
Brand
Guidelines

December 2015
Microsoft Confidential



Please read this page before starting

Before we dive into how to express the Windows Brand, let’s take a moment to 
highlight our story. 

It’s pretty simple: We’re for doing. Always have been, always will be. 

Let’s expand this a little more for you—we’re for the people out there, who want to 
set their ideas into action—we call them the doers. We empower these people, no 
matter who, or where they are, to do great things.

So as you market Windows, please create great stories that focus around ‘doing on 
Windows’—and in doing so your marketing will align powerfully with the way the 
Windows team will be marketing Windows. We’ll be maximizing our spend.

If we all repeat this simple story enough, then this idea of ‘Windows being for 
doing’—will become as familiar to people as the Windows logo.

The following guidelines will cover everything you need—from identity elements 
to visual examples—to tell our brand story. 
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Our shared elements unite us.

ImageryColorLogo

Endorsement

Type and grid

Aa
Segoe Pro Semilight
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

Segoe Pro Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
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Authentic

Inviting

Optimistic

Energetic

Authentic 
Our experience is truly personal, so let’s bring the 
Windows story to life in a way that feels real and 
relatable. Don’t market it beyond what it is, and 
never oversell, or over-promise.  

Inviting
We’re for the doers, the folks that are eager to put 
their ideas into action. Let’s invite them in to where 
doing gets done in an active and welcoming tone.

Optimistic
Our quest is inherently optimistic—we believe  
that individuals should be empowered with great 
tools—so that they are never limited in anything 
they want to do. And so our storytelling should 
always exude an optimistic tonality.

Energetic
Doing is active. Our stories should always capture 
a feeling of energy—leaving the reader or viewer 
energized and inspired to do great things.

Brand Personality
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“Do great things.” is at the heart of the Windows and Microsoft first 
party devices brands. Because of this there are guidelines you must 
follow around its use. 

The phrase “Do great things.” grows out of a fundamental truth 
about our operating system and devices - that is, they empower 
people of action around the world to do great things (big or small).

As an encouraging brand, we want to provide both the tools and 
the motivation for people to achieve their individual greatness. 
Because of this, we always want to leave our consumers with the 
thought that they can do great things. For this reason, “Do great 
things.” is always placed at the end of copy as a rallying cry, a 
powerful and motivating call to action. 

“Do great things.” usage guidance
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When including our brand line in Windows and 
Microsoft first party branded materials, “Do great 
things.” must always be used as a sign-off after the 
subhead or copy.

“Do great things.” is a standalone thought, and should 
not be used any other way. 

The proper capitalization and punctuation of the brand 
line is “Do great things.” Use only the Segoe font and 
match the size and weight of the adjacent type. 

When using the brand line as a hashtag, the correct 
capitalization and punctuation is “#DoGreatThings”.

See example of proper usage.

Proper usage

Proper usage in ad

Proper usage as hashtag
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Improper usage

Our brand line “Do great things.” should never be 
used as anything but a standalone thought:

• It is not a headline.

• It should not begin a sentence.

• It should not be used in the middle of a sentence. 

• It should not end a sentence. 

Never include “Do great things.” on co-branded 
marketing materials when the partner brand is 
leading.

“Do great things.” should never be attached to the 
Windows logo and treated as a lockup.

See examples of improper usage.

Do great things.
Do great things.

Improper usage in ads

Improper usage as lockup
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Fact tag - 2’ level
Additional details about the device and features exist at 
this level, written through the “doing” lens, and ending 
with the tagline: Do great things.

1. Device/feature details.

2. Tagline: Do great things.

The Windows brand allows people to do great things. Windows 10, our current release, is the best Windows ever. We express both of these thoughts in 
marketing, and we prioritize them in the following ways:

Retail usage guidance for “Do great things” and “The best Windows ever.”

2-in-1

1

2

Contoso 2-in-1             The best Windows ever.

