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Shutterfly,Inc. 
brings our family of 

brands together, providing 
more opportunities as we grow. As 

employees, you experience the power of our 
brands every day and are in the best position to  

be advocates for our unique set of values. We want  
to help you be the best Shutterfly, Inc. brand 

ambassadors out there, living and breathing our vision, 
mission and core values.

This book serves as a guide for all of our internal 
communications, including emails, web, posters and other  

print pieces, as well as presentations, meetings and 
workspaces. It also guides how we communicate externally 

as Shutterfly, Inc., through public relations, media, 
recruiting and corporate affairs.

Following the guidelines outlined here ensures 
we show up consistently and purposefully 

communicate our Shutterfly, Inc. brand 
personality across all channels 

and audiences.
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Shutterfly, Inc. is a family of premium 

lifestyle brands in the business of helping 

people share life’s joy. Through the power of 

photography, we enable people to creatively 

capture their memories and preserve their 

histories. Together, we innovate the ancient 

art of storytelling.

 THE  
SHUTTERFLY, INC.
BRAND01
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(This is what we do.)

 We’re a leading manufacturer               
personalized products, offered           

The What, Why & How1.1 The What, Why & How1.1

and digital retailer of high-quality
through a family of lifestyle brands.

1.1   THE WHAT, WHY, & HOW 3
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(This is why we exist.)

(This is how we do it.)

Our mission is to 
deepen personal 
connections with
the people who

matter most.

Our vision is to 
make the world 
a better place by 
helping people 
share life’s joy.

The What, Why & How1.1

1.1   THE WHAT, WHY, & HOW 5
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We work on
multiple brands,
and work for

.

No matter what role we’re in, we all  

work for Shutterfly, Inc. We are one family, 

and like a family, we help each other and 

share knowledge. The “On/For” principle 

articulates the brand hierarchy and 

reminds us that we are all in this together, 

working toward a common goal. 

The “On/For” Principle1.2

1.2   THE “ON/FOR” PRINCIPLE 7
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All of our product brands harness the power 

of photography to enable customers to 

capture, preserve and share their memories 

throughout all of life’s stages. Beautiful 

designs, innovative offerings, superior quality, 

customer focus, and ease of use are consistent 

characteristics across all of our brands and 

differentiate us from the competition. 

No matter where our customers are in their 

lives, their price sensitivity or their brand 

sensitivity, we have a brand and an offering of 

products that meets their needs.

Shutterfly helps you make the most out of life’s most memorable moments. 
As a leader in personalized photos and services, we allow you to create lasting 
keepsakes; award-winning photo books; custom stationery, including cards, 
announcements, and invitations; as well as unique home decor and photo gifts.  
We help you connect with your family and friends by sharing your memories 
 and photos in creative and innovative ways.

Tiny Prints began in 2005 with a focus on creating personalized birth 
announcements. Since then, we have grown into a booming online destination  
for stylish stationery for every occasion. Our fresh designs and focus on customer 
service allow you to create beautiful stationery on premium paper, turning your 
memorable moments into lasting impressions.

Wedding Paper Divas makes your journey to wedded bliss as stress-free as 
possible. With our exceptional customer service and design-forward products,  
we help today’s brides and grooms create personalized wedding stationery that is 
beautiful, trendy and affordable. Through our modern and unique designs, we make 
sure your personal style is showcased perfectly. Just like the rest of your big day.

MyPublisher offers an affordable way to tell your story and share your memories with 
customized, professional-quality photo books. Thick hardcovers, premium pages, 
superior print quality and dedicated customer service. From wedding albums to baby 
books, and everything in between, you are the author of your story. Tell it the best way 
possible with a MyPublisher photo book.

Groovebook is a mobile app that delivers a fresh book of 40-100 photos straight 
to your door every month, for just a few bucks. With a playful look and perforated 
pages, we make it easy to tear and share. Do more with all those phone pics and 
relive your memories with Groovebook by getting your photos off of your phone 
and into your hands.

BorrowLenses is the premier online destination for high-quality photographic and 
video equipment rentals. We offer the best gear, exceptional customer service, 
and convenient shipping, pick-up and return options. Whether you’re looking to try 
before you buy or rent equipment for a special occasion, you’ll find what you need 
at BorrowLenses.com.

Our Shutterfly Business Solutions group leverages our design expertise  
and high-quality production for large, commercial print jobs. We provide variable 
Print-on-Demand solutions for Fortune 1000 companies through a multi-channel 
campaign management platform and traditional direct marketing strategies, 
blended with cutting-edge technological capabilities.

Our Product Brands1.3

BUSINESS SOLUTIONS

1.3   OUR PRODUCT BRANDS 9
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v

Inspire customers to be creative and 
thoughtful with their memories

Empower ourselves and each other to 
achieve more than we thought possible

Motivate others by what we do and  
how we do it

Think outside the box and challenge  
the expected 

Recognize and celebrate success 

Lead courageously

Constructively challenge each other’s ideas, 
commit as a team and then support one 
another 

Say what we mean and mean what we say 

Make the company a better place 

Pursue excellence in everything we do

Please our customers to the point that  
they become enthusiastic promoters  
of Shutterfly, Inc.

