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When the PDF was created in 1993, companies 
built their brands predominantly offline. Your 
brand guidelines could be relatively simple – they 
needed to include your logos, brand colors, and 
taglines and look the same on any computer.  
PDFs were the perfect format for displaying those 
guidelines.

Unfortunately, the functionality of PDF documents 
hasn’t evolved at the same rate as companies’ 
digital presence. If you’re using them for your 
brand guidelines today, it’s unlikely you’ve got 
guidelines for all the digital assets and use cases 
you need, such as videos or interactive elements.

PDFs are no longer the best format for your brand 
guidelines because they’re too inflexible and 
impossible to keep track of. Instead, companies 
should look for modern, cloud-based solutions as 
a more suitable place to document their guidelines.
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Make Frontify the new home for your brand guidelines3

Breathe new life into your brand guidelines with a flexible new (online) home2

Accept that this old file format can't keep up with modern branding teams1

It is a three-step process now: 
How to dump your PDF brand guidelines
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Accept that this old file  
format can't keep up with  
modern branding teams
Brand guidelines are one of the most valuable 
resources for building your brand. They help your 
internal team and external partners understand 
how your brand should look, sound, and feel so 
they can properly represent it in their work. Don’t 
hold yourself (and your team) back by trying to fit 
your guidelines into a file format that can’t adapt 
to all the asset types modern brands need. 

You lose hours searching 
for your guidelines

If people can’t easily find your brand guidelines, 
staying on brand becomes an obstacle preventing 
them from getting things done. Unless every single 
employee has an immaculate, organized filing 
system, they’ll struggle to keep track of your PDF 
brand guidelines.

This was a challenge for the German daily 
newspaper Süddeutsche Zeitung (SZ). Korbinian 
Vielmeier, Head of Brand at SZ, said, “Before we 
started working with Frontify, different style 
guides existed … which made it really difficult and 
time-consuming for the user to find and work with 
the correct content.”

Your brand guidelines PDF is a single document, 
which means it’s easy to lose. When you first 
create or update your brand guidelines, companies 
often send them around to their team to ensure 

everyone has a copy. While you may have them 
saved on your shared drive, it’s likely that every 
team member also has their own copy somewhere 
– in their downloads folder, Slack, or emails.

For some team members, that won’t be a problem. 
Because they consult the brand guidelines 
regularly, they know where to find them. For 
example, creative team members like designers 
and marketers might refer to your guidelines 
nearly every day. 

But for less-frequent users of your brand assets 
and guidelines, it becomes more of a challenge. If 
they only look at the guidelines occasionally, 
they’ll waste lots of time searching for them in 
multiple locations when they do need them. 
Research by Elastic found that 54% of workers 
“spend more time digging for documents than 
replying to email.”

This isn’t an isolated problem. It’s likely to affect a 
large portion of your company. According to 35% 
of respondents in our State of Brand Ownership 
Report, which surveyed 759 people across 
creative and leadership teams, less than half of 
employees at their company need to “use or 
create on-brand company materials on a weekly 
basis.”Those less-frequent brand users have a 
choice to make. They can spend more time looking 
for their brand guidelines, or they can “best 
guess” their content or design and risk creating an 
inconsistent representation of your brand.

https://www.frontify.com/en/cases/frontify-for-sueddeutsche-zeitung/
https://www.elastic.co/blog/finding-business-critical-files-is-a-top-challenge-for-workers-better-search-is-the-answer
https://try.frontify.com/en/brand-ownership-report/
https://try.frontify.com/en/brand-ownership-report/
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Someone’s always working from  
an outdated version

Your brand evolves over time, so you should 
update your guidelines semi-regularly. As a result, 
most companies have multiple versions of their 
brand guidelines, and it’s hard for employees to 
know which is the latest version.

To complicate things further, your team isn’t all 
working in the same office anymore. Whether your 
team is split across regional offices or you have 
employees who work from home, working across 
multiple locations makes it harder to check that 
everyone’s looking at the latest version of your 
brand guidelines. Remote work and distributed 
teams mean it’s increasingly likely that someone 
still has an old version of your guidelines saved on 
their computer that they use as their sole point 
of reference.

The Forrester team interviewed several brand 
managers and leaders for their report on the total 
economic impact of Frontify’s brand management 
platform. They learned that “organizations kept 
basic tools such as brand guidelines in PDF format, 
which made them difficult to keep up to date. While 
the guidelines were easy to send, it was impossible 
to manage and control the version that each 
person was using. Once a PDF was squirreled away 
on a hard drive, there was little way to dislodge it.”

If you have employees or external partners  
(such as agencies or freelancers) working from  
old versions of your brand guidelines, they’ll 
introduce inconsistencies to the brand. These 
inconsistencies will dilute your brand if they get 
published without being spotted, or they’ll take  
a lot of time to fix.