1  Windows 10 Demonstration Device; some apps shown sold separately. Free Windows 10 offer available for a limited time for qualified 
Windows 7 and Windows 8.1 devices (including devices you already own). Some Windows 10 features unavailable on this device. See  
www.windows.com/windows10upgrade and windows.com/windows10specs. Hardware/software requirements apply. Internet connection 
required, with Windows Update enabled. ISP fees may apply. Windows 7 SP1 and Windows 8.1 Update required. Windows RT/RT 8.1 excluded. 

Insert Office message here.
Message varies based on form factor and screen size.

OEM/Form Factor Feature
Les provid quatet a quelat ut ped 
quatis esciet nulli quiam explabor. 
Loressunt con re apideni res 
dempore.

Windows pillar 2
Replace with appropriate messaging 
pillar and icon from page 2 of 
this document.

OEM/Form Factor Feature
Les provid quatet a quelat ut ped 
quatis esciet nulli quiam explabor. 
Loressunt con re apideni res 
dempore.

Windows pillar 1
Replace with appropriate messaging 
pillar and icon from page 2 of 
this document.

Ratings and review or  
trending messaging area.

Do great things.

Brand poster - 30’ level
When we are creating and rallying fans to the Windows 
brand we use the tagline: “Do great things.” In most 
cases these communications will have more lifestyle-
type photography. 

1. Headline: Relates to the feature we want to highlight.

2. Body copy: Describes the feature.

3. Logo

4. Tagline: Do great things. 

Every hero  
needs a sidekick.
Cortana, your truly personal 
digital assistant.

Do great things.

1

2

3 4

Retail fixture - 10’ level
When we are at retail communicating to consumers 
in the consideration phase we use the tagline: “The 
best Windows ever.” These tend to have more product-
focused photography and generally get into deeper 
product specifics as consumers are closer to a purchase 
decision. 

1. Headline: Relates to the feature we want to highlight.

2. Logo

3. Tagline: The best Windows ever.

1

2 3
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Our photography captures people of action 
doing great things—in doing so, it has an 
inherent active and authentic feel to it.

  email windowsbrand@microsoft.com for photos

Photography

mailto:windowsbrand%40microsoft.com?subject=


Show activity. Always. 
Empower people. 
Take them on a journey. 
Show products that enable doers.  
Make brand-informed decisions.  
Do blue.

Visual principles—how we look.

Show activity. Always. 
Windows is for people who do. Because of this, always 
show people in action…you know…doing things.  

Empower people.
Show people how Windows helps them do things that 
matter to them. It’s that simple. 

Take them on a journey. 
People like stories. So have visuals that tell a story and 
make people feel something.  

Show products that enable doers. 
Don’t show products just for the sake of showing 
products. Make them part of the story you’re telling 
(and make that story about doing). 

Make brand-informed decisions. 
Always think, “what’s right for the brand?” This helps 
consistency which helps consumers understand 
Windows. 

Do blue. 
Simple, right? Blue. It’s a huge part of our story. 
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Don’t mess with transparency

Don’t use outdated photography

Don’t stretch

Don’t make them black and white

Don’t rotate

Don’t add gradients

Don’t blur

Don’t adjust color tones

Don’t skew
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We’re for people who do—so our voice is 
energetic and authentic. We sound like a 
person, not a corporation. We use familiar, 
everyday language and sometimes we twist it 
in fun and unexpected ways. 

Tone of voice



Headlines—do clever.

We’re for doing. 

How do you do? 

Better done than said. 

Where there’s a will. 

Can’t. 
Won’t. 
No. 
Don’t.

Introdocing Windows 10. 

Buy one. Get 10 Free. 

Looks like Windows 7.  
Performs like a 10. 

Introducing Cortana.  
Every hero needs a sidekick. 

Viva la do.
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Our logo is a window—and an iconic symbol 
known the world over. This symbol has an 
active feeling to it, representing a person’s 
unique perspective on their world.

When the conversation is specific to  
Windows 10 or highlighting Windows 10 
specific features, always use the Windows 10 
logo lockup.

