
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Our Brand Voice

Voice
Our defining characteristics guide our decisions 
about what content to create. Our voice is how we 
articulate that content—and consistency here is just 
as important. 


So while our writing covers a wide range of topics, 
discussing different products, and addressing diverse 
audiences across the world, the “voice” in our writing 
needs to remain recognizable as coming from one 
company. 


The Lightcast voice is clear, conversational,  
and confident.

People need to understand what we say. The labor market is complex and our 
customers’ problems are difficult, so it’s vital we don’t add to their confusion. 
Instead, we provide clarity. Lightcast has the answers, but they’re only helpful if 
they’re put in terms people understand. Clarity is our highest priority in everything 
we write.

Clear

This is related to writing clearly (don’t use technical jargon), but more specific to our 
relatable approach. We talk to people like people, because we’re on their side. Don’t 
be afraid of contractions; they’re fine because they’re used in conversation. Avoid 
long, complex sentences or any dense language that’s a headache to get through.

Conversational

We know what we’re talking about, and we have the data to back it up. Having a 
confident voice doesn’t mean bragging or exaggerating, but rather that we speak 
with authority and trustworthiness.

Confident
Our voice is not

Clinical


Political


Gimmicky

Elitist


Irreverent


Sarcastic
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Our Brand Written Style

Writing Style 
Guide Basics

The full writing style guide is available for download. 
Here is a short overview and fixes to common issues. 
We use the Chicago Manual of Style for most 
formatting questions and the Merriam-Webster 
dictionary for spelling.


Abbreviations


Keep clean without periods: US, 
not U.S. 


APIs


Not “API’s.” 


COVID-19


Preferred to Covid-19. Avoid 
“Covid” on its own.  


Data


Treated as plural to match 
government statistics format— 
the data “show” instead of 
“shows.” Writing “according to 
the data” helps avoid awkward 
usage.



Dates


Use consistent with audience 
(June 12 in the US, 12 June in the 
UK). In either case, the numeral 
stands alone (January 7, not 7th).

Ethnic and Racial Groups


Capitalized and not hyphenated 
(Black, Asian American, Native 
American, and so on). Hispanic, 
Latino, and Latinx are all 
acceptable, provided one 
consistent term is used 
throughout an entire document. 


Emsi Burning Glass


The former name of the company 
now known as Lightcast. It was 
created by the merger of the 
companies Burning Glass 
Technologies and Emsi. 


Use legacy brand names only 
when necessary to refer to 
relevant past context:  “Chris 
Kibarian joined us as CEO in April 
2022, when the company was 
known as Emsi Burning Glass.”


Use “Lightcast” whenever 
possible, including when 
referencing past products and 
information. 

For example: “According to 
Lightcast job posting data dating 
back to 2016…” 


Also note that The Burning Glass 
Institute is a separate nonprofit 
organization. It is supported by 
Lightcast, but not part of it. 


Jobseeker


Not “job seeker.” 


Numerals


Spell out numbers one through 
nine; use numbers for 10 and 
above. 



Oxford Comma


Used. We think it’s useful, more 
intuitive, and easier to read.



https://4906807.fs1.hubspotusercontent-na1.net/hubfs/4906807/Citation%20and%20Writing%20Style%20Guide%20Aug%202023.pdf
https://www.burningglassinstitute.org/
https://www.burningglassinstitute.org/
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Logo Tessell

Our mark, the Tessell, is a symbol of progress. The 
two repeating shapes indicate partnership as well 
as growth, pointing to prosperity. Progress is the 
process, prosperity is the destination.
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Logo Tessell

Our mark is built in an 8x8 grid of squares, with 0º, 
90º, and 45º angles that reveal two repeating 
polygons. The second polygon is taller, which 
symbolizes the idea of progress.
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Logo Lockup

Our primary logo and brand expression is the 
lockup of the Tessell and the Logotype. The space 
and size relationship has been carefully considered 
and should not be altered.
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Logo Lockup

The space and size relationship between the 
elements of the lockup is derived from size of  
the Tessell. 


X = 1/4 Tessell


The distance between the mark and logotype is 
0.5x. The baseline of the Logotype aligns to the 
bottom of the second polygon in the Tessell. And 
the top of the Logotype aligns to the point in the 
second polygon where the 45º angle begins.

1x

0.5x
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Logo Logotype

Our logotype has been carefully constructed to 
feel technical, but still full of personality. 


It should not be used as an element on its own. It 
should always appear locked up with the mark.
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Logo logotype

When used within text, our name should appear in 
the same font, color and size as the surrounding 
text. It may not be emphasized by underlining, 
increasing its size or setting the font appearance to 
bold or italic.