Have a winning attitude

Our Values1.4

PASSIONINSPIRE ACT COMMIT TRUST

Treat others as we want to be treated 

Have confidence in each other’s capabilities
and intentions 

Care enough to give open, honest  
and direct feedback 

Seek to understand, then seek to be understood 

Provide timely communication to avoid surprises

The inspire icon features a light bulb and a heart 
illustrating where creativity meets thoughtfulness.

The passion icon features a flame representing 
energetic action and contagious brilliance.

The act icon features a fluttering banner, symbolic 
of where trailblazing ideas meet a unified effort.

The commit icon features two linked circles that 
portray strength, stability and persistence.

The trust icon features a heartfelt handshake, evoking 
empathetic fortitude within a businesslike gesture.

1.4   OUR PRODUCT BRANDS 11



Shutterfly, Inc. has its own voice, tone and 

visual system that reflect our unique company 

culture and playful personality. As our highest 

level corporate identity, the Inc. brand elements 

are separate from—and not interchangeable 

with—our product brands’ elements. Yet Inc. is 

inspired by our product brands, making it just 

as bright, vibrant and cheerful.

 THE  
SHUTTERFLY, INC.
EXPRESSION02



2.1 LOGO

We are many brands, but we  
share a common mission and are 
part of something bigger. Our logo 
is the stamp of our company—a 
single graphic that unites us all.  
We are Shutterfly, Inc.

2.1   LOGO 15



THE SHUTTERFLY, INC. EXPRESSION  2016

The Shutterfly, Inc. logo locks together a  

Gotham-based wordmark with the Inc. 

circle bug. The two work together to 

establish hierarchy as the parent to our four 

consumer-facing brands. The two elements, 

the wordmark and the Inc. bug, should never 

be repositioned or manipulated. The entire 

logo should also never be placed at an angle.
120 px

DIGITAL

LOGO IN BLACK
 

The black version should 

be used when printing 

or application methods 

prohibit using the primary 

orange.

 

LOGO IN WHITE
 

If backgrounds are 

saturated or dark, the white 

version can help separate 

the logo from secondary 

surfaces.

 

MINIMUM SIZE

Minimum size refers 

to the smallest size at 

which the Inc. logo may 

be reproduced and still 

maintain legibility. For 

digital applications, 120 

pixels is the minimum width. 

For print, 1.25” inches is the 

minimum width.

1.25”

PRINT

PRIMARY LOGO 

Clear space is determined by the width of the letters “INC.”

Wordmark Bug

2.1 Primary Logo

2.1   LOGO 17
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Two secondary logos are available 

to accommodate a greater variety of 

orientations and spatial constraints. The 

vertical version is ideal for narrow canvases 

such as a branded pen or an outdoor event 

banner. The square version is useful for 

compact spaces, or in instances to add 

more Ignite to branded apparel or posters.

VERTICAL LOGO           
 

The Shutterfly, Inc. bug 

is rotated to allow the 

“INC” letters to read 

correctly. “Shutterfly” 

should always be 

pointing upward with 

the Shutterfly, Inc. bug 

at the top.

2.1 Secondary Logos

SQUARE LOGO             
 

The square version is useful 

for compact spaces, or 

in instances to add more 

Ignite to branded apparel or 

posters. Use sparingly.

REDUCED LOGO             
 

The reduced logo only 

appears as a favicon and 

app icon, or any other 

instance the pixel density 

is too low to clearly read 

“Shutterfly.”

2.1   LOGO 19



This is what we sound like. Our 
words are a direct reflection of 
our personality, from what we 
say to how we say it.

2.2 VOICE & TONE

2.2   VOICE & TONE 21
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We are sure of who we are and firmly believe 

in our mission. Our voice is confident and 

professional, but never arrogant, stiff or overly 

corporate. We say what we mean, and we 

mean what we say. Our language is simple, 

straightforward and easy to understand.

We care about our employees, our customers 

and our communities, and that is evident 

in our copy. Our tone is warm, friendly, 

approachable and—above all—real. Our 

language evokes trust from our employees 

and all other audiences.

No matter what product brand we’re working 

on, we’re all members of the Inc. family and 

part of something bigger than ourselves. Our 

language enhances our sense of community 

and camaraderie. We speak in terms of “we,” 

with words like “us,” “team,” and “together”  

as part of our vernacular. 

We speak the way our customers speak so 

their voices are reflected in ours. We share in 

their joy, laughter and emotion. Our empathy 

and camaraderie with our customers shines 

through our voice and tone.

Our Voice

CONFIDENCE

CARE

COMMUNITY

CUSTOMERS

As an industry leader in personal expression, our voice and tone are 

warm, friendly and conversational. We refer to our company in the first 

person—in terms of “we,” “us,” and “our.” We refer to our audiences in 

the second person—in terms of “you,” “your” and “us.” We speak with 

confidence and conviction, yet we are gracious and accepting. Our 

speech includes rich description and invokes emotion, yet we speak in 

simple terms with as few words as possible. 

We care about our employees, customers and communities, and that  

is consistently apparent in our words—written and spoken.

 
SHUTTERFLY, INC.            

When writing or saying 

the name of the overall 

company, always use 

Shutterfly, Inc. Never use 

“INC,” and never use just 

“Shutterfly” when referring 

to the entire company. 

