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GUIDELINES



Statements  about  Who We Are

and Why We Matter

brand
platform

section one



Brand Purpose 
why we exist

We exist  to  make ever y  woman on the

planet  feel  honored,  e legant ,  and

empowered regardless  of  where she l ives.



Positioning
Statement 
what makes us unique

We are  the only  br idal  l ine  that  pairs  a  l i fe - changing stor y  with each 

handcraf ted gown for  the standout  br ide who wants  to  make the most 

impac t  with her  choice.



Possibility Statement
what we imagine 

Feel  Great .   About  you.   About  your  dress.

About  the person who made i t .



Brand
Personality 
WHO WE ARE

Lovely

Transparent

Warm

Restorat ive

Bold



Brand
Promise 
what we guarantee

Elegant  .  Ethical  .  Empower ing



Brand
Principles 
what we believe in

Ever y  woman deser ves  to  be celebrated:  I t  doesn’t  matter  whether  she’s  a  Nashvi l le 

br ide being toasted by loved ones,  an ar t isan in  Cambodia ,  or  any other  female  on the 

planet ,  we bel ieve the honor  due a  br ide is  f i t t ing for  ever y  woman,  ever y  day. 

 

Stor ies  are  what  st i tch us  together :  Our  dresses  create  communit y  –  a  communit y  of 

women who k now that  our  decis ions  impac t  our  wor ld  and our  indiv idual  stor ies  are  par t 

of  a  grander  one.  We celebrate  each other ’s  stor ies  and celebrate  that  they are  woven 

together.

 

Qual i t y  begins  with the ar t isan:  I t ’s  easy  to  stand for  qual i t y  when i t  comes to  a  produc t , 

but  we bel ieve in  coming a longside each woman who makes  our  dresses  to  help them 

create  a  better  qual i t y  of  l i fe  for  themselves,  their  fami ly,  and their  communit y.



Brand
Customer 
who we reach

Gender :  Women

Age:  19-35

Locat ion:  S outheastern U.S .

Felt  Need:  A  dress  that  expresses 

who I  am and what  I  care  about  in  a 

deeply  personal  way

Pain Point :  A  conf l ic ted v iew about 

weddings being sel f - indulgent  and 

shor t- l ived



Manifesto 
who we reach

We exist  to  make ever y  woman on the planet  feel  honored,  e legant ,  and empowered 

regardless  of  where she l ives.  We ser ve br ides  who want  a  dress  that  expresses  who they 

are  and what  they care  about  in  a  deeply  personal  way and don’t  want  a  se l f - indulgent 

wedding that  i sn’t  conscious  of  the wor ld ’s  complex chal lenges.  However,  imagine i f  you 

could feel  great  — about  you,  your  dress,  and the person who made i t .

We’re  di f ferent  because we are  the only  br idal  l ine  that  pairs  a  l i fe - changing stor y  with 

each hand- craf ted gown for  the standout  br ide who wants  to  make the most  impac t  with 

her  choice.

We’re  lovely,  t ransparent ,  warm.  restorat ive,  and bold.  We bel ieve ever y  woman deser ves 

to  be celebrated,  stor ies  are  what  st i tch us  together,  and qual i t y  beings  with the ar t isan. 

Don’t  miss  out  on the oppor tunit y  to  make your  wedding even more s igni f icant .



Statements  about 

How We Look and Feel

brand
IDENTITY

section TWO



Typography

Julius Sans One
abcdefghijklmnopq
rstuvwxyz

Samros brand typography has been designed to be clean, on-trend, 

and elegant. We have only a few simple rules to help maintain the 

look and feel that express the heart of Samros.

1. When using Julius Sans One as a headline or sub-head, make sure 

    you use a minimum spacing in between characters of between 1% 

    and 1.5%.

2. When using Open Sans as a sub-head or body text, make sure you 

    use a minimum spacing in between characters of between 1% and 

    1.5%.

3. You may only use Julius Sans One as a headline or sub-head and 

    Opens Sans as a sub-head or body text.

OPEN SANS
OPEN SANS
OPEN SANS
OPEN SANS

Open Sans
Open Sans
Open Sans
Open Sans

Open Sans
Open Sans
Open Sans
Open Sans

Open Sans

ABCDEFGHIJKLM
NOPQRSTUV WXYZ

abcdefghi jk lmno
pqrstuv wx yz

Title +
Header Font

Body Font



primary secondaryColors

Colors  should a lways

be used strategical ly

and never  compete 

with the messaging.

Secondar y  colors  are 

subjec t  to  change

depending on the

season.

Pantone Neutra l  B lack  C
CMYK :  69,  63 ,  62 ,  58
RGB:  51 ,  51 ,  51
HEX:  #333333

Pantone 663 C
CMYK :  11,  11 ,  12 ,  1
RGB:  221,  215,  211
HEX:  #dcd7d3

Pantone 2326 C
CMYK :  34,  34 ,  54 ,  16
RGB:  152,  138,  111
HEX:  #978a6e

Pantone 482 C
CMYK :  16,  22 ,  28 ,  3
RGB:  206,  187,  171
HEX:  #cebaab

CMYK :  0 ,  0 ,  0 ,  0
RGB:  255,  255,  255
HEX:  #f f f f f f 

Pantone 427 C
CMYK :  6 ,  4 ,  7 ,  11
RGB:  213,  213,  210
HEX:  #e9e9eb






