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3 Start here · Brand on a page

Logo · pages 8–23

Colour

Indigo Midnight Bumblebee Fuscia Aqua White Soft Gray

pages 44–54

#4A00F8 #001137 #FFE61E #C344C7 #35E1D4 #FFFFFF #EAF1F5

Typefaces

Clash Grotesk
Headlines

 

Inter
Body copy

 

Arial
Office files

In the know. Always.

Strap-line

Boilerplate: page 65.

Five rules everyone should know

1 Use master artwork and images from Brand Central.

2 Keep clear space around the logo: the height of the ‘o’.

3 Clash Grotesk for headlines, Inter for body copy.

4 White and Midnight lead; Bumblebee is the first accent.

5 Get approval from Shourya Asthana before anything goes external.

Find assets on Brand Central (page 122). Questions and approvals: Shourya Asthana,

Associate Vice President, Brand Marketing.

KEY RULE If you read one page, read this one. See also p2
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PART  1

Foundations

The building blocks every Beroe piece starts from:
logo, architecture, colour, type and boilerplate.

Welcome 5

Logo 7

Brand architecture 24

Colour 43

Typefaces 55

Boilerplate 65



Welcome
These guidelines will help you implement the 
new Beroe brand style. They explain the core 
brand elements and demonstrate their  
correct use. 
 
These elements – our logo, colour palette, 
and typography are the keys to creating a 
consistent brand presence and, when used 
appropriately and creatively, will help to 
convey a modern, confident and human  
image for Beroe.  
 
They are purposely open enough to support 
ongoing development of the brand.

5



In the know.
Always.

Our strap-line

Beroe.

6

KEY RULE Write the strap-line as “In the know. Always.”



Our logo
The Beroe logo is modern, versatile and full of 
personality that is responsive to the needs of the 
brand. These pages illustrate how the Beroe logo 
should be used to allow consistency, which helps 
to build brand recognition.

7



The essence of the mark’s narrative lies in 
Beroe’s ability to provide clarity and bring 
details into sharp focus.

All Beroe logos are available as master artworks. Only 
use master artworks in the ways described in these 
guidelines.

Logo8

KEY RULE Only use master artwork of the logo.



The primary logo mark is 
constructed from two identical 
shapes rotated at 45 degrees.
We call it the ‘Squircle’

The internal shape is echoed 
through the logo type, giving 
rhythm, consistency and connection.

Logo mark · Logo type9 KEY RULE The logo mark is two Squircles rotated 45°. Never redraw it.



10 Origin of the Squircle

Our logo mark is not borrowed from anywhere else. It is drawn from our

own name: zoom into the ‘o’ in beroe and the Squircle appears.

That move, bringing one detail into sharp focus, is what Beroe does for

its clients. The animation below plays this story in six steps.

1 The logotype

It starts with our name, set in the Beroe custom typeface.

→

2 Focus on the ‘o’

The rest of the word steps back and the ‘o’ comes into focus.

→

3 Isolate the shape

Inside the ‘o’ is our core shape: part square, part circle. The

Squircle.

4 Bring it forward

The Squircle is scaled up to stand on its own.

→

5 Rotate 45°

An identical Squircle turns 45 degrees.

→

6 Combine

The two Squircles lock together to form the Beroe logo mark.

Brand animation: Squircle origin · 67 frames · 25 fps · about 2.7 seconds

KEY RULE The Squircle comes from the ‘o’ in beroe.



11 Logo · Clear space

Care must be taken to ensure our brand assets are always presented clearly and
consistently. Always keep the clear space free of any other design elements.

The shape for reference is the letter “o” in beroe. Please keep in mind that the font
is used in a small case.

In numbers, the clear space is about 12% of the logo’s width. For the logo

mark on its own, it is 37% of the mark’s height.

Primary logo

Logo width Clear space (X) Logo width Clear space (X)

85 px (minimum) 10 px 3 cm (minimum) 3.5 mm

200 px 24 px 5 cm 6 mm

300 px 35 px 10 cm 12 mm

400 px 47 px 20 cm 24 mm

Logo mark

Mark height Clear space (X) Mark height Clear space (X)

48 px 18 px 1 cm 3.7 mm

100 px 37 px 3 cm 11 mm

Round up, never down. Favicons (16–48 px) need no extra clear space.