Our name should be set in Title case, with the “L” 
capitalized. However the “c” in Lightcast should 
never be capitalized.

Do not capitalize the “c.” Always capitalize the “L.”

When our name is typed 
out in a sentence, it should 
look like this: Lightcast.

LightCast lightcast

Incorrect use in text
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Logo Logo Color

The logo lockup is available in four colorways: Red 
+ Black (primary version), Black, White, and Red + 
White. The Tessell is available in Red, Black, and 
White.


When applying the logo on color or photographic 
backgrounds, always select the most appropriate 
version of the logo, and use brand colors with 
maximum contrast for backgrounds. 
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Logo Logo Color

When creating signage in the real world, opt for 
maximum contrast and simplicity. In this case, the 
White Lockup is best due to the high legibility and 
likelihood of consistent execution.
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Logo sizing and Clearspace  

Always allow for clearspace around the Tessell and 
Logotype. X is 1/4 the size of the mark, and that 
clearspace should be applied on every side. 


For minimum sizing, the mark and logotype should 
not be smaller than 16px tall for digital applications, 
or 5.6mm in print applications.

1x 1x

16px / 5.6mm 16px / 5.6mm

Mark and Lockup Minimum Clearspace

Mark and Lockup Minimum Size (not to scale)
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#F54562
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Color Secondary Colors

A set of secondary colors forms the foundation of 
our gradients, bringing a vibrant burst of color to 
compliment our core palette. These may also be 
used sparingly as accents or small details.  


Turquoise, and its accompanying tints and shades, 
should be given priority as a main accent.

Sapphire

HEX: #4D88FF

Turquoise 

HEX: #18E8F5

Fire

HEX: #FF781F

HEX: #FF2F59

HEX: #CA61FF

Sailor Red

Amethyst
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Color secondary colors

For UI components and data visuals, refer to this 
table of expanded colors. This palette is 
created using the Primary and Secondary 
palettes to establish hues. Darker and lighter 
shades have been added. 


Darker shades are prefixed with “D-” and the 
percentage that corresponds with the addition 
of Black. Lighter shades are prefixed with “L-” 
and the percentage that corresponds with the 
addition of White.

Overcast

D-60 #454545

D-40 #676767

D-20 #8A8A8A

Overcast #ACACAC

L-30 #C5C5C5

L-60 #DEDEDE

Fog #F7F7F7

Amethyst

D-60 #512766

D-40 #793A99

D-20 #A24ECC

Amethyst #CA61FF

L-30 #DA91FF

L-60 #EAC0FF

Lavender #FAEFFF

Turquoise

D-60 #0A5D62

D-40 #0E8B93

D-20 #13BAC4

TURQUOISE #18E8F5

L-30 #46EDF7

L-60 #A3F6FB

Sky #E7FDFE

Sailor Red

Dusk #621C27

D-40 #93293B

D-20 #C4374E

Sailor Red #F54562

L-30 #F87D91

L-60 #FBB5C0

Blush #FEECEF

Fire

D-60 #66300C

D-40 #994813

D-20 #CC6019

Fire #FF781F

L-30 #FFA163

L-60 #FFC9A5

Sunshine #FFF1E8

Saphire

D-60 #1F3666

D-40 #2E5299

D-20 #3E6DCC

Sapphire #4D88FF

L-30 #83ACFF

L-60 #B8CFFF

L-90 #EDF3FF

Tuscany

D-60 #655411

D-40 #977D19

D-20 #CAA722

Tuscany #FCD12A

L-30 #FDDA55

L-60 #FEEDAA

L-90 #FEF6D4

Emerald

D-60 #205030

D-40 #307848

D-20 #40A060

Emerald #50C878

L-30 #73D393

L-60 #B9E9C9

L-90 #DCF4E4
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Color

Gradients can be used as backgrounds to create 
distinction in layouts. Gradients should always run 
from corner to corner, from the lighest shade to White. 
For instance, the following gradients ar�

� Sunshin�
� Sk�
� Lavende�
� Blus�
� Fog

secondary colors
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Color Color Balance

Due to our broad secondary palette, it’s important 
not to overdo those colors. Note the following 
balance of color, with a high emphasis on White, 
Black, and Sailor Red. Then the secondary palette 
fills in through smaller amounts and pops.
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Typography fonts

Our brand identity system relies on two type 
families: Lausanne and Everett Mono. 


For display purposes, headlines, and otherwise 
more top-line messaging, Lausanne should be 
used in either 400 or 600 weight.