You want to be able to update  
them yourself

Another frustration with PDF brand guidelines is 
that you need the right software and the original 
file to be able to update them. But many 
companies work with agencies to develop their 
brand guidelines – especially if done as part of a 
rebranding project – so you may not have either.

Brands naturally change over time. For example, 
you might evolve some of your core messaging 
and values as you make changes to your product 
to ensure they continue to align with its 
capabilities. Alternatively, if you expand into new 
marketing channels, you may need new guidelines 
for publishing on that channel. You need to be 
able to update your guidelines to reflect your 
changing brand. If you can’t do that, your brand 
guidelines won’t be an up-to-date and authentic 
reflection of your brand.

If you’re relying on an agency partner to manage 
and update your brand guidelines, it’s hard to 
prioritize that over other, more exciting projects. 
For example, if you have an agency on retainer, you 
could use some of your monthly allocations to 
update your brand guidelines. Alternatively, you 
could use the agency to roll out the designs for 
your upcoming marketing campaign, which offers 
more tangible benefits to the business.

Keeping your brand guidelines updated becomes a 
low-priority task when you don’t manage them in-
house. As a result, your brand stops evolving and 
starts looking outdated and inauthentic.

https://www.frontify.com/en/forrester-total-economic-impact-report/
https://www.frontify.com/en/forrester-total-economic-impact-report/
https://www.frontify.com/en/forrester-total-economic-impact-report/
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You need to add guidelines for  
interactive brand elements

Brand guidelines need to cover more file types, 
creative elements, and use cases than ever 
before. Your brand guidelines don’t just cover your 
logos and color palettes. They also need to include 
video, animation, and UX elements, which are 
difficult or impractical to add to a PDF document.

Each new addition means your PDF guidelines 
become long, hard to navigate, and may not be 
able to display the file type you need to include.

For example, while you can add videos and 
interactive elements into PDF files, this is only the 
case for people with the latest version of the 

software. Even if you can add everything you 
want to your brand guidelines PDF, your 
colleagues or external partners may not be able 
to watch them. Adobe’s guidelines include 
different instructions for different operating 
systems and software versions, so it’s hard to be 
sure your media-rich guidelines will look and 
function the same for everyone. 

When it was first released, one of the main 
benefits of the PDF file type was the ability to 
produce files that look and function the same, no 
matter who’s looking at them. As brands get more 
complex and have more asset types that need 
guidelines, PDFs struggle to meet those needs.

Why PDF's can’t keep up with  
modern branding teams

You lose hours 
searching for your 

guidelines

Someone’s always 
working from an 

outdated version

You want to be  
able to update  
the guidelines  

yourself

You need to add 
guidelines for  

interactive brand 
elements

1 2 3 4

https://helpx.adobe.com/uk/acrobat/using/playing-video-audio-multimedia-formats.html#playing_video_audio_and_multimedia_formats_in_pdfs
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Breathe new life into your  
brand guidelines with a flexible  
new (online) home
There’s a time and a place for PDFs, but it’s 
important to realize that they’re no longer working 
as a home for your brand guidelines. A cloud-based 
platform like Frontify is much more accessible, 
flexible, and user-friendly than traditional PDFs, 
making it a better choice for housing brand 
guidelines.

One centralized, online location 
everyone can access

Cloud-based brand guidelines are accessed via 
one URL. This means that anyone who has the link 
can access your brand guidelines. Even better, 
employees and external partners can bookmark 
the site, so they can easily find their way back to 
your brand guidelines from their internet browser. 
Having your brand guidelines in a centralized, 
online location makes your guidelines more 
accessible to everyone in the company. Unlike 
with PDF guidelines, you don’t have to worry about 
people not having permission to view the file or 
forgetting to share it with someone.

Online brand guidelines democratize access to 
one of your most important brand resources. 
Employees working remotely or in global offices,  
as well as agency partners and freelancers, can be 
confident they’re seeing the same guidelines as 
someone working in your company HQ.

Global telecom company Telefónica manages 
numerous brands across 16 markets. Switching to 
Frontify created a centralized online hub for its 
brand guidelines and has made it easy for all users 
to consult them on a regular basis. Cristina Terrón 
Moreno from Telefónica’s Brand team said,  
“This is actually the first time we’ve been able to 
implement a solution globally covering all larger 
markets and their brands” She also stated, “To be 
able to manage all brand materials and workflows 
at the same time in one unique space for all 
countries and brands is the main benefit and a 
milestone for Telefónica.”

Add custom blocks for any brand 
element you can imagine

Online brand guidelines are much more flexible 
than those in PDF format. It’s much easier to add 
multimedia and interactive brand elements than in 
a static document.