7

Care must be taken to ensure our brand assets are always 
presented clearly and consistently. Always keep the clear 
space free of any other design elements.
The shape for reference is the letter “o” in beroe. Please 
keep in mind that the font is used in a small case.

Logo

KEY RULE Clear space = height of the ‘o’, about 12% of the logo width. See also p17



Monochrome

Logo mark on colour12

KEY RULE On colour, use the logo in one colour.



The logo can be used in one colour 
on coloured backgrounds.

The logo can also be used on brand 
photography.

Logo mark on photography13

KEY RULE On photos, place the logo on a calm area with strong contrast.



14 Logo usage

Our logo is a distinctive feature of our brand and

should be implemented consistently across all
communications.

Here are a few logo combinations with the logo
mark that can be used in a given artwork.

Primary logo: logo mark + logo type

Stacked logo Logo mark

KEY RULE Use only the approved logo combinations. See also p17



15 Logo mark + logo type

This is the most common and used logo

combination that is used across the
creatives.

10 Logo Use cases

Logo usage

Our logo is a distinctive feature of our brand 
and should be implemented consistently across 
all communications.

Here are a few logo combinations with the logo 
mark that can be used in a given artwork

Logo mark + Logo Type

This is the most common and used logo 
combination that is used across the creatives.

KEY RULE Logo mark + logo type is the default lockup.



Use case without the logo mark

It is commonly used to associate the parent 
company with its extensions and sub brands.

These logos can be used without the need of 
the primary logo in creatives

Product 
Showcase

Logo16

KEY RULE Sub-brands can appear without the logo mark.



17 Which logo to use

Start at the top with the primary
logo. Move down only when the

space cannot hold the version
above it.

Most space

Least space

Primary logo

Min. width 85 px · 3 cm

Primary logo

Use when

The space is wider than it is tall.

Use for

Website header, presentations, letterheads, email signatures, booth
fascias, billboards, social banners

Stacked logo

Min. width 85 px · 3 cm

Stacked logo

Use when

The space is square or close to square, or too narrow for the primary
logo.

Use for

Social posts and avatars with a name, event badges, tote bags,
mugs, caps, stickers, square ads, booth counters

Favicon / logo mark

Favicon 16 · 32 · 48 px

Favicon / logo mark

Use when

The logo would be under 85 px wide, or the name Beroe already
appears nearby.

Use for

Browser favicon, app icons, social profile pictures, loading screens,
small UI

KEY RULE Start with the primary logo; move down only when space runs out. See also p18 p11



Logo usage

Our logo is a distinctive feature of our brand 
and should be implemented consistently across 
all communications.

These examples demonstrate possible mistakes 
made when implementing our logo and are not 
permissible. 

1.	Do not rotate or change the angle of the logo.
2.	Do not add effects such as shadows, 

reflections or glow. 
Do not change the proportions of the logo.

3.	Do not change the colour.
4.	Do not use the logo as a watermark.
5.	Do not alter the weight of the letters in the 

wordmark.
6.	Do not outline or otherwise adjust or recreate 

the logo.
7.	Do not alter the position or size of the 

wordmark.

Logo do’s and don’ts18

KEY RULE Never rotate, recolour, stretch or redraw the logo. See also p17
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space between logos will be equal to 2 ‘o’s of logo mark, and the co-branding logo may 
not exceed the area dictated by the Beroe logo.

When Beroe is the lead brand, horizontal 
divider line is 2/3rd the height of logo mark, 
the space between logos will be equal to 2 
‘o’s of logo mark, and the co-branding logo 
may not exceed the area dictated by the 
Beroe logo.

Height of the partner circular logo will be 
equal to Beroe logo mark.

Height of the partner logo will be equal to Beroe word mark.

Height of the partner logo will be equal to 
Beroe word mark.

When the partner logo is the lead brand, their logo should be placed on the left side of the 
lockup. The cobranding logo may not exceed the area dictated by the Beroe logo

When the partner logo is the lead brand, their 
logo should be placed on the left side of the 
lockup. The cobranding logo may not exceed 
the area dictated by the Beroe logo

Height of the circular partner logo will be equal to Beroe logo mark.

When Beroe is the lead brand, vertical divider line is 2/3rd the height of logo mark, the 

Logo · Co-branding19 KEY RULE Partner logos never outsize the Beroe logo.



