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Introduction
The Brand

Incient autem istis et debis sum quiditam a 
nulpari testium acepeliquo omni to ex excest 
quam iligentiis ad ut ut fuga. Ferum harchit 
aeceperiaes modit, cores audaesto occum 
comnihilit ipiste vel maionsed ma doles parum, 
quis mostibus elenis as nonet aceaqui blandae 
sum volecti di aut fuga. Apitibernat re nis esec-
tur millatu riosapietur? Qui quam, que voloreh 
enistorem si ipic temos ad quunt presere natio 
ero minimoluptur mod que odigendel iumquid 
et rem quam receati sint, volupti occusandi acia 
dolut qui cores eum exere optiat.

Ernatiis nimpore, ommolup icimodi dolupta-
tio eserovidem intiatiam volupta tiscienit pro 
berum et, ut harcid mo quis rectionse pellabo. 
Udaes aligentorem eumeniate occuptatatet 
dissum aped maion nulparchil modi asit labo. Et 
rest labores aut arum sunt, sus nobitam volo-
ruptatis qui blaut reium quis sequo quunt atus 
moluptatat.

Am re quo quam aceate eossimi, samet vitiasi 
dolore volutem velibero consequas is non et 
omni doluptia voloriatibus assunti unt, ulpar-
umet essin poriae labo. Itatione secto iuntium 
quam, volest, sedis apitium qui odist maiora 
dollorenihic tem earumquo con num rescipsa 
nobitio nsequatque odi occullique vellenecusae 
porem quibus nos magni in nosamus quis re 
nat pa dererum quat etur, inciaest quatquunt 
lacepro inum ius.

Dolupti beribus elitae mintusam, vel im quid 
quiam vit omnis mo odis dio. Nam dolorrum 
aborest, con num volor aperitatur aut quis-
cipsam et eturit que con nis ea cupta aditiore, 

unt aciis ma volendendunt es nia anda volumqu 
assimolent fuga. Nequate perectat deritat ipsam 
alitis et ea que qui con re, id et facepra sequunt.

Pelit et molupiendae vellupt atibusdae. Ut accae 
eos aditat. Incient autem istis et debis sum 
quiditam a nulpari testium acepeliquo omni to 
ex excest quam iligentiis ad ut ut fuga. Ferum 
harchit aeceperiaes modit, cores audaesto 
occum comnihilit ipiste vel maionsed ma doles 
parum, quis mostibus elenis as nonet aceaqui 
blandae sum volecti di aut fuga. Apitibernat re 
nis esectur millatu riosapietur? Qui quam, que 
voloreh enistorem si ipic temos ad quunt pre-
sere natio ero minimoluptur mod que odigendel 
iumquid et rem quam receati sint, volupti occu-

sandi acia dolut qui cores eum exere optiat.

Am re quo quam aceate eossimi, samet vitiasi 
dolore volutem velibero consequas is non et 
omni doluptia voloriatibus assunti unt, ulpar-
umet essin poriae labo. Itatione secto iuntium 
quam, volest.

Dolupti beribus elitae mintusam, vel im quid 
quiam vit omnis mo odis dio. Pelit et molupien-
dae vellupt atibusdae. Ut accae eos aditat.
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1 Brand Elements
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The Logo
The Recycling Lottery

Name, corporate logo, colours, typeface - these
are the pillars of the identity of the company.
Their characteristics ensure an individual and
consistent image of the company on the market.

Chapter 2 of this brandbook shows all the rules 
for The Recycling Lottery Logo
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Typefaces
Primary Font

The Recycling Lottery’s primary font is Open 
Sans. The font is available free of charge as  
part of Google Fonts, and supports most of the 
languages.

The Open Sans Font comes with 10 weights
(Light, Light Italic, Regular, Italic, Semibold, Semi-
bold Italic, Bold, Bold Italic, Extra Bold, Extra Bold 
Italic).

Open Sans is free
for commercial use.

Font weights

Open Sans supports most
languages, and is constantly
developed.

Open Sans Regular

AaBbCcDdEe123
abcdefghijklmnopqrstuwxyz
ABCDEFGHIJKLMNOPQRSTUWXYZ
£!@#$%^&*()_+-=[]{};’\,./:”|<>?

Light AaBbCcDdEe123
Light Italic AaBbCcDdEe123
Regular AaBbCcDdEe123
Italic AaBbCcDdEe123 
Semibold AaBbCcDdEe123
Semibold Italic AaBbCcDdEe123
Bold AaBbCcDdEe123
Bold Italic AaBbCcDdEe123
Extra Bold AaBbCcDdEe123
Exrtra Bold Italic AaBbCcDdEe123

abcdefghijklmnopqrstuwxyz
ABCDEFGHIJKLMNOPQRSTUWXYZ
£!@#$%^&*()_+-=[]{};’\,./:”|<>?
àáâãäåæçèéêëìíîïðñòóôõö÷øùúûüýþÿ
ÀÁÂÃÄÅÆÇÈÉÊËÌÍÎÏÐÑÒÓÔÕÖ
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Typefaces
Secondary Font

The Recycling Lottery’s secondary font is 
Roboto Slab. The font is available free of charge 
as  part of Google Fonts, and supports most of 
the languages.

The Roboto Slab Font comes with 10 weights
(Extra Light, Thin, Light, Regular, Medium, Semi 
Bold, Bold, Extra Bold, Black).

Roboto Slab is free
for commercial use.

Font weights

Roboto Slab supports most
languages, and is constantly
developed.

Roboto Slab Regular

AaBbCcDdEe123
abcdefghijklmnopqrstuwxyz
ABCDEFGHIJKLMNOPQRSTUWXYZ
£!@#$%^&*()_+-=[]{};’\,./:”|<>?

Extra Light AaBbCcDdEe123
Thin AaBbCcDdEe123
Light AaBbCcDdEe123
Regular AaBbCcDdEe123
Medium AaBbCcDdEe123
Semi Bold AaBbCcDdEe123
Bold AaBbCcDdEe123
Extra Bold AaBbCcDdEe123
Black AaBbCcDdEe123

abcdefghijklmnopqrstuwxyz
ABCDEFGHIJKLMNOPQRSTUWXYZ
£!@#$%^&*()_+-=[]{};’\,./:”|<>?
àáâãäåæçèéêëìíîïðñòóôõö÷øùúûüýþÿ
ÀÁÂÃÄÅÆÇÈÉÊËÌÍÎÏÐÑÒÓÔÕÖ
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Brand Colours
Corporate colours

Th Recycling Lottery’s main colours are Green 
and Light Blue and Black with 80% Tint.

Green is used for accents.
Black is used mainly for typography.

Pantone 346C
CMYK: 70,0,71,0
RGB: 72,185,121
#48b979

Pantone 298C
CMYK: 70,16,0,0
RGB: 41,169,224
#29a9e0

Pantone 425C
CMYK: 0,0,0,80
RGB: 88,89,91
#58595b
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Brand Graphics
Normal Photos

Photography is crucial part of the our brand
identity. Photos should always be professional
and of high quality.

Amateur photos can be used for publications,
such as news, blogs etc.
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Brand Graphics
Blue colour photo treatment

Whenever photos are used as a generic
background where they play secondary role, a
graphical treatment is recommended.

For the purpose of this brand book it’s called
“Blue Colour Photo Treatment”.
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Brand Graphics
Blue colour photo treatment
Creation method

Brand Graphics
Blue colour photo treatment - creation method
The creation method is described as a generic
one, that most of the graphical software are
supporting (i.e. Photoshop, Illustrator).
- Convert the desired photo to greyscale
- Create new layer above the greyscale photo,
and set up a blending mode to Multiply/Darken.
Sometimes the greyscale photo will require 
some retouching - brightness/contrast.

After creating the image, always flatten the lay-
ers before sending, as in some cases like viewing 
a pdf file from a web browser may not show the
desired results, or may appear corrupted.
10 FINA Brand Guidelines
Creation method

1st layer:
Greyscale photo

2nd layer:
Blue layer,

Blending mode: Multiply/Darken
Result is a photo with blue look and feel.
Blue Colour Photo Treatment

Creation method

1st layer:
Greyscale photo

2nd layer:
Blue layer,
Blending mode: Multiply/Darken

Result is a photo with 
green look and feel.
Green Colour Photo 
Treatment

Blue colour photo treatment
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Creating image collages/compositions in a
consistent way improves brand perception.
These are just a few examples of grids that can 
be used in The Recycling Lottery’s materials.

Brand Graphics
Photo grids

Full screen/page pictures

Small Irregular grids

Don’t use different than rectangle/square shapes for 
photos.

Irregular grids are highly recommended, spaces be-
tween the photos are not required.

Regular grid - try to avoid using regular grids in 
printed materials. If used - use with blank spac-
es between. For digital usage it’s accepted.

Don’t use different photo description style in one 
document, and try to keep consistency throughout 
the documents.
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If the logos are placed on the pictures as a
secondary element (not part of the main graphic
theme, such as watermarks), use the right lower
corner as a primary logo placement area.

If the image doesn’t allow the logo to be legible 
in the right lower corner, place it in other cor-
ners respecting the safe areas.

This applies to all logo types.

Brand Graphics
Placing logos on pictures
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2 Logos
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Logo Chart
Logo positioning

The Recycling Lottery has a few logos usages.

They are divided into 5 main groups.

Corporate stand-alone logo

Events Logo position
EVENTS LOGO

Partners / Suppliers logo position
PARTNER
SUPPLIER

LOGO
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Logo Do’s and Dont’s
DO’s and DONT’S for logo use

Always use logo files from the Brand Guidelines respective 
folders.Never try to recreate them from the guidelines.

Never stray from the color palette

Never rearrange elements of the design

Never change or alter any fonts.

Never switch the colors

Never stretch or distort the Logo

Never change the orientation of the logo with angles different 
than 0° or 90°

AI

PDF

PNG

THE 
RECYCLING 
LOTTERY
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Corporate logo
Main Logo

The Recycling Lottery logo is a comprised of spe-
cific gradiens and the chosen green colour;

Green
Pantone 346C
CMYK: 70,0,71,0
RGB: 72,185,121
#48b979

Blue
Pantone 298C
CMYK: 70,16,0,0
RGB: 41,169,224
#29a9e0

80% Gray
Pantone 425C
CMYK: 0,0,0,80
RGB: 88,89,91
#58595b
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Corporate logo
Black and White versions

1.1 logo in white

1.1 logo in black
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Corporate logo
Colour permutation

1.1 logo on green

1.1 logo on blue

The corporate logo can exist with an
“inverted” colour scheme, which means that the
main colour is white with one of the corporate 
colours as backgrounds.

Green
Pantone 346C
CMYK: 70,0,71,0
RGB: 72,185,121
#48b979

Blue
Pantone 298C
CMYK: 70,16,0,0
RGB: 41,169,224
#29a9e0

80% Gray
Pantone 425C
CMYK: 0,0,0,80
RGB: 88,89,91
#58595b
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Corporate logo
Minimum Size

The minimum size shows the smallest allowed
usage of the logo. This is to prevent the logo or
part of it from being illegible, as long as the min-
imum font size is not smaller than 8 pt.

9.
7m

m

30mm
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Corporate logo
Use on different backgrounds

In general - don’t use FINA corporate logos on
backgrounds that are different colour schemes
than white/light/blue/dark blue.

Proper usage:
1. Acceptable on light - solid, gradient or
patterned backgrounds - white/grey.
2. Acceptable on fairly uniform blue/dark
backgrounds.
3. Galleries/multiple photos - due to the nature 
of photos, it’s recommended to use the The 
Recycling Lottery logo on a small square (to keep 
consistency within a gallery)

Incorrect use of logos:
1. Don’t use logos in a way that makes it
ilegible - e.g. dark logo on dark background, logo
on complicated backgrounds.
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Logo integration
Partner / Supplier

The version of the corporate logo with the
integration of the partner logo.

PARTNER
SUPPLIER

LOGO
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Partner/Supplier
Construction rules

This logo is constructed by placing The Recycling 
Lottery’s corporate logo on the left, and the 
partner logo on the right with a separator line 
between. Separator is slightly bigger in height 
than the The Recycling Lottery’s logo.

The area for the partner logo is only partly
defined, as partner logos can have different
proportions. Partner logo can’t be higher than
The Recycling Lottery’s logo, and the area (x*y) 
can’t be larger than The Recycling Lottery’s logo.

The safe area is defined as shown in the exam-
ple, but for Partner/Supplier logo respect the 
rules for safe area, colours, and placement on a
background.

For the The Recycling Lottery’s logo, 
please respect the following rules:
- colour rules
- b/w versions
- background placement
- minimum sizes
You may refer to The Recycling Lottery’s corpo-
rate logo rules and
the rules of the Partner logo.

Logo can have different proportions,
but the surface of the partner logo has
to be equal or smaller than FINA logo.

LOGO AREA

SAFE AREA

SAFE AREA

W1

H
1

H
2

H
2

H
2

H
2

H
2

H
2

H
1

W2

W2* * *
etc.

W2

W2 W2

W1 W2



23Brand Guidelines |

Partner integration
Construction rules with
“Official Partner” tag line

This logo is constructed by placing The Recycling 
Lottery’s corporate logo on the left, and the 
partner logo on the right with a separator line 
between. Separator is slightly bigger in height 
than the The Recycling Lottery’s logo.

The area for the partner logo is only partly
defined, as partner logos can have different
proportions. Partner logo can’t be higher than
The Recycling Lottery’s logo, and the area (x*y) 
can’t be larger than The Recycling Lottery’s logo.

The safe area is defined as shown in the exam-
ple, but for Partner/Supplier logo respect the 
rules for safe area, colours, and placement on a
background.

For the The Recycling Lottery’s logo, 
please respect the following rules:
- colour rules
- b/w versions
- background placement
- minimum sizes
You may refer to The Recycling Lottery’s corpo-
rate logo rules and
the rules of the Partner logo.

LOGO AREA

OFFICIAL PARTNER

Centered

SAFE AREA

SAFE AREA

Logo can have different proportions,
but the surface of the partner logo has
to be equal or smaller than FINA logo.

H
2

H
2

H
2

H
2

W2* * *
etc.

W2

W2 W2

W1

H
1

H
2

H
2

H
1

W2
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Partner intergration
Construction rules
“Official Partner” tag line
different colour

This logo is constructed by placing The Recycling 
Lottery’s corporate logo on the left, and the 
partner logo on the right with a separator line 
between. Separator is slightly bigger in height 
than the The Recycling Lottery’s logo.

The area for the partner logo is only partly
defined, as partner logos can have different
proportions. Partner logo can’t be higher than
The Recycling Lottery’s logo, and the area (x*y) 
can’t be larger than The Recycling Lottery’s logo.

The safe area is defined as shown in the exam-
ple, but for Partner/Supplier logo respect the 
rules for safe area, colours, and placement on a
background.

For the The Recycling Lottery’s logo, 
please respect the following rules:
- colour rules
- b/w versions
- background placement
- minimum sizes
You may refer to The Recycling Lottery’s corpo-
rate logo rules and
the rules of the Partner logo.

LOGO AREA

Centered

SAFE AREA

SAFE AREA

OFFICIAL PARTNER

Logo can have different proportions,
but the surface of the partner logo has
to be equal or smaller than FINA logo.

H
2

H
2

H
2

H
2

W2* * *
etc.

W2

W2 W2

W1

H
1

H
2

H
2

H
1

W2
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Partner intergration
Construction rules with
“Official Partner” tag line

This logo is constructed by placing The Recycling 
Lottery’s corporate logo on the left, and the 
partner logo on the right with a separator line 
between. Separator is slightly bigger in height 
than the The Recycling Lottery’s logo.

The area for the partner logo is only partly
defined, as partner logos can have different
proportions. Partner logo can’t be higher than
The Recycling Lottery’s logo, and the area (x*y) 
can’t be larger than The Recycling Lottery’s logo.

The safe area is defined as shown in the exam-
ple, but for Partner/Supplier logo respect the 
rules for safe area, colours, and placement on a
background.

For the The Recycling Lottery’s logo, 
please respect the following rules:
- colour rules
- b/w versions
- background placement
- minimum sizes
You may refer to The Recycling Lottery’s corpo-
rate logo rules and
the rules of the Partner logo.

Logo can have different proportions,
but the surface of the partner logo has
to be equal or smaller than FINA logo.

H
2

H
2

H
2

H
2

W2* * *
etc.

W2

W2 W2

SAFE AREA

SAFE AREA

OFFICIAL PARTNER

LOGO AREA

W1

H
1

H
2

H
2

H
1

W2
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Partner intergration
Construction rules
“Official Partner” tag line
on different colour.

This logo is constructed by placing The Recycling 
Lottery’s corporate logo on the left, and the 
partner logo on the right with a separator line 
between. Separator is slightly bigger in height 
than the  The Recycling Lottery’s logo.

The area for the partner logo is only partly
defined, as partner logos can have different
proportions. Partner logo can’t be higher than
The Recycling Lottery’s logo, and the area (x*y) 
can’t be larger than The Recycling Lottery’s logo.

The safe area is defined as shown in the exam-
ple, but for Partner/Supplier logo respect the 
rules for safe area, colours, and placement on a
background.

For the The Recycling Lottery’s logo, 
please respect the following rules:
- colour rules
- b/w versions
- background placement
- minimum sizes
You may refer to FINA corporate logo rules and
the rules of the Partner logo.

Logo can have different proportions,
but the surface of the partner logo has
to be equal or smaller than FINA logo.

H
2

H
2

H
2

H
2

W2* * *
etc.

W2

W2 W2

SAFE AREA

SAFE AREA

LOGO AREA

OFFICIAL PARTNER

W1

H
1

H
2

H
2

H
1

W2