For data or small details, Everett Mono should be 
used in Regular, or Bold. It’s usually best used in all 
caps, but it can also be used in sentence case. Lausanne

Everett Mono

Lausanne 

Everett Mono

600

Regular

326pt

304pt
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Typography fonts

Lausanne has many weights and styles, however 
only 400 and 600 ought to be used in both regular 
and italic styles.


Everett Mono has two weights and two styles that 
can be utilized in the system.

Regular
Light

Regular & Bold

SemiBold
Bold

Italic
Light Italic

SemiBold Italic
Bold Italic

400

300 300

600

700

600

700

400

Lausanne 

Everett Mono
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Typography Usage

In general, larger type is set with tighter letter-
spacing, and line height ranging from 0.8 to 1 or 1.2.


Medium-sized headlines and body copy will have 
more open letter-spacing and line height.

Lausanne 600
104pt | 104pt 
-0.4em

Lausanne 400
36pt | 46pt 
-0.2em

Lausanne 300

Lausanne 700

Everett Mono

20pt | 32pt

20pt | 32pt


-0.2em

14pt | 20pt


Uppercase

Clear,

actionable 

insight
Labor market data to help your institution, 
organization, or community thrive.

The world’s most comprehensive and complex labor market data, 
delivered in simple, easy-to-understand tools.

About Us
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Typography usage

When using Lausanne, commas, semi-colons, and 
quotation marks should be set as “typographer’s 
marks” rather than the default straight marks. 


This setting can be adjusted in OpenType features.

, ; ‘ ’  “ ”     



    , ; ‘ ’  “ ” 

Lausanne 
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Typography Font Alternatives

When applications call for it, such as email clients, 
slide presentations, and other media where our 
typefaces cannot be embedded, use the following 
fallbacks to keep a consistent look. Clear, actionable insight

Clear, actionable insight

Clear, actionable insight

Clear, actionable insight

Lausanne 

Arial

Everett Mono

IBM Plex Mono

Bold 64pt

48pt

56pt

Regular

Regular

64pt600

-0.3em

-0.2em
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visual our design style

The component parts of the Lightcast collage style—
especially photography, numerals, and data 
visualization—serve to reinforce the idea that 
Lightcast brings people and data together.


A photo or illustration of “data” on its own might 
show a computer server room, a circuit board, or an 
abstract representation of cyberspace. That’s not 
where our customers do their most crucial work; 
instead, we want to show people as they relate to 
their jobs or relate to one another, because people 
are at the heart of everything we do. Photography 
gives us an opportunity to represent our customers 
in business, community leadership, and education 
while active in their work.


By placing such photos in an array with charts, 
graphs, and numbers, we can display people and 
data both at once, with efficiency and clarity. 
Applying a consistent color scheme, including the 
Glow, helps viewers understand that the images are 
distinctively Lightcast.


The following pages provide further detail about 
creating and applying each of those elements.



7%
GROWTH

Supply



Visual our Design Style

Brand Guidelines

The Lightcast design style combines many elements of 
the brand identity system into a collage-style editorial 
graphic. The elements that can be combined are:�

� Black and white photo�
� Typograph�
� Numeral�
� Lightcast color palett�
� Data graphs and visual�
� Grid

Sun



Visual our design style

Brand Guidelines

Lightcast collage graphics should follow certain 
principles to maintain consistency�

�� Compositions should be created on a vertical or 
horizontal grid, which is used as a framework for a 
dynamic data pattern�

��  An image should be selected for a primary focal 
point. The subject(s) should be cut out with a layer 
mask, and converted to black and white�

�� The grid blocks that make up the data pattern should 
then be thoughtfully arranged to compliment the 
image. Note how the layering of blocks behind and 
in front of the image creates additional depth.�

�� A brand color should be applied to the background, 
and the Glow may be brought in as a counterpoint 
element. Glow blocks should follow the existing grid, 
but should provide additional leading lines to 
support the overall composition�

�� Finally, data visualization imagery and contextual 
typography can be incorporated to provide visual 
balance and bring meaning to the graphic.

2 0 1 2 	 3 9 0 9 	
3 6 1 6 	 3 9 7 9 	
3 7 9 3 	 3 8 3 5 	
3 9 1 1 	 3 7 3 5 	
3 8 0 9 	 3 8 8 2 	
3 7 7 5 	 3 8 7 8 	
3 9 7 0

2 0 1 3 	 3 9 2 3 	
4 0 0 4 	 4 0 7 6 	
3 9 8 8 	 4 1 4

SEP
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Brand Guidelines

When creating Lightcast collages, consider how a 
narrative might be constructed through image 
selection, shape, positive and negative space, 
color, texture, interactions between elements, and 
overall composition.