We allow flexibility when placing our logo mark 
on our communications. 

However, the top and bottom right positions are 
preferred as indicated on the diagram on this 
page. 

In certain instances such as websites, follow 
the usual convention of placing the logo mark in 
the top left position. 

When producing outdoor advertising the top 
or bottom right-hand corner creates most 
standout. 

Whenever possible avoid centering the brand 
mark.

Logo placement20

KEY RULE Place the logo top-right or bottom-right; avoid centring it. See also p11



X

Y

X+Y*12%

The width of the Beroe  logo should be equal to 
at least 12% of the sum of two adjacent sides of 
the layout, subject to a minimum width of 3 cm 
(or 85 pixels).

The lowest resolution/size and use case of the 
logo is in the form of logo mark, which is used 
in favicon in the dimensions of 16x16px

Minimum logo size on a creative21

KEY RULE Logo width: at least 3 cm or 85 px. See also p17



Dimension of artboard - 1920x1080

Min Width- 300px Min Width- 300px Min Width- 180px 

Since the logo mark is in 
a circular shape, we use 
W+H/6%

Minimum logo sizes22

KEY RULE Never go below the minimum logo sizes. See also p17



Website logo dimensions for horizontal layouts:

250px by 150px
350px by 75px

400px by 100px

Website header image dimensions:

160px by 160px

Website favicon image dimensions:

16px by 16px
32px by 32px

48px by 48px

Note : 

Website logo file sizes should always be under 
200 KB to keep your load times low.  
Sometimes, a logo or image will look good on 
one device or one web browser but appear 
blurry and distorted on another. It’s important to 
quality check your logo to see how it shows up 
live on desktop web browsers of all kinds and 
on mobile.

Facebook sizing dimensions:

Facebook profile picture: 170px by 170px

Facebook cover image:  851px by 315px

Instagram sizing dimensions:

Instagram profile picture:  110px by 110px

LinkedIn sizing dimensions:

LinkedIn profile picture:  400px by 400px
LinkedIn personal profile cover image: 1536px by 
396px
LinkedIn company profile cover image: 1128px by 
191px

Logo size for email signature.

300-400 pixels wide by 70-100 pixels

Keeping your email signature logo file size as small 
as possible is ideal for emails. Make sure your file 
is under 30 KB, but aim for under 10 KB.

Standard logo size for print: 

When you want to print your logo on business 
cards, letterheads, or company merch like 
T-shirts and tote bags, you need a logo that fits 
in your designated print area.  

You’ll have to switch up your logo dimensions 
from product to product. While a tote bag often 
has a maximum print area of 14x16 inches, a 
logo on a hat may be limited to a 3.5-inch width.

The best rule of thumb: Check with the 
printing company you’re working with for a 
recommended logo size.X sizing dimensions:

X profile picture: 400px by 400px

X header image: 1500px by 500px

Best logo sizes on different platforms23

KEY RULE Check the platform size before exporting a logo.



Our brand 
architecture
Our brand architecture defines how we 
consistently display our brand, product and 
content in the market.

24



Beroe'sDecision Intelligence Ecosystem

beroe bespoke

beroe
negotiations

beroe
inflation
watch

Advisory

Analysis

Category Intelligence Supplier Intelligence

API and MCP

Commodity Intelligence Cost/Price Structures

Macro Data Risk Intelligence

beroe
DataHubIntelligence

Brand architecture · Beroe’s Decision Intelligence Ecosystem25

KEY RULE Use the ecosystem artwork as supplied; don’t rebuild it.



26 Brand architecture · Decision Intelligence Ecosystem: PowerPoint version

The PowerPoint version of the

ecosystem diagram, for use in
decks.

Text stays editable in PowerPoint. Use this
version in presentations instead of placing

the artwork from page 25 as an image.

Source file:

Beroe Decision Intelligence Ecosystem –

FINAL.pptx

KEY RULE In decks, use the PowerPoint version of the ecosystem.
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Category Intelligence

Supplier Intelligence

Risk IntelligenceCommodity Intelligence

Cost Structures & Price Trends

Macro Data

E V E N T S C O M M U N I C A T I O N S

I N T E R N A L

E X T E R N A L

Newsletter

Category Insights

Customer Stories

Future Vision

Partner Series

Product Showcase

Brand architecture27

KEY RULE Every product sits in one Beroe house of brands.