Only use “Shutterfly” on its 

own when referring to our 

Shutterfly product brand. 

2.2

2.2   VOICE & TONE 23
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Our Audience2.2

The same voice and tone guidelines apply when speaking to 

any audience. We might sound a little more “corporate” when 

communicating with investors, like on analyst calls and in 

earnings releases.  And we may sound slightly more casual when 

communicating with each other (employees) because we’re family. 

But our personality and overall tone remain consistent. For each 

audience, the key differences will be the type of content and 

information we share.

When we speak to customers, we share 

information about our products and their 

experience with our products.

 

When we speak to candidates and 

prospective employees, we share information 

about what it’s like to work at Shutterfly, Inc., 

our culture and what benefits can be gained 

from working here.

 

When we speak to each other (employees and 

contractors), we share information about… 

well, almost anything, from company events 

to company performance.

 

When we speak to investors and analysts, 

we share information about our company 

financials, performance and projections.

 

When we speak to media channels, we 

share information about company financials 

and performance, as well as our marketing 

partnerships and things that make us proud.

CUSTOMERS

CANDIDATES & PROSPECTS

EACH OTHER

INVESTORS & ANALYSTS

MEDIA CHANNELS

2.2   VOICE & TONE 25



2.3 COLOR

Color captures our playful personality. 
The message is brought to life 
through our palette—emulating the 
spirit and enthusiasm of our audience.

2.3   COLOR 27
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The Shutterfly, Inc. color palette is centered 

around orange—Ignite, PMS 1665—the same 

orange used for the Shutterfly consumer 

brand. As a general rule, Ignite always takes 

the lead, followed by white, black, gray and 

latte tones. Pops of color from the secondary 

palette can be used to provide additional 

energy to your layout.

C  0
M  77 
Y  100 
K  0

R  240
G  83 
B  35
# F05323

2.3 Color Palette

C  91
M  73 
Y  11 
K  1

R  46
G  87 
B  152
#2e5597

COBALT

PMS 7685 C

C  74
M  0 
Y  17 
K  0

R  19
G  192 
B  215
#00c0d6

OCEAN

PMS 3115 C

C  0
M  0 
Y  0 
K  100

R  0
G  0 
B  0
#000000

BLACK

C  0
M  0 
Y  0 
K  0

R  255
G  255 
B  255
#ffffff

WHITE

C  18
M  14 
Y  100 
K  0

R  217
G  200 
B  34
#d9c822

CHARTREUSE

PMS 611 C

C  43
M  88 
Y  37 
K  13

R  142
G  60 
B  102
#8d3c66

PLUM

PMS 689 C

C  16
M  25 
Y  50 
K  0

R  215
G  186 
B  139
#d7ba8a

LATTE

PMS 467 C

C  30
M  25 
Y  25 
K  0

R  181
G  178 
B  177
#b4b3b2

GRAY

PMS COOL GRAY 5 C

SECONDARY PALETTE   
 

Ocean, chartreuse, plum 

and cobalt are complements 

to Ignite. They are best 

employed to color code 

sections, data and enliven 

layouts with full color floods. 

Use sparingly.

PRIMARY COLOR            
   

Ignite is the brand’s most 

identifiable color. Bring 

it forward when newer 

audiences are being 

addressed. Allow it to 

recede if the content 

suggests seasonality.

NEUTRAL PALETTE       
 

Black, white, latte, and 

gray are the most widely 

used colors in tandem with 

Ignite. Latte and gray are 

best when used at 30%-10% 

transparency.

IGNITE

PMS 1665 C

2.3   COLOR 29
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GRAPHIC ELEMENTS                             

 The pencil icon depicts  

 recommended colors 

for graphic elements  

and icons. 

PATTERNS                          

Patterns are set in white 

and layered over neutral 

latte or gray tints (20% 

or less). They are best 

employed to add texture 

and depth to layouts and 

backgrounds. 

TYPE                                  
   

Type color is limited 

to black, white, and 

occasionally Ignite. 

Headlines and titles 

are set in these color 

combinations, using Ignite 

to stress importance when 

appropriate.

Body copy is never set 

in Ignite. When reversing 

body copy out of a dark 

color, ensure that the size 

and weight are heavy 

enough to prevent the 

letterform from filling in.

PRIMARY                                 
This spread demonstrates how the primary color Ignite is combined with 

the neutral palette. This block of copy is an example of an Ignite title 

combined with black body copy set on a white background. Latte and 

gray patterns add texture and framing for the visual and verbal content.

Tt

T

Tt

T

Tt

T

Tt

Tt

Tt

Tt
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ICON OVERLAYS                               
   

Layering icons and 

photography can add 

movement, depth and a 

strong focal point. Keep 

icons in white, so there 

is minimal interference 

with the photograph’s 

coloration. When layering 

large scale icons, use 

transparency to prevent 

drastically obscuring the 

photograph.

Tt

Tt

Tt Tt

Tt

Tt

Tt

Tt Tt

Tt

Tt Tt

SECONDARY COLORS              
 

Use the secondary palette 

for additional graphic 

elements, backgrounds, 

color coding and patterned 

floods.

