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01 | INTRODUCTION

INTRODUCTION
As one of America’s best and fastest growing accounting firms, it is extremely important
to maintain a consistent style and visual language across all areas of the firm. To do this,
we have built the following style guide and marketing guidelines to document reusable
components for faster product development.
A style guide is a reference point that sets standards for creating content. The focus of the
style guide is not a matter of 'correct' or 'incorrect' grammar or style but, rather, it provides
guidance for instances when many possibilities exist.
All digital assets found in this Branding & Marketing Guide are available within the Marketing
Portal at portal.TidwellGroup.com. If you cannot access this site, please email marketing.
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03 | LOGO TREATMENT & COLOR

LOGOS & COLOR
• Always maintain clear space around the Tidwell Group
logo treatments to protect the logo from distracting
graphics or typography
• Measure clear space by the height of the ‘E’ in Tidwell for
vertical space, and the width of the ‘E’ for horizontal
• Never allow typography or other elements to ‘invade’ the
logo treatment

OFFSET & DIGITAL PRINTING

COLOR

WEB/VIDEO

PANTONE (PMS)

CMYK

RGB

PMS Black 6 C

100 / 79 / 44 / 93

16 / 24 / 32

PMS 186 C

2 / 100 / 85 / 6

200 / 16 / 46

PMS Cool Gray 3 C

8 / 5 / 7 / 16

200 / 201 / 199

PMS Cool Gray 1 C

4/2/4/8

217 / 217 / 214

Tidwell Group
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1 COLOR OPTIONS
w/White Background

w/Black Background

w/Red Background

w/Black Background

*w/Red Background

2 COLOR OPTIONS
w/White Background

*This option is not recommended as
black does not appear as bright as the
white on a red background, and you
tent to lose the black lettering from a
distance and only see the white.
www.TidwellGroup.com
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URL TREATMENT
Always use title case when writing down firm’s website url.
TidwellGroup.com

Tidwellgroup.com

www.TidwellGroup.com

tidwellgroup.com

Standard Approved Logo

Inversed Approved Logo for Dark Backgrounds

Tidwell Group

Unapproved Logo Treatment
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EMAIL SIGNATURES
Tidwell email signature is an extention of the company that conveys professionalism and markets
the brand.
Email signatures will be setup automatically by IT through a system called Exclaimer. Please do not
add expressions or quotes at the end of your signature.

First M. Last, CPA
Title goes here

First Last, CPA
Tidwell Group, Example Title
e: first.last@TidwellGroup.com
o: 555.555.5555 | m: 555.555.555

o: 555.555.5555
m: 555 555 5555

“Don’t cry because it’s over, smile because it happened”
- Dr. Seuss

first.last@TidwellGroup.com
Office Location Here

www.TidwellGroup.com
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FONTS
Typography is a powerful tool. When used effectively, the right font commands attention, elicits
emotions, and above all, creates a voice. It’s why typography is such an essential component of our
brand’s visual identity.
Take some time to review the next couple of pages highlighting the fonts associated with our brand.
Readability and Legibility

HOW TO CHOOSE A TYPEFACE

How your typeface is set, combined with the basic legibility of the typeface, yields a certain level of readability. In most
cases, communication comes before style — form follows function — so resolve readability first.
•
•
•
•

Choose typefaces with conventional letterforms
Choose typefaces with generous spacing
Align text to “right ragged” for comfortable word spacing online to avoid “rivers”
Make sure the leading (the amount of space between lines of text) is generally greater than the point size of your
typeface

A Few Technical Considerations
If your design is going to include a lot of numbers or ligatures, be sure to choose a typeface that has those things.
It’s best to choose a typeface that is as complete as possible. Free fonts often don’t include these critical “extras.”

Avoid Trite Correlations
•

Don’t use Futura just because your topic deals with “the future”
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LICENSED SANS-SERIF FONTS FOR PRINT OR WEB:

Times New Roman Regular
Times New Roman Italic
Times New Roman Bold
Times New Roman Bold Italic

LICENSED SANS-SERIF FONTS FOR PRINT OR WEB:

Calibri Light

Open Sans Light

Calibri Light Italic

Open Sans Regular

Calibri Regular

Open Sans Semi-Bold

Calibri Regular Italic

Open Sans Bold

Calibri Bold
Calibri Regular Italic

Tidwell Group

www.TidwellGroup.com

09 | POWERPOINTS & PRESENTATIONS

POWERPOINTS & PRESENTATIONS
It is important to use the official Tidwell Group PowerPoint template to ensure consistency. The
slides were designed to be simple, clean and allow ample room for content. It is allowed to cover
the bottom logo, social media icons and slide number when more space is needed. Additional slides
are available with pre-populated graphics and typography for variety of uses.

Tidwell Group
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We have created a power point called “Blank Template with Graphics”, which can also be found in
the marketing portal. This template is populated with graphics and typograpghy to be used and
freely modified when creating new presentations.

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

31

32

33

34

35

36

37

38

39

40

41

42

43

44

45

46

47

48

49

50

51

52

53

54

55

56

57

58

www.TidwellGroup.com

11 | DIGITAL PARTICIPATION GUIDELINES

DIGITAL PARTICIPATION GUIDELINES
Social media are powerful communications tools that have a significant impact on organizational
and professional reputations. Because the use of social media may blur the lines between personal
voice and firm voice, Tidwell Group has established the following guidelines to clarify how best to
enhance and protect the firm, as well as personal and professional reputations, when participating
in social media.
Employees are expected to follow the same behavioral standards online as they would in the real
world. The same laws, professional expectations, and guidelines for interacting with clients, vendors,
media, and other employees apply. Employees are accountable for any firm related content they
post to social media sites.