Let's look at an example that is close to (our brand) 
home: Our own brand guidelines include Frontify’s 
audio logo, which is used together with the visual 
logo in videos or on its own in audio-only media. We 
didn’t start out with an audio logo, but as our team 
began producing different content types across 
more channels like our podcast, it was important to 
define our audio identity as well as our visual one.

https://www.frontify.com/en/cases/telefonica-and-frontify/
https://brand.frontify.com/d/7WQZazaZFkMz/brand-guidelines#/audio/audio-logo-1
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Having the ability to add custom blocks to your 
online brand guidelines means you can add 
guidelines for more brand elements than you can 
think of – even ones you don’t have yet. You can 
add guidelines for anything you use to bring your 
brand to life, such as UI and UX elements, audio, 
video, or animation. It lets you embrace the 
creative side of branding and build a rich brand 
identity that’s much more than just your logo. For 
example, in Frontify’s brand platform, companies 
can add unique content blocks to their brand 
guidelines so they adapt to your exact needs.

The Forrester team interviewed a head of 
corporate design, engineering, and technology as 
part of their report. Their company had switched 

from using PDF brand guidelines to Frontify’s 
online brand guidelines. They said, “We only 
intended to have … core guidelines, but because 
it’s just so quick to add content and elements, 
we … built out a whole site with guides – not just 
the core guides, but guides for social media or in 
[a presentation tool].”

Technology changes mean you don’t necessarily 
know what the next brand element you’ll need will 
be. When you do have something new to add, you 
can create a custom section in your brand guide-
lines to continue to reflect your evolving brand.

Here's how you can fully customize you brand 
guidelines.

Advantages with your new  
(online) brand home

Set up one  
centralized online 

hub everyone  
can access

Configure any  
brand element you 

can imagine

Create targeted 
content for different 

countries

Work with  
guidelines that  
are up to date  

and easy to use

1 2 3 4

https://www.frontify.com/en/forrester-total-economic-impact-report/
https://www.frontify.com/en/developer-platform/
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Download brand assets right  
from your guidelines

Brand guidelines are a useful reference point for 
anyone working with your brand. If you’re still using 
PDFs, they exist separately from the rest of your 
brand elements and assets. You can consult your 
brand guidelines document for the correct logo or 
font, but then you need to search through shared 
drives to find those elements.

With online brand guidelines, you can embed the 
relevant files and brand assets alongside the 
guidelines, so users can download the assets they 
need immediately. This makes your brand 
guidelines even more valuable as they become a 
practical tool, not just a set of instructions.

Online brand guidelines make it easier for your 
employees to understand your brand and use it  
in their work. For example, on Monobrand’s brand 
platform, users have the ability to download  
logos, color palettes, brand icons, fonts, and more, 
straight from within the brand guidelines. This 
means the Monobrand team can easily find  
their brand materials without hunting through 
separate folders to find the elements they’re 
supposed to use.

Update once, update everywhere

With PDF brand guidelines, once you update them, 
you have to send around the latest version to 
ensure everyone has the correct one. With cloud-
based brand guidelines, when you make a change, 
it’s updated for all your users when they next log 
on. The change happens automatically, and your 
users don’t have to do anything extra to get the 
latest version. Whether your team is working from 
home or in international offices, you can be 
confident that everyone has the right version of 
your brand guidelines whenever they need it. 

Energy company E.ON used to use static PDF 
documents for its brand guidelines but has 
switched to using Frontify’s online cloud-based 
Brand Guidelines instead. Holger Castritius, Head 
of UX at E.ON, said that now, “Our brand guidelines 
are always up-to-date and they’re easy to use –  
to share and to collaborate on.” For companies like 
E.ON that switch to online brand guidelines, they 
benefit from increased brand consistency 
because people are no longer using outdated 
versions of your guidelines.

Improved brand consistency means you’re 
presenting a more professional, authentic image 
of your brand to the market, which is important 
for building trust with your audience. It has 
internal benefits, too. If you can be confident that 
everyone’s following the same set of guidelines, 
your brand managers or marketing teams don’t 
have to spend time reviewing important 
customer-facing materials to check that they’re 
using the correct brand assets.

https://monobrand.frontify.com/d/Len9FVjeMvig/guidelines
https://monobrand.frontify.com/d/Len9FVjeMvig/guidelines
https://www.frontify.com/en/en/eon-and-frontify/


hello@
frontify.com

Make Frontify the  
new home for your  
brand guidelines

All the companies we mention in this guide used to 
use PDFs for their brand guidelines. Then they 
moved to Frontify and started using our cloud-
based Brand Guidelines instead. This change has 
transformed their brand activity and made it easier 
for them to achieve brand consistency.

Follow in their footsteps: learn more about 
Frontify’s Brand Guidelines, or request a 
personalized demo.

mailto:hello%40%0Dfrontify.com?subject=
https://www.frontify.com/en/brand-guidelines/
https://www.frontify.com/en/request-demo/
https://www.frontify.com/en/request-demo/