PATTERNS                             
   

Patterns are 15-30% white 

and layered over secondary 

colors at full opacity. They 

are best employed to add 

texture and depth to layouts 

and backgrounds. 

TYPE                                     
   

Elaborating on the 

guidelines established 

on page 30, type set 

over a secondary color 

background should be 

either black or white—never 

Ignite in this instance. 

For maximum contrast, 

follow the recommended 

background and type color 

pairings displayed here:

35
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C  40
M  72 
Y  78 
K  45

R  103
G  59 
B  44
#663a2a

FALL

PMS 477 C

C  12
M  100 
Y  92 
K  3

R  208
G  17 
B  43
#d0112b

HOLIDAY

PMS 186 C

C  44
M  26 
Y  0 
K  0

R  139
G  170 
B  227
#86a9e3

WINTER

PMS 7451 C

C  39
M  0 
Y  63 
K  0

R  161
G  215 
B  130
#a1d782

SPRING

PMS 359 C

C  2
M  10 
Y  86 
K  0

R  250
G  220 
B  59
#fadc3b

SUMMER

PMS 114 C

2.3 Seasonal Color Guidance

The seasonal Shutterfly, Inc. color palette is a 

tertiary set of colors that is to be used when 

the content has a seasonal relationship. In the 

same fashion that our family of brands takes 

cues from color trends, this palette may be 

updated annually.

SHUTTERFLY, INC. HOLIDAY CARD, 2016HACK DAY, JUNE 2015

2.3   COLOR 37



2.4 TYPOGRAPHY

Words tell our story, and 
the right typefaces help 
bring that story to life. 

2.4   TYPOGRAPHY 39
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ITC Garamond
Light
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPp 
QqRrSsTtUuVvWwXxYyZz1234567890&@?/#

Book
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq 
RrSsTtUuVvWwXxYyZz1234567890&@?/#

 Gotham
Light
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq 
RrSsTtUuVvWwXxYyZz1234567890&@?/#

Book
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq 
RrSsTtUuVvWwXxYyZz1234567890&@?/#

Bold
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq
RrSsTtUuVvWtwXxYyZz1234567890&@?/#

Typefaces convey emotion, communicate 

messages and express the tone of our brand. 

Inc. typography fuses an editorial approach

with a modern aesthetic for a look that’s

professional and fun. With a range of weights

and treatments, our typefaces establish a

clear hierarchy across all collateral—from

content-heavy to clean and direct.

Type Family2.4

 Wisdom Script
Regular
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq 
RrSsTtUuVvWwXxYyZz1234567890&@?/#

Klinic Slab
Light
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq 
RrSsTtUuVvWwXxYyZz1234567890&@?/#

Book
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq 
RrSsTtUuVvWwXxYyZz1234567890&@?/#

Bold
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQq 
RrSsTtUuVvWwXxYyZz1234567890&@?/#

Denotes the preferred weight

USE CASES                                                           

Headlines, titles, captions and body copy

USE CASES                                                           

Subheadlines, section titles, numbers and 

characters combined numeric data

DISPLAY ONLY
Use these typefaces in large sizes and  

with minimal verbiage.

PRIMARY SECONDARY

2

3

USE CASES                                                           

Environmental graphics, photo overlays and 

inspirational content

2.4   TYPOGRAPHY 41
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CAPPED TITLES
AND UNDERLINES

BOLD STYLES are best used for titles set in smaller font sizes.

 

  Bullet, a fragment of information

  Ample line spacing for an easy read

  Avoid long lines, full sentences

2 

3

1

1.23
4.5x

67%

For content-heavy areas, 
Gotham should be used 
since it reads clearly in 
large blocks of print and 
in small sizes. 

Avoid doing this.
Don’t cut off descenders 

with an underline.

Avoid doing this.
Avoid doing this.
Avoid doing this.
Avoid doing this.
Don’t bold words within a 

sentence or use secondary 

colors for typography.

Headlines    are short sentences.

Gotham is the lead typeface, versatile in all 

scales and cases. ITC Garamond is best used 

for numerals. If the content speaks in a more 

formal tone, sprinkle in ITC Garamond’s classic 

serifs amidst a predominately Gotham layout.

Paragraph justification establishes alignment 

for blocks of content. When in doubt, always 

left justify copy with a right rag.

Primary Type Guidelines

Subheadlines  
and Section Titles

2.4

A headline is a full sentence that includes punctuation. Set large type in 

sentence case using Gotham Light.

If the content suggests a more austere tone, set subheads and titles in ITC 

Garamond Light with initial caps. Subheads should be 5 words or less in length.
Set numeric data points and numbered lists in ITC Garamond Book.

A title is a fragment that does not include punctuation. 

Set type in all caps using any weight of Gotham. 

General rule: the larger the type size, the lighter the weight.

2.4   TYPOGRAPHY 39
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.

Display Type Guidelines2.4

Though Gotham can be used as large display 

type, its combination with Wisdom Script 

and Klinic Slab introduces a highly expressive 

and contemporary type aesthetic to the 

Shutterfly, Inc. visual language. Use these 

display typefaces to build graphic quotes or 

emphasize individual words at large scales. 

From environmental graphics to presentation 

decks, apply Wisdom Script and Klinic Slab 

with consideration and discipline in instances 

where the content is brief and deserving of 

undivided attention.

TYPE AS A FRAME                                  
 

Short words set in Wisdom 

Script can be used as photo 

frames. Pair the word with 

a photo that has large, 

uninterrupted color fields.

2.4   TYPOGRAPHY 45
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 “You don’t take a 
photograph, you make it.”
—Ansel Adams

YOU DON’T TAKE 
A PHOTOGRAPH,
YOU MAKE IT.
ANSEL ADAMS

YOU DON’T TAKE 
A PHOTOGRAPH,
YOU MAKE IT.

ANSEL ADAMS

WISDOM SCRIPT             
 

Use the following guidelines 

when using Wisdom Script 

to build a graphic quote.

  EMPHASIS
  Don’t place emphasis 

on less meaningful words  

or articles. 

  INTENTION
  Use Wisdom Script 

purposefully to emphasize 

the word(s) that best distills 

the essence of the quote.

  READABILITY
  Don’t highlight  

multiple sentence segments 

or sporadic words. 

Overusing the script reduces 

readability and impact.

  When mixing Wisdom   

   Script with Gotham 

or Klinic Slab, enlarge the 

point size of Wisdom Script 

until it’s x-height matches 

Gotham/Klinic Slab’s topline.

You don’t  TAKE A PHOTOGRAPH, YOU MAKE IT.
ANSEL ADAMS  

You don’t  TAKE A PHOTOGRAPH, you make it.
ANSEL ADAMS  

YOU DON’T TAKE A PHOTOGRAPH, you make it.
ANSEL ADAMS  

.

KLINIC SLAB                      

Follow these guidelines 

when setting Klinic Slab 

with Gotham.

  CONCISE
  Pull a quote or write 

a phrase that fits on two to 

three short lines. 

  GOTHAM
  Left justify copy and 

set it in Gotham, all-caps. 

Adjust your line breaks, 

insuring a smooth reading 

pace and well-balanced 

right rag.

  EMPHASIS
  Highlight the words 

with Klinic Slab Bold that 

carry the most meaning 

throughout the phrase. 

Reduce and bold the size  

of the attribution. 

  GRAPHICS  

  Embellish with 

graphic elements such as 

quotation marks and rules. 

 

1

2 

3

4

1 

2 

3 

  Note that Klinic Slab has a lower topline than Gotham   

  when set at the same type size. The highlighted words 

in Klinic Slab need to be increased in type size by two to three 

points to match the topline of Gotham.

2.4   TYPOGRAPHY 47
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MAKE MEMORIES 

every day
create yours. inspire others.

PAIRING QUOTES AND PHOTOS                                   
 

When pairing a quote with a photo, insure that they 

mutually enhance each other’s meaning.

GRAPHIC LIBRARY SUPPORT                                
 

Use elements from the graphic library to enhance 

the visual treatment of quotes. See page 65.

2.4   TYPOGRAPHY 49



2.5 PHOTOGRAPHY

Photography is used across all  
of our product brands to capture, 
preserve and share memories, 
making it the bedrock of the 
Shutterfly, Inc. brand.

2.5   TYPOGRAPHY 51
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KEY ATTRIBUTES                                

  GENUINE
  Use images that 

capture life’s joyful 

moments, both big and 

small. From a child’s giggle 

to a college graduation, 

showcase all of these 

special moments.

  DIVERSE
  Use images that 

speak to the diversity of our 

company and customer—

spanning age, life stage, 

ethnicity, gender and  

family type.

  RELATABLE
  Select images that 

feel ‘caught in the moment’ 

versus formally posed. They 

exude a sincere, heartfelt 

and true-to-life connection.

Our Shutterfly, Inc. photography reflects the

essence of our family of consumer-facing

brands: the memories, moments and 

emotions that fill our hearts and our camera 

rolls. Warm sentiments in vivacious color, 

these photos are inspiring examples of 

why our brands are loved and why we love 

working on them.

The Shutterfly, Inc. photography library is

curated and seasonally refreshed by the

Shutterfly Photo Team.

Lifestyle Photography2.5

1

2 

3
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Our Shutterfly, Inc. employee and 

environment photography reflects the 

culture of our brands and why we love 

working on them. 

Our photography showcases a fun, 

energetic, yet highly professional work 

environment, where the focus is on the 

connection between people and the 

exciting work done together. We also 

show how our employees ‘play’ together, 

taking that feeling of community outside 

the office walls.

Employees and Environment2.5

Don’t stage employees or shoot into sparse decor.

Avoid expected or mundane representation.

Do shoot into natural scenes that have visual interest.

Do show joy, camaraderie and memorable moments together.

OFFICE ENVIRONMENT                                 

Whether it’s shooting 

into the workspace or 

pulling from existing 

photography, focus on 

authentic representations. 

Capture elements of the 

environment and human 

interactions that are unique 

to the workspace.

EMPLOYEES                                 

Combining our values and 

photo attributes together, 

employee photography 

depicts the joyful and 

genuine connection that we 

share as a team.
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Photography Guidelines2.5

Don’t use the original crop. Do crop into the subject. Use the two-thirds rule—where the 

subject takes up two-thirds of the frame—especially when 

placing graphic quotes or typography on the photo.

CROPPING                                                                   
 

Get in close. Strive to 

amplify the emotion that 

the photo captures by 

cropping tightly into the 

subject matter. 

THE PICTURES ARE THERE,  
AND YOU JUST TAKE THEM.

ROBERT CAPA
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Photography Guidelines2.5

GRIDS                               
 

If a broad array of 

photography is needed, 

maintain the integrity of 

each imagee by using 

a square grid. Avoid 

dense, modular grids that 

muddle the impact of the 

photography. 

Do use a square grid. Reduce the number of rows and columns in compact layouts. Use less and larger photos instead of many small photos. 

Don’t use a modular grid.
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Photography Guidelines2.5
PHOTO INTEGRITY              
 

Let the photography speak 

clearly by avoiding these 

stylized visual effects. 

FRAMING                            
 

Magnify the sentiment by 

placing photography within 

an icon. Photos that have 

a singular focal point are 

easier to place into icons. 

This treatment is best 

applied at large scales with 

ample negative space.

See the complete icon 

library on page 72.

Don’t feather the edges.

Don’t fade the photo out.

Don’t add a drop shadow.

Don’t add decorative frames.
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COLOR BARS                                   
 

Use a color bar to enhance 

the energy of a photo-

based layout. When adding 

typography in color bars, 

make sure you follow the 

color guidelines to ensure 

readability. Make sure the 

bar does not exceed one-

third the width of the layout.

Don’t place transparent color over a photo. Don’t obstruct the subject’s face. 

PHOTO INTEGRITY              
 

Let the photography speak 

clearly by avoiding these 

stylized visual effects. 
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2.6 GRAPHIC ELEMENTS

Graphic treatments are used 
sparingly with discipline and 
intent to add some fun and 
depth to our layouts. 

2.6   GRAPHIC ELEMENTS 65



THE SHUTTERFLY, INC. EXPRESSION  2016

The Shutterfly, Inc. graphic library is 

grouped into two categories—type 

embellishments and patterns. These 

elements, though flexible in implementation, 

should be used with discretion and a 

sense of discipline. See page 68 for design 

recommendations.

Graphic Library2.6 PATTERNS                              
  

There are four geometric 

patterns: triangle, diagonal 

stripe, donut, and broken 

chevron. 

BANNERS                                                                      

RULES                                                                              

CIRCLE AND CIRCULAR SPEECH BUBBLE                                                               TRIANGLE                                        DIAGONAL STRIPE                                                DONUT                                              BROKEN CHEVRON                                      

TYPE 
EMBELLISHMENTS                             
 

Banners, rules, circles and 

speech bubbles can be used 

to highlight inspirational 

content or important data.
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Graphic Library Guidelines2.6

When 
employing 

embellishments, 
give the content 

generous negative 
space—elevating 
the composition 

and focus.

OR SIMPLY GOTHAM BOLD

TYPE                                     
 

When setting type inside 

enclosures, less copy is 

always more. Follow these 

examples as a general rule 

when using banners and 

speech bubbles. 

COLOR                                 

Type embellishments follow 

the same rules outlined for 

type color. Use only black, 

white, or ignite color fills.

GOTHAM AND KLINIC SLAB
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Iconography can add playfulness and clarity 

to any message, no matter how complex. 

Shutterfly, Inc. icons are simple, friendly and 

expressive.

Our icon style is clear and direct and always 

uses the circle shape as its base. The content 

within is both straightforward and fun. No 

theme should be taken too seriously since 

clarity is the main priority.

There are 5 key icons that are used primarily 

to represent the Shutterfly, Inc. brand 

essence—creativity, photography, heart, 

community and sharing. These icons 

are bold expressions of important attributes 

that are shared throughout the Shutterfly, Inc. 

family of brands.

Icons2.6

CREATIVITY PHOTOGRAPHY HEART SHARINGCOMMUNITY
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Icons can be used to express an emotion or 

idea, add texture, enhance both graphic and 

photographic layouts, and even to provide 

wayfinding. Each icon has a meaning that can 

be used individually, or partnered with other 

icons to tell a story. Select icons with intention 

to elaborate on the content’s message. Avoid 

gratuitous usage.

Icons2.6

OUTLINED OR SOLID                         
    

Each icon has two versions 

to choose from, depending 

on what is most appropriate 

per the application. Line 

weights and illustrations are 

not to be altered, as this is 

the approved icon library.

FACILITIES                           
    

This set of icons is 

predominately used for 

environmental wayfinding.
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Icon Applications2.6

The flexibility of the icon library lends itself 

to a wide variety of applications. Use them 

to add visual impact and to express concepts 

with immediacy and clarity.

WAYFINDING                            
    

The use of iconography 

for wayfinding and 

environmental graphics is 

a unique way to express 

our brand. Aiding quick 

comprehension with bold 

color, environmental 

icons are a functional and 

inspiring way to organize 

space.

Juxtaposing the scale of 

icons (small micropatterns 

with oversized icons) adds   

visual drama and impact to 

walls and dividers.
PATTERNS AS STORIES                                                                
    

Curated patterns—micro or macro—are a great 

way to add meaningful texture that reinforces the 

content’s message. 

PHOTOGRAPHY                                                                   
    

Use white transparent overlays with photography to 

heighten and compliment the visual sentiment. 
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2.7 INFOGRAPHICS

Infographics help readers process 
complex, data-heavy communications 
in a simple and visually pleasing 
format. Shutterfly, Inc. branded 
infographics communicate essential 
information while always working off 
the principle that less is more.
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Location Map

REDWOOD CITY, CA

SANTA CLARA, CA

SAN CARLOS, CA

LAS VEGAS, NV

TEMPE, AZ

SHAKOPEE, MN

FORT MILL, SC

NEW YORK, NY

BOSTON, MA

HAIFA, ISRAEL

MAP KEY                     corporate headquarters                     production facility                   BorrowLenses site                   data center

2.7

The color-coded location map clearly plots 

all of Shutterfly, Inc.’s locations: corporate 

headquarters, production facilities, 

BorrowLenses locations and data center. Our 

corporate headquarters in Redwood City is 

highlighted by the community icon set at a 

slightly larger scale.

A complete world map is also available in the 

Shutterfly, Inc. tool kit.
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Company History2.7

The company’s timeline details important milestones for  

Shutterfly, Inc. from 1999 onward. A full version can be found  

in the Shutterfly, Inc. tool kit. 

 

 

  Arrow icon bullets delineate general data points.

  Pin-drop icons bullet location-specific information.

2016

2015

2014

      

2012

2011

2010

2009

2008

2007

2006

2005

2004

........

1999

2013

     Acquired ThisLife, a unified solution for customers to organize,  

     store and share digital products across the web and mobile devices

Acquired MyPublisher, offering a full line  

of premium photo books and products

Opened state-of-the-art manufacturing facility in  Fort Mill, SC

Launched Photo Story App, allowing for photo book creation on the iPad

Acquired R&R images, an expert in variable digital printing and product design

Acquired BorrowLenses, the premier brand  

of photography equipment rentals
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Occasion Map2.7

Shutterfly, Inc.’s product and service offerings 

are centered around celebrating life’s 

moments, big and small. The occasion map is 

a concise and emotive way to communicate 

the breadth of occasions that inspire us and 

our family of brands.

Sharing life’s joy across seasons, holidays, birthdays, weddings, travels, new homes, parties, pets, graduations and anniversaries.

832.7   INFOGRAPHICS



The following application examples reflect 

how versatile our kit of parts can be, while 

always maintaining consistency. Our style 

guide includes many expressive elements 

to convey the Shutterfly, Inc. brand, but you 

should always make sure your main message 

is clear and direct, and designs aren’t overly 

complicated for design’s sake.

EXAMPLES,
 THEMES &
APPLICATIONS03



3.1 OFFICE SUITE

The Shutterfly, Inc. visual identity 
comes to life across our printed and 
screen-based communications.

873.1   OFFICE SUITE
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2800 BRIDGE PARKWAY    REDWOOD CITY, CA 94065    SHUTTERFLYINC.COM

JANUARY 1, 2017

This is a placeholder copy on the Shutterfly, Inc. letterhead. This is a placeholder 
copy on the Shutterfly, Inc. letterhead. This is a placeholder copy on the Shutterfly, 
Inc. letterhead. This is a placeholder copy on the Shutterfly, Inc. letterhead. This 
is a placeholder copy on the Shutterfly, Inc. letterhead. This is a placeholder copy 
on the Shutterfly, Inc. letterhead. This is a placeholder copy on the Shutterfly, Inc. 
letterhead. This is a placeholder copy on the Shutterfly, Inc. letterhead. This is a 
placeholder copy on the Shutterfly, Inc. letterhead. This is a placeholder copy on the 
Shutterfly, Inc. letterhead.

Best,

Chris North
PRESIDENT AND CHIEF EXECUTIVE OFFICER

Shutterfly, Inc. Office Suite3.1

BUSINESS CARD                          
    

Each set of business cards 

features an array of back of 

card designs. These designs 

mix different phrases and 

pattern combinations.

Share life’s joy.

Make memories every day.

Inspire. Create.

Chris North
President and Chief Executive Officer

cnorth@shutterfly.com
650.610.5678
650.650.1234
415.456.7890

E
T
F
M

2800 BRIDGE PARKWAY   REDWOOD CITY, CA 94065   SHUTTERFLYINC.COM
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Chris North

LETTERHEAD

NAMEPLATE

EMAIL SIGNATURE
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ShutterflyInc.com3.1

913.1   OFFICE SUITE

WEB GUIDELINES                                

TYPOGRAPHY
Avenir is the official webfont 

Shutterfly, Inc.It’s to be 

used in place of Gotham 

while following the brand 

guidelines for typography 

established on page 42.

PHOTOGRAPHY
Use photos that distill 

the essence of our family 

of our consumer-facing 

brands. Pair content with 

photography the reinforces 

the message, or use 

photography that is general 

enough to avoid detracing 

from the page’s content. 

For more direction, see 

the brand photography 

attributes listed on pages 

51-53.

COLOR
The neutral and secondary 

palettes are fully exercised 

on the site within the 

navigation bar. Otherwise, 

color is to be used sparingly 

to keep the layout bright 

with ample white space. 



3.2 FOUNDATION

An important part of our culture, 
the Shutterfly Foundation serves 
our communities and lends a 
helping hand to those who need it.
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Shutterfly Foundation3.2

Though Shutterfly Foundation’s core elements 

echo the Shutterfly, Inc. expression, there are 

some unique attributes defining its essence, 

including the “do good things” sentiment. The 

motif of a heart-based graphic is optional. 

Annually refreshed, both of these elements 

can be progressively modified.

953.2   FOUNDATION



3.3 POWERPOINT

PowerPoint is a frequently used business 
tool and one of the most common 
expressions of our brand. Here you 
will find guidelines for two types of 
PowerPoint usage and information about 
the Shutterfly, Inc. standard templates.
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PowerPoint Guidelines & Toolkit3.3

There are two main uses for PowerPoint in 

our business: 1) everyday informational decks, 

and 2) formal presentations. The following 

guidelines will help you create content- and 

data-heavy decks, as well as elegant, 

high-level presentations that are on brand.

Be sure to download and review the online 

PowerPoint toolkit, which provides easy 

access to all the elements you need

to make your decks and presentations 

flawless. The toolkit includes: templates, 

icons, graphics, photos and infographics for 

commonly used concepts. 

For questions or additional guidance, please

don’t hesitate to consult with our Human 

Resources and Creative teams.

993.3   POWERPOINT

Both uses of PowerPoint should follow all of the  

brand guidelines outlined in this style guide regarding:

voice and tone

primary, neutral and secondary color palettes 
(use RGB codes from the color palette in PowerPoint)

use of white (negative) space

Gotham typeface (and Garamond sparingly)

photography

infographics and graphic elements 
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TITLE SLIDE                                                                   

Title slides are 

straightforward, including 

only a short title, date and 

presenter’s name in the 

font type, size and format 

shown here.  

Informational Decks3.3

Informational decks contain high-density slides 

with detailed information such as strategies, 

project plans, timelines, organizational charts, 

etc. These documents are shared in everyday 

meetings and over email and may be printed  

as handouts for meeting attendees. 

Teams can also collaborate on an informational 

deck as a working document. These types of 

decks can be data- and text-heavy in order to 

be useful, and that’s okay. However, you still 

need to use the appropriate Shutterfly, Inc. 

PowerPoint template, fonts, colors and brand 

guidelines as closely as possible.
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CONTENT                                                                             
    

Your content slides may include any combination of text, 

imagery, graphics, icons, charts, etc. Do your best to 

keep the text minimal and include visuals for everyday, 

informational presentations. 

GRAPHS AND CHARTS                                                           
      

The standard colors to be used in Power Point graphs and 

icons are from our primary, neutral and secondary color 

palettes. Please see the color section of this style guide for 

the specific RGB codes.

Informational Decks3.3

1033.3   POWERPOINT
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Formal Presentation Decks3.3

Presentations are just that—presented.

These need to be much more polished and 

visual than informational decks. Instances when 

formal presentations are used include Employee 

All Hands Meetings, New Hire Orientation, 

analyst presentations, external conferences/

meetings, or any large internal meeting.

When preparing a formal presentation to a  

large or small audience, adhere to these 

guidelines to cleanly communicate content— 

representative of the Shutterfly, Inc. brand , 

and be sure to use the branded PowerPoint 

template found in the online toolkit.

You give the presentation, not your slides. 
Your slides are low-density visual aids to your presentation.

MAP KEY                     

  corporate headquarters                       

  production facility

  BorrowLenses site

  data center

TEMPE, AZ

SHAKOPEE, MN

FORT MILL, SC

1,000+ EMPLOYEES
    

throughout 3 production facilities with 400+ at 

Tempe, 200+ at Shakopee, and 450+ at Fort Mill

SAMPLE SLIDE OF PRODUCTION FACILITIES

14
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TYPOGRAPHY                                                                                         

Keep text, stats and data minimal. The font size used should never 

be smaller than 20. A maximum of 3 lines of text can be used to add 

context to imagery. If data can be easily expressed as a graphic, avoid 

spelling it out with text.

LAYOUT                                                                                                     

Slides should be uncluttered with ample white space. You should never 

have to say, “This slide is kind of an eye chart” in a formal presentation. 

If there is too much information to communicate and maintain simplistic 

slides, consider creating a separate printed hand-out (to spec with the 

brand guidelines outlined in this document.)

 

PHOTOGRAPHY & GRAPHICS                                                        

Lead formal presentation slides with rich visuals that follow the brand’s 

photography and graphic library guidelines. Emphasize your point with 

relevant photos and graphics. Do not create your own icons, or use 

externally created clip art or stock photography.

CONTENT                                                                                                    

The number of slides doesn’t necessarily indicate the presentation’s 

length. Instead, focus on the overall length of time it takes to present the 

content. Talking about one slide for five minutes is the same as talking 

about five slides for one minute each. Breaking up the content into

multiple slides may not add time to your presentation, and it may assist in 

the audience’s comprehension.

1073.3   POWERPOINT

ALL HANDS SAMPLE SLIDES



THE SHUTTERFLY, INC. BRAND  2016 p. / 109Themes & ApplicationsChapter / Three