Primary

White

Inverted

beroe
broadcast

beroe
broadcast

beroe
broadcast

Brand architecture · beroe broadcast28

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

White

Inverted

beroe
bespoke

beroe
bespoke

beroe
bespoke

Brand architecture · beroe bespoke29

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

White

Inverted

beroe 
negotiations

beroe 
negotiations

beroe 
negotiations

Brand architecture · beroe negotiations30

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

White

Inverted

inflation 
watch

inflation 
watch

inflation 
watch

Brand architecture · Inflation Watch31

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary White

In a world overwhelmed with data, Beroe Live.ai cuts through the noise, 
delivering precise, actionable insights through a seamless blend of human 
expertise and advanced AI. 

Unlike other solutions, Beroe Live.ai is designed specifically for procure-
ment - providing deeper analysis and more strategic foresight tailored to 
your individual needs. 

beroe.live beroe.live

Brand architecture · Beroe Live.AI32

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

Built on a foundation of Beroe’s comprehensive, curated market intelligence 
datasets - spanning category developments, supplier alerts, and in-depth 
benchmarks - Abi uses cutting-edge LLM technology to distill critical in-
sights and deliver them directly to you in digestible and actionable formats. 

White

Inverted

Brand architecture · Abi33

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

White

Inverted

Brand architecture · Espresso34

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

White

Inverted

Brand architecture · University35

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



White

Primary

Inverted

Brand architecture · Beep-Beroe36

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary Inverted

Brand architecture · Beroe Vox37

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

White

Secondary

Brand architecture · Beroe Live38

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

Inverted

White

Brand architecture · Beroe MAX39

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

Flag

Inverted

Brand architecture · DGI Tag40

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Primary

Inverted

White

Brand architecture · In the Know41

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



Ochre (light backdrop) Beige (dark backdrop)

Brand architecture · Beige Book42

KEY RULE Use sub-brand logos from master artwork, in approved colourways.



important role within our brand. A
range of primary and supporting colours are 
available. A consistency in approach to colour is 
integral.

Our colours
Colour is highly communicative and plays an 

43



Indigo

White Soft Gray

#4A00F8

#FFFFFF #EAF1F5

R74.G0.B248

R255.G255.B255 R234.G241.B245

C81.M78.Y0.K0

Violet C 

C0.M0.Y0.K0

-

C7.M2.Y2.K0

656 C 

Midnight

#001137

R0.G17.B55

C100.M90.Y44.K59

296 C 

Bumblebee

#FFE61E

R255.G230.B30

C2.M4.Y96.K0

Yellow 012 C 

Fuscia

#C344C7

R195.G68.B199

C36.M81.Y0.K0

2385 C 

Aqua

#35E1D4

R53.G225.B212

C58.M0.Y27.K0

3245 C 

Brights and Dark

Neutrals

RGB

RGB

HEX

HEX

CMYK

PANTONE

CMYK

PANTONE

Colour · Primary and Secondary Palettes44 KEY RULE Use the exact colour values, never approximations. See also p54 p53



reproduction across different materials and 
locations. 

Pantone colors are used to standardise colours 
in design and printing, ensuring consistent colour 

Colour · Pantone Shades45

KEY RULE Use Pantone references to match colour in print.



Risk Band

Risk Red Risk Amber Risk Green

#CF4548 #F0BC41 #6EC457

R207.G69.B72 R240.G188.B65 R110.G196.B87

C13.M87.Y73.K2 C06.M26.Y86.K0 C59.M0.Y87.K0

RGB

HEX

CMYK

Risk colours46

KEY RULE Risk colours are only for risk ratings.



End-use 
Segments

March 2025

7%

6%
9%

16%

13%

49%

Beverages

Household

Food

Pharma

Personal Care

Others

Number of suppliers

Feb-25 Mar-25 Apr-25

Risk Score

Supplier Risk Trend by 
Type

High

Medium

Low

Not available 2

2

1

10

FINANCIAL ESG CYBER SECURITY REPUTATION

Colour Sequence for Charts and Graphs47

KEY RULE Use chart colours in the set order.