Tidwell Group
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1. Engage with Tidwell Group and Partners. It is highly recommended and part of our marketing strategy to follow, share
and positively engage with Tidwell Group content via LinkedIn, Twitter, Facebook, YouTube and Instagram. Due to the impact
of social media, search engines like Google, Bing and Yahoo are continuously updating their algorithms and making social
presence a major factor in their search rankings. Our ability to be found on the internet will be tied to how well we are socially
engaging with our customers and employees.
2. Think twice before posting. Privacy does not exist in the world of social media. Consider what could happen if a post
becomes widely known and how that may reflect both on the poster and Tidwell Group. Search engines can turn up posts
years after they are created, and comments can be forwarded or copied. If you would not say it at a conference or to a
member of the media, consider whether you should post it online. If you are unsure about posting something or responding to
a comment, ask your supervisor for input or contact Marketing.
3. Strive for accuracy. Check your facts before posting them on social media. Review content for grammatical and spelling
errors. This is especially important if posting on behalf of Tidwell Group in any capacity.
4. Be active. Social media presences require diligent care and attention. An effective LinkedIn account, for example, requires
regular updates and fresh or engaging content.
5. On personal sites, identify your views as your own. If you identify yourself as a Tidwell Group employee online, it should
be clear that the views expressed are not necessarily those of the firms.
6. Consider your audience and its potential reaction to your content. Be aware that a presence in the social media world
is or easily can be made available to the public at large. This includes prospective competitors, clients, colleagues and peers.
Consider this before publishing to ensure the post will not alienate, harm, or provoke any of these groups.

www.TidwellGroup.com
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LETTERHEAD

December 12, 2017

December 12, 2017

David Williams
Director
E 4th St,
Los Angeles, CA

David Williams
Director
E 4th St,
Los Angeles, CA

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor. Aenean massa. Cum sociis
natoque penatibus et magnis dis parturient montes, nascetur ridiculus mus. Donec quam felis, ultricies nec, pellentesque
eu, pretium quis, sem. Nulla consequat massa quis enim. Donec pede justo, fringilla vel, aliquet nec, vulputate eget, arcu.
In enim justo, rhoncus ut, imperdiet a, venenatis vitae, justo.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor. Aenean massa. Cum sociis
natoque penatibus et magnis dis parturient montes, nascetur ridiculus mus. Donec quam felis, ultricies nec, pellentesque
eu, pretium quis, sem. Nulla consequat massa quis enim. Donec pede justo, fringilla vel, aliquet nec, vulputate eget, arcu.
In enim justo, rhoncus ut, imperdiet a, venenatis vitae, justo.

Nullam dictum felis eu pede mollis pretium. Integer tincidunt. Cras dapibus. Vivamus elementum semper nisi. Aenean
vulputate eleifend tellus. Aenean leo ligula, porttitor eu, consequat vitae, eleifend ac, enim. Aliquam lorem ante, dapibus
in, viverra quis, feugiat a, tellus. Phasellus viverra nulla ut metus varius laoreet. Quisque rutrum. Aenean imperdiet. Etiam
ultricies nisi vel augue. Curabitur ullamcorper ultricies nisi. Nam eget dui. Etiam rhoncus. Maecenas tempus, tellus eget
condimentum rhoncus, sem quam semper libero, sit amet adipiscing sem neque sed ipsum.

Nullam dictum felis eu pede mollis pretium. Integer tincidunt. Cras dapibus. Vivamus elementum semper nisi. Aenean
vulputate eleifend tellus. Aenean leo ligula, porttitor eu, consequat vitae, eleifend ac, enim. Aliquam lorem ante, dapibus
in, viverra quis, feugiat a, tellus. Phasellus viverra nulla ut metus varius laoreet. Quisque rutrum. Aenean imperdiet. Etiam
ultricies nisi vel augue. Curabitur ullamcorper ultricies nisi. Nam eget dui. Etiam rhoncus. Maecenas tempus, tellus eget
condimentum rhoncus, sem quam semper libero, sit amet adipiscing sem neque sed ipsum.

Nam quam nunc, blandit vel, luctus pulvinar, hendrerit id, lorem. Maecenas nec odio et ante tincidunt tempus. Donec
vitae sapien ut libero venenatis faucibus. Nullam quis ante. Etiam sit amet orci eget eros faucibus tincidunt. imperdiet
iaculis, ipsum.

Nam quam nunc, blandit vel, luctus pulvinar, hendrerit id, lorem. Maecenas nec odio et ante tincidunt tempus. Donec
vitae sapien ut libero venenatis faucibus. Nullam quis ante. Etiam sit amet orci eget eros faucibus tincidunt. imperdiet
iaculis, ipsum.

Sincerely,

Sincerely,

First Last
Title Director

First Last
Title Director

TidwellGroup.com

TidwellGroup.com

2001 Park Place, Suite 900
Birmingham, AL 35203

2001 Park Place, Suite 900
Birmingham, AL 35203

205.822.1010

205.822.1010

Atlanta

|

Austin

|

Birmingham

|

Columbus

Atlanta

|

Austin

|

Birmingham

Tidwell Group

|

Columbus

SUPPORT | 14

SUPPORT
Marketing, PR, Conferences and Trade Shows:
Marketing@TidwellGroup.com
HR and Recruiting
HR@TidwellGroup.com
IT Support
ITSupport@TidwellGroup.com

www.TidwellGroup.com
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