When communicating general Windows brand 
information use the Windows logo with no 
version attached.

Logo



Our logo

Our Windows logo is our brand symbol, and stands 
for a person’s unique perspective on their world.  
Our logo includes our symbol and logotype, 
designed to work together in a horizontal lockup.

Trademark symbols
Logos provided without trademark symbols  
(TM and ®) should be used in marketing materials 
only. Trademark symbols are still required  
in certain places in and on product, and on  
product packaging.

For more trademark information, email:

  http://www.microsoft.com/en-us/legal/
intellectualproperty/Trademarks/EN-US.aspx

For more  general information, email:

  windowsbrand@microsoft.com

Symbol

Symbol

Logotype

Logotype

Logo

Logo with version
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Logo color

The color logo is the primary version of the logo and 
is always preferred. Use the positive version on light 
or white backgrounds.

The reverse logo may be used on color backgrounds, 
as well as dark areas within photographs.

Color positive Color positive

Reverse Reverse
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Logo color

The color logo is the primary version of the logo and 
is always preferred. Use the positive version on light 
or white backgrounds.

The reverse logo may be used on color backgrounds, 
as well as dark areas within photographs.

Color positive Color positive

Reverse Reverse
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Clear space

1” (25mm) / 70 px

Minimum size

Clear space
We respect the logo by giving it some space. 
The preferred clear space is equivalent to the 
height of the symbol. 

Minimum size
In print, the logo should never appear 
smaller than 1” (25 mm). On-screen, it must 
appear at least 70 pixels wide.

Clear space and minimum size
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Clear space
We respect the logo by giving it some space. 
The preferred clear space is equivalent to the 
height of the symbol. 

Minimum size
In print, the logo should never appear 
smaller than 1” (25 mm). On-screen, it must 
appear at least 70 pixels wide.

Clear space and minimum size

Clear space

1” (25mm) / 70 px

Minimum size
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Select the appropriate logo size by determining  
the height required for your layout. Each logo size  
may be scaled up within the specified ranges only. 

Small
Scale height between: 
0.2 – 0.399”
5 – 9.99 mm
14 – 28 pixels

Medium
Scale height between: 
0.4 – 2.99”
10 – 75.99 mm
29 – 215 pixels

Display 
Scale height 
between: 
3" and larger
76 mm and larger
216 pixels and larger

Measurements are 
based on the height of 
the Windows symbol.

Logo-size/version selection layout
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Select the appropriate logo size by determining  
the height required for your layout. Each logo size  
may be scaled up within the specified ranges only. 

Small
Scale height between: 
0.2 – 0.399”
5 – 9.99 mm
14 – 28 pixels

Medium
Scale height between: 
0.4 – 2.99”
10 – 75.99 mm
29 – 215 pixels

Display 
Scale height 
between: 
3" and larger
76 mm and larger
216 pixels and larger

Measurements are 
based on the height of 
the Windows symbol.

Logo-size/version selection layout
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We use the full-color Microsoft  
logo on every communication

100%* 75%* 50%Use the full-color Microsoft logo with a color or 
reversed product logo. The height of the capital 
letter M in the Microsoft logo can be anywhere 
between 50 percent and 100 percent of the height of 
the capital letters in the product logo. However, the 
preferred relationship is to size the Microsoft logo 
between 75 and 100 percent of the product logo.

*Preferred sizes

X=cap height

1X 0.75X 0.5X
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We use the full-color Microsoft  
logo on every communication

100%* 75%* 50%
X=cap height

1X 0.75X 0.5X

Use the full-color Microsoft logo with a color or 
reversed product logo. The height of the capital 
letter M in the Microsoft logo can be anywhere 
between 50 percent and 100 percent of the height of 
the capital letters in the product logo. However, the 
preferred relationship is to size the Microsoft logo 
between 75 and 100 percent of the product logo.

*Preferred sizes
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Open a wider 
world.

DON’T create a drop-shadow logo

DON’T replace any part of the Windows logo 
with imagery of any kind.

DON’T create your own Windows 10 lockup

DON’T rearrange the logo elements.

DON’T create a gradient logo.

DON’T create a multi-color logo.

DON’T change the angle or rotation  
of the symbol or logotype.

DON’T create a lockup of the logo with type.

DON’T use a color logo on a color background. 
Color logos are used on white backgrounds; 
white logos are used on color backgrounds.
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Referencing the Windows product name

In text such as headlines and body copy, OEMs should reference all Windows Products as 
“Windows 10”, except Windows 10 Mobile. Windows 10 Mobile should be referenced as 
“Windows 10 Mobile”.

In body copy, OEMs may only reference the specific Windows Product name when 
delivering system specification that are exclusive to the particular Product. The following 
product names may be referenced:
• Windows 10 Home
• Windows 10 Pro
• Windows 10 Mobile

In Line Lists, the specific SKU must be defined. The following product names may be 
referenced:
• Windows 10 Home
• Windows 10 Pro
• Windows 10 Mobile

Enterprise product may be referenced as follows, and only in conjunction with the product 
preinstalled on the Device:
• Windows 10 Pro (Windows 10 Enterprise available with a Volume Licensing Agreement)
• Windows 10 Mobile (Windows 10 Mobile Enterprise available with a Volume Licensing 

Agreement)
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Referencing the Windows product name Do’s and Don’ts

Do

 ŷ All words must start with a capitalized letter except for prepositions, such as with and for. 
Do not state “windows 10”. Windows operating system must start with a capitalized letter 
in a Line List.

 ŷ Include spacing where applicable. Do not state “Windows10”.

 ŷ The full Windows Product name must appear on the same line and must never be split or 
word-wrapped.

 ŷ Always use the numeral 10. Do not spell out “ten”. The number 10 must not be localized in 
writing. Within a given market, the number 10 should be pronounced in the same manner 
that the version numbers are typically pronounced in other Microsoft Products, such as 

“Internet Explorer 11”.

 ŷ Where you include a trademark footnote to give notice of your own trademarks or third- 
party trademarks, you must add the following wording to the trademark footnote when 
referring to Windows 10 “All other trademarks are the property of their respective owners.”

 ŷ Do reference PCs as:
 • a Windows 10 PC / Windows 10 PC’s OR
 • PC’s with/running Windows 10 OR
 • PC’s with/running Windows 10 Home edition

 ŷ Do reference phones as:
 • a Windows 10 phone/Windows 10 phones OR
 • phones with/running Windows 10 OR
 •  phones Windows 10 Mobile edition (Note: Windows Phone can only be used for 

phones using previous generations of Windows)

Do not

 Ɵ Never refer to the Product simply as: 10. Windows must always be included in the Product 
name.

 Ɵ Never abbreviate Windows 10. For example, do not state:
 • Win 10”
 • “W 10”
 • “Win 10 Pro”

 Ɵ Windows 10 Mobile must not be referenced as “Windows Phone.”

 Ɵ Do not include Microsoft in the name. The Product is Windows 10, not Microsoft Windows 10.

 Ɵ Do not use Windows 10 in the possessive (e.g. do not state “Windows 10’s security features are 
impressive”. State “The security features of Windows 10 are impressive”.

 Ɵ Do not use Windows 10 Home PC

 Ɵ Do not use Windows Phone 10 OR Windows 10 Phone.

29Brand Photography Type MotionLogo ColorTone of voice Voiceover Assets Examples Questions/HelpHow to build an adMusic



Our color, blue, has been a consistent part of our 
heritage—in both product and marketing. It has 
a strong association with our brand in hundreds 
of countries. It’s the color of possibility—icon of 
open skies and endless seas.

Color



Windows is blue.

Accessibility requirements
The appropriate use of color helps make sure all of 
our customers can access and understand 
Microsoft communications, regardless of their 
abilities. Avoid relying on color alone to convey 
information. Always provide text or other 
graphical cues to guide customers to our message.