#C344C7

#3B6F77 #156370

R195.G68.B199

R59.G111.B119 R22.G99.B112

C36.M81.Y0.K0

C79.M44.45.K14 C89.M48.Y45.K19

#35E1D4

R53.G225.B212

C58.M0.Y27.K0

#4D9599

#363570

R77.G149.B153

R54.G53.B112

C71.M28.Y36.K2

C93.M92.Y26.K13

#4A00F8

#66336D

R102.G51.B109

C68.M93.Y27.K13

#854184

#204052

R133.G65.B132

R32.G64.B82

C56.M88.Y16.K2

C90.67.Y48.K37

RGB

RGB

HEX

HEX

CMYK

CMYK

R74.G0.B248

C81.M78.Y0.K0

Colour Sequence for Charts and Graphs48

KEY RULE Use chart colours in the set order.



and offline execution.

35%

20% 5% 5%

10%

25%

The proportions of colour represented here help 
understand how and when to use colour in on 

Proportion of colour49 KEY RULE White and Midnight lead; accents stay small.



White

Midnight

 
Indigo 
 

 
Indigo (Used to emphasize text and for other 
graphical elements) 
 

Bumblebee Yellow, Fuscia and Aqua (used for 
graphical elements on the page) 
 
Proportion
Use bumblebee yellow more frequently among 

design’s visual hierarchy.

Primary Background Colour

Secondary Background Colour

Tertiary Background Colour (for emphasis)

Primary Accent Colour

Secondary Accent Colour 

the secondary accent colours to maintain the 

Colour in action50

KEY RULE Bumblebee is the first accent colour.



Colour within photography. 
 
Indigo based photography 

language, photography can be used in 
place of solid Indigo within layouts. See the 
photography section for more information. 
 
Accent colour based photography 
Photography can also be used to communicate 
the accent colours within the brand palette, as 
shown in the example to the right containing an 
image that suggests the Bumblebee yellow.

To add an additional dimension to our brand 

Colour in action51

KEY RULE Photography can stand in for solid Indigo. See also p52



52 People in our colours

Analyst portraits lit in Indigo and pink, as used in our videos. The brand colours carry into the light itself, so people photography
feels part of the same world.

KEY RULE Light people in brand colours: Indigo and pink.



Please comply with the 
following recommended 
text and background colour 
combinations.

Colour · Accessibility53

KEY RULE Only use the approved text and background pairs. See also p54



54 Colour do’s and don’ts

Colour is the fastest way to recognise Beroe. Use it consistently.

Do

Use the exact HEX, RGB, CMYK and Pantone values (page 44).✓

Let White and Midnight lead and keep accents small, following the proportions on

page 49.

✓

Use Bumblebee as the first accent, then Fuscia and Aqua.✓

Pair text and backgrounds only as shown on the accessibility page (page 53).✓

Use the Indigo-to-pink gradient for hero imagery.✓

Use the chart colour sequence in order (page 47).✓

Don’t

Create tints, shades or new colours.✕

Pick colours from images, screenshots or PDFs with an eyedropper.✕

Set body text in Bumblebee, Fuscia or Aqua on white.✕

Use risk red, amber and green for anything other than risk ratings.✕

Add gradients other than the brand gradient.✕

Use more than two accent colours in one layout.✕

KEY RULE No tints, no new colours, no eyedropper colours. See also p44 p53



Our typefaces
Typography plays a critical role in establishing a 
unified personality and plays a large role in our 
overall brand expression.

55



Clash Grotesk
ABCDEFGHIJKL
MNOPQRSTUVWXYZ

abcdefghijklmnopq
rstuvwxyz

Medium 
Regular

Clash Grotesk is our primary brand 
font and is used for headlines across 
all brand touch points.

https://www.fontshare.com/?q=Clash%20Grotesk

Abc

Typefaces · Primary typeface56

KEY RULE Clash Grotesk is for headlines. See also p64



Inter

Abc
ABCDEFGHIJKL
MNOPQRSTUVWXYZ

abcdefghijklmnopq
rstuvwxyz

Medium 
Regular
Light

We use an additional font for our 
body copy. Inter is used across all 
our products in conjunction with 
Clash Grotesk.

https://fonts.google.com/specimen/Inter

Typefaces · Supporting typeface57

KEY RULE Inter is for body copy. See also p64



Arial
ABCDEFGHIJKL
MNOPQRSTUVWXYZ

abcdefghijklmnopq
rstuvwxