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SCRAPBOOK



ABOUT US

Scrapbook is a handcrafted branding agency built
on the idea that creativity should feelhuman. Inan
industry (& world) leaning toward automation,

we choose to start offline and by hand.
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Logo

Our logois designedto be clean,
expressive, andinstantly recognizable. The
logo represents the creative, handcrafted
nature of the brand while maintaining clarity
and balance across all applications.

Adistinctive feature of thelogois the
“paper” treatmentusedto formthe oo. We
chose this element to emphasise the
brand’s scrapbook-inspiredidentity — it
brings atactile, handmade feeling that
connects directly to ourvisual world.

scrapbmik




Logomark




Minimum Size
and Security Area

To preserve the integrity and visibility of the
Scrapbooklogo, adefined security area must be
maintained around it at all times.

The required clear spaceisrepresented by “X”,
where X equals the height of the smallest module
inthe grid systemusedin the logo construction.
This clear space must surround the logo onall
four sides.

No text, imagery, icons, orlayout elements
should enter this protected zone.

Maintaining this buffer ensures the personality of
thelogo — includingits playful shapes and
irregular forms — remains legible and visually
strongin every application.

scrapbuik




Positioning Rules

O1Landscape

Our default option would be to place
ourlogo ontop of layout.
Preferably on the left.

02 Landscape Wide

Our default option would be to place
to the right, horizontally centered.
Preferably on the left.

03 Portrait

If your content is vertically centered
in a portrait frame, we prefer our
logo to also be vertically centered at
the top.



Placement Misuse

Avoid the examples mentioned below at all
times:

1.

. Avoid changing brand colors

O © N O O~ WWN

Avoid distorting ourlogo

. Avoidrotatingourlogo
. Avoidrearranging ourlogo

. Don’t tamper with the logo spacing

Never apply shadow effect to ourlogo

. Avoid boxinginourlogo
. Avoid background with poor contrast

. Don’tchoke ourlogo
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ColorPalette

Ourcolorpalettereflects the warm, creative, and
approachable personality of the brand. HI1BIC]

The primary colors should be used for
backgrounds, text, and foundational brand

elements. Secondary colors support accents,
llustrations, and highlights.

#248490

#BB3C2B

#2A0202



Primary

PogrERhy PLUS JACKARTA

Our primary typefaceisusedforall

main communication, including

headlines, subheadings, and body SAN S
text. It provides a clean, modern, and

highly legible foundation for ourvisual

identity.

Consistent use of this fontensures a
cohesive look across all touchpoints
andreinforces ourbrand’s
professional tone. It should always be
the dominant typeface and serve as
the core of our typographic system.

Secondary

Typography ANNE USE  YOUR

Used only forsmallaccents andlabels.

Adds ahuman touch but should never
replace primary typography. ‘ i ESCO




Headlines

HEADLINE 1
PLUS JAKARTA SANS
SIZE: 56PT / 64PT. TRACKING: -4%

HEADLINE 2
PLUS JAKARTA SANS
SIZE: 40PT / 48PT. TRACKING: -4%

HEADLINE 3
PLUS JAKARTA SANS MEDIUM
SIZE: 36PT/42PT. TRACKING: -4%

HEADLINE 4
PLUS JAKARTA SANS BOLD
SIZE: 28PT / 36PT. TRACKING: -2%

SUBHEADLINE
PLUS JAKARTA SANS REGULAR
SIZE: 24PT / 32PT. TRACKING: -4%

We don’tjust designbrands,
we build experiences that stick.

Craftingamemorable brandisacomplexprocess
that blends strategy, storytelling and design.

Not sure where to start?
Let’s figureit out together.

What you can expect fromus:

We collaborate closely with yourteam, translate ideasinto clear
visuals and ship work that'sready tolaunch ontime, onbrand and
built to grow with your business.

From first sketch to final
launch, we explore, test
and tweak untilyour
brandfeelsjustright.

Strategy — Story - Des'gn



Characterlllustrations

They should always feel organic, friendly,

and slightly imperfect mirroring the \
scrapbook aesthetic. C/C\g

Our characterillustrations express the \O
playful and handcrafted spirit of the brand. \ &.3\,\\‘(\ \\ L?)




Stationary
Implementation






L etterhead and Envelope

For: 140272025
Isabealla Munez

Brand Director, Sunbeam Collective

45 Meadow Lane, London

Project Update

We ve beensketching, scribbling, and making a delicious creative mess over here — all
in the name of bringing Sunbeam’s new campaign te life. the studio table currently
looks like a paper tornado hit it (in a goodway), which is usually a sign that something

..... iting 15 brewindg.

-:]-r.'rpj;::'g.-' to share that the first round of conceptsisalmost ready. we've pushed into
nexpected, playful directions that feel very sunbeam while still giving you that
u asked for. we'llpackage everything neatly (oras neatly as Scrapbook

;}-5' ..': .Hr:@;:_‘h‘_ _\_:.\. ‘-.I:i-—\. =
fild ideas you're unsure
all. —

Cabe Velargquoer 123, Mookl



Notebook

SCRAPBOOK GROUP 5




Stickers




Merchandasing




- Lanyard

Adea
B Sahiti

asahiti@scrapbook.com
+34 6786992150
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Matchbook
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Notebook
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SocialMedia



Instagram Post

scrapbookstudio
Madrid, Spain

scrapbmk

scrapbaitk




Instagram Story

Case stud\{:

DEAR CANDIDATE,
ALLYOUNEED IS
A RESPONSE.

clara

Case stuA\,:

Ghostingisn’tjusta
dating thing —
it’s a hiring problem.

Most candidates get silence
afterinterviews.

It leaves them insecure,
invisible, and frustrated.

Clarawas created to fix that.

Our Goal

Create acampaign that turns every interaction
into clarity:status updates, feedback,

decisions, next steps.

Fast, human, transparent.

Case stud\f: clara

The Execution

Billboards, social ads,
public installations —
all showing one truth:

With Clara, nobody gets ghosted.

pe—

Case stch\,:

Dear Marta,

Here is why we made our decision...

Read hMOre

@scrapbook.com
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SCRAPBOOK
BRAND GUIDELINES
2025