Type and background combinations must exceed 
a 4.5:1 contrast ratio for accessibility. The color 
palette at right demonstrates the correct color 
and type combinations for use on-screen.
 
For more information on accessibility, email:

  windowsbrand@microsoft.com

Color palette

Blue
R0 G120 B215
Hex #0078D7
C100 M30 Y0 K0
PMS 3005

Dark Blue
R0 G32 B80
Hex #002050
C100 M75 Y0 K35
PMS 288

Yellow
R255 G185 B0
Hex #FFB900
C0 M25 Y100 K0
PMS 124 C, 7406 U

Purple
R92 G45 B145
Hex #5C2D91
C80 M100 Y0 K0
PMS 268

Teal
R0 G130 B114
Hex #008272
C100 M0 Y50 K25
PMS 3295

Orange
R216 G59 B1
Hex #D83B01
C0 M75 Y100 K0
PMS 166

Red
R232 G17 B35
Hex #E81123
C0 M100 Y100 K0
PMS 185

Magenta
R180 G0 B158
Hex #B4009E
C25 M100 Y0 K0
PMS 241

Green
R16 G124 B16
Hex #107C10
C75 M0 Y100 K0
PMS 362
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Don’t use color type on color background

Type. Type.

Don’t color the logo with accent colors

Don’t use color type on photography

Don’t blend colors Don’t use gradientsDon’t lead with accent colors

Color don’ts
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Our typeface is unique to the Windows brand. Its 
curved and organic feel was deliberately crafted 
to reflect a love of that which makes us human.

Type



Keep it simple.
Limit type sizes to three. 
Keep it flush left.
Use sentence case.

We use Segoe, a completely custom type family 
created for Microsoft that has become a long- 
standing core element of our visual identity.

Segoe UI is the font that’s used for on-screen and 
digital executions. Segoe Pro is the font that’s used 
for print and graphic executions.

Segoe Pro Semilight is our primary weight and  
should be used for all dominant typographic 
messaging, such as headlines, set in 24 pt  
type or larger.

Segoe Pro Regular is our secondary weight.  
It should be used for all supporting type,  
set in 23 pt type or smaller.

For access to the Segoe font family, email:

  windowsbrand@microsoft.com

Segoe Pro 
Use for all print applications.

Segoe UI 
Use for on-screen (e.g. PowerPoint, email, websites).

Segoe Pro Semilight 

ABCDEFGHIJKLMNOPQRS 
abcdefghijklmnopqrstuvwxyz 
1234567890@#$%&*

Segoe Pro Regular 

ABCDEFGHIJKLMNOPQRS 
abcdefghijklmnopqrstuvwxyz 
1234567890@#$%&*

Segoe Pro Semibold 

ABCDEFGHIJKLMNOPQRS 
abcdefghijklmnopqrstuvwxyz 
1234567890@#$%&*

Segoe UI Semilight 

ABCDEFGHIJKLMNOPQRS 
abcdefghijklmnopqrstuvwxyz 
1234567890@#$%&*

Segoe UI Regular 

ABCDEFGHIJKLMNOPQRS 
abcdefghijklmnopqrstuvwxyz 
1234567890@#$%&*

Segoe UI Semibold 

ABCDEFGHIJKLMNOPQRS 
abcdefghijklmnopqrstuvwxyz 
1234567890@#$%&*

Our typeface

34Brand Photography Type MotionLogo ColorTone of voice Voiceover Assets Examples Questions/HelpHow to build an adMusic

mailto:windowsbrand%40microsoft.com?subject=


Size and weight
• Limit type to no more than three sizes.

• Use Semilight for large headlines.

• Use Regular or Semibold for increased legibility  
at small sizes or over backgrounds.

• Use Semibold or Regular for subheads, but not  
for headlines.

Case
• Sentence case is our standard for  

all communications.

• Use all-uppercase sparingly—for titles,  
short headings, or subheadings, and never  
for full paragraphs.

• Don’t use all-lowercase type.

Justification
• Type should always be set flush left, ragged right.

• Segoe should never be justified or centered.

• Avoid widows, orphans, and lines that end  
with hyphens.

Text style Line spacing Letter spacing*

Body text  
(Segoe Regular <8–14 pt) 120% minimum 0

Subhead text  
(Segoe Regular or Semibold 14–24 pt) 110% minimum -15

Headline text  
(Segoe Semilight 24 pt and above) 120% maximum -15

Highlight text  
(Segoe Semibold 24 pt and above) 120% maximum -15

Using type

* Segoe is designed so that letter spacing and word spacing are 
set by default to 0. When text is larger, spacing will need to be 
adjusted. Make sure that letters never touch one another.
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This is Segoe 
with a shadow. Don’t leave widows in 

text.

Headline HeadlineToo Many
TYPE styles
in one layout

THIS TEXT  
IS SET IN  
ALL CAPS.

This type is 
stretched.

This type is 
compressed.

This text is kerned 
at negative 100.

The line spacing on 

this text is 200%.
This text is right 

aligned.

This 2-column 
layout of body 
text leaves an 

orphan.

This body copy isn’t aligned 
with the headline above.

• Top-level bullet point
   - Second-level bullet point
         > Third-level bullet

Don’t add drop shadows 
to type.

Avoid widows (words by 
themselves on a line) shorter 
than seven characters.

Avoid using all-uppercase 
letters in typography.

Don’t kern type too tightly 
or loosely.

Avoid right-aligned type. Don’t stretch type. Don’t compress type. A 
condensed version of Segoe 
is available if needed for 
space-constrained situations.

Avoid loose line spacing.

Don’t use more than one 
or two type styles in close 
proximity, and try to follow 
the rule of three type sizes 
per page layout.

Don’t leave orphans in your 
type. (An orphan is a lone word 
at the top of a page or column.)

Avoid staggering the 
alignment of typographic 
elements.

Avoid excessive layering of 
bullets. Use as few bullets as 
possible, and try to stick to 
one or two levels at most.
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Our motion style across all of our materials is 
fluid and energetic. It’s deeply inspired by the 
beauty of our responsive UI.

Motion



Motion details

Windows in motion
Motion should first and foremost be practical. It 
should orient users with clarity and conviction. It 
must fundamentally improve, not merely embellish, 
our experience and interactions. 

Motion doesn’t just animate things. It guides people, 
with intention and precision. These are the principles 
that are used by motion designers while designing 
the Windows UI, and they should also be inherent  
in every other animation no matter what the 
application (broadcast or web, 3D animated devices 
or on screen text). The use of natural easing curves 
to gracefully propel an object and then elegantly 
bring it to a slow and organic stop is the best 
example of how to capture the fluid motions that 
exist within the UI, and bring them to life in any 
video/animation. 

For more animation files, email:

  windowsbrand@microsoft.com
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Motion details

Windows 10 in motion
Motion should first and foremost be practical. It 
should orient users with clarity and conviction. It 
must fundamentally improve, not merely embellish, 
our experience and interactions. 

Motion doesn’t just animate things. It guides people, 
with intention and precision. These are the principles 
that are used by motion designers while designing 
the Windows UI, and they should also be inherent  
in every other animation no matter what the 
application (broadcast or web, 3D animated devices 
or on screen text). The use of natural easing curves 
to gracefully propel an object and then elegantly 
bring it to a slow and organic stop is the best 
example of how to capture the fluid motions that 
exist within the UI, and bring them to life in any 
video/animation. 

For more animation files, email:

  windowsbrand@microsoft.com

39Brand Photography Type MotionLogo ColorTone of voice Voiceover Assets Examples Questions/HelpHow to build an adMusic

mailto:windowsbrand%40microsoft.com?subject=


Voiceover
Our voiceovers sound like real people—not 
golden-throated, overly polished radio 
announcers. They sound believable—like your 
friends, neighbors and co-workers.



Don’t
Hire people who sound like they “should be 
on the radio.”
Hire people with perfect voices. 
Be wishy-washy while directing them. 

Do
Hire people that sound like your neighbors  
and friends. 
Hire people with a voice that has character  
or is unique. 
Listen for vocal quality when casting—not 
performance (as this can be directed). 
Have an idea of what you’re looking for before 
you record. 
Direct them to get what you want. 

Voiceover Recommendations
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Music
Our music is always contemporary, more up-
and-coming than highly established, and it’s 
ultimately optimistic in tone.



Don’t
Think heavy guitars. 
Use music that interferes with a voiceover. 
Use stock music that sounds like stock music.  
Use music simply as background. 

Do
Think electronic music. 
Use music that compliments your story. 
Use music that builds to a conclusion. 
Use music with some variations in it. 
Use music that carries emotion.

Music Recommendations
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Assets
To access brand assets, please contact: 
windowsbrand@microsoft.com.



Product photography

Approved renders and device photography will 
be available on Brand Central. If creating your 
own, follow the existing format:
 
Use approved perspective angles only. 
Keep everything in focus. 
Use large softboxes for flat light. 
Light everything evenly. 
Avoid specular highlights. 
Have a full range of detail. 
Use a card to get a custom white balance.

For additional information, device photography  
style guidelines are available on Brand Central.

  Brand Central

Perspective angles

     9Windows Device Photography Style Guidelines Angles

Perspective angles for devices
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How to build an ad
Anybody who is inspired to do can build an ad. 
Just follow these handy Windows ad templates.



1. Begin with a grid of squares

Using an underlying grid made of squares makes it 
really easy to create designs that feel like 
Microsoft. You may find it useful to add a margin 
all the way around the layout as well. Page 
margins should generally be equal on all sides.

Align graphics and photography to the grid.  
For the alignment of text elements and the logo, 
create interior margins and gutters.

Note that not all page sizes will allow 
you to create a perfect grid of squares. 
In that case, continue to use a square-
based grid, but allow the last row or 
column to be narrower than the others.
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2. Add color and the logos

Fill the entire grid with color or imagery, or use 
just a portion of the layout. The logo aligns to the 
same interior margins of the grid that are used for 
text and inset imagery.

48Brand Photography Type MotionLogo ColorTone of voice Voiceover Assets Examples Questions/HelpHow to build an adMusic



3. Add text and imagery

Text and inset images align to the same interior 
margins as the logo. Remember to limit the number 
of type sizes to three or fewer whenever possible, 
and keep type flush left.

“With Windows 
we’re bringing 
MOCAP to the 
masses.”

Motus Digital uses Windows to 
build the world’s largest library of 
motion-capture assets.
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Examples
Here’s a selection of what we consider to be our 
best in show. Let these examples inspire you to 
push your ideas further.



Billboard advertisement
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Indoor advertisement
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Outdoor / indoor advertisement
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Print advertisement
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Poster advertisements
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Poster advertisements

56Brand Photography Type MotionLogo ColorTone of voice Voiceover Assets Examples Questions/HelpHow to build an adMusic



Poster advertisements
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Retail environment
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Digital advertisements
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Pinterest & Tumblr pages
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T-shirts
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Stickers
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If you have any brand questions or suggestions,  
or are creating new branded communications, 
email windowsbrand@microsoft.com.

We’re here to help.

mailto:windowsbrand%40microsoft.com?subject=


Thank you.

If you’ve just read these guidelines, you have 
our appreciation. It means you share our belief 
in details and quality. We know applying these 
principles takes time and effort, but the stories 
we tell in all our Microsoft communications will 
be stronger for it. 

Brand Central has additional resources and 
guidance on the entire Microsoft brand. And  
if you ever have questions about our visual 
identity and its application in design, don’t 
hesitate to contact Help Center. 

  Brand Central

Microsoft confidential. 

https://aka.ms/brandcentral