By Ben Stafford By Ben Stafford

By Gabrielle Merite

By Mike Mcquade By Mike Mcquade



The Glow is a foundational part of the Lightcast 
visual language. It feels optimistic and warm, and 
communicates the tone of gratitude we endeavor 
to have in all of our work.

Brand Guidelines

Visual elements



The following gradients are what is used to create 
the effect. By combining these elements with 
color blend modes, new and interesting colors 
and textures emerge.

Noise Layer

White to Sapphire

Amethyst to Turquoise

Turquoise to Dusk

Fire to Amethyst

Amethyst to Sailor Red

Color Burn or Color Dodge

Base Layers

Brand Guidelines

Visual elements
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Visual

Step 1


Create the base layers and shape. The form 
can be any amorphous shape.

Step 2


Add Color Blends. Use Color Burn for adding 
color, and Color Dodge for removing color.

Step 3


Apply a layer blur to the layers such that the 
shape is unrecognizable, but not too dull.

Step 4


Apply a noise layer with an Overlay blend 
mode. This prevents unusual digital noise.

elements
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Visual

Step 1


Create the base layers and shape. The form 
can be any amorphous shape.

Step 2


Add Color Blends. Use Color Burn for adding 
color, and Color Dodge for removing color.

Step 3


Apply a layer blur to the layers such that the 
shape is unrecognizable, but not too dull.

Step 4


Apply a noise layer with an Overlay blend 
mode. This prevents unusual digital noise.

elements
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Visual

The Glow can be applied to the following patterns: Dots, 
Blocks, and Rays. Each of these patterns are 
reminiscent of data displays and add a great deal of 
variety to the visual language.


More patterns may be developed over time, and should 
always be rooted in some kind of data visualization.

elements
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Visual

Photography is another core element of our brand and 
highlights people in their work. Keep the following things 
in mind when choosing photography.�

� Lighting should always be natural and clea�
� Subject should not be camera-awar�
� Gestures of people should appear natural, and not 

include any over-the-top signals like high fives, fist 
bumps, or forced smile�

� Photos of shadows can be combined alongside other 
photos and graphic elements to add additional textur�

� Note that these guidelines are distinct from our 
collage design style, which requires photos to be 
black and white 

elements
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Visual Examples

2 0 1 2 	 3 9 0 9 	
3 6 1 6 	 3 9 7 9 	
3 7 9 3 	 3 8 3 5 	
3 9 1 1 	 3 7 3 5 	
3 8 0 9 	 3 8 8 2 	
3 7 7 5 	 3 8 7 8 	
3 9 7 0

2 0 1 3 	 3 9 2 3 	
4 0 0 4 	 4 0 7 6 	
3 9 8 8 	 4 1 4

SEP

2 0 1 2 	 3 9 0 9 	 3 6 1 6 	 3 9 7 9 	 3 7 9 3 	 3 8 3 5 	 3 9 1 1 	 3 7 3 5 	 3 8 0 9 	 3 8 8 2 	 3 7 7 5 	 3 8 7 8 	 3 9 7 0

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

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

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

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

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

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

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

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

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

Jun
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Video collage in motion

Movement and animation may be 
incorporated with our brand collage style to 
create video graphics that explain concepts 
relevant to our industry.


Use the  as 
reference for execution of this style.


Lightcast Explainer Video

https://youtu.be/OYdDOYIn3II


Brand Guidelines

Video Beer w/ Lightcast

This video series features a single speaker 
presenting high-level information about 
relevant topics. The style is casual and fast-
paced, featuring a solid background, on-
screen text, and the use of candid, 
unscripted edits. 


Beer with Lightcast Videos


Beer with Lightcast Production Book

https://www.youtube.com/playlist?list=PL_nzs24g8gYapyU7WSPJ5-pSrMyHn05zY
https://drive.google.com/file/d/1c7Vz60N3VOhrxZHMuLPMkNdembUOpzhx/view?usp=share_link


Brand Guidelines

Video on-screen text

On-screen text should always be set 
in our brand typefaces. Consider 
highlighting important words or 
phrases in Sailor Red for additional 
impact.


Consider the use of large numbers 
and stats to provide context and 
meaning.

Skills 
Based 
Hiring



Brand Guidelines

Video 

The Lightcast Tessell should be applied as a 
watermark in the lower right corner. 


Names and other information should be 
displayed in the lower left corner.

Information level 1

Level 2

on-screen text



Brand Guidelines

Video End Frames

An animated sequence of our logo is 
available on .Google Drive

https://drive.google.com/file/d/1ItCLEn1eDG-h6KjIkZ9FTdQ0RY_8vtPH/view?usp=share_link
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Data Viz Text

Brand Guidelines



Data Viz
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Data Viz
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Data viz style



Data Viz Style
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Data Viz Style
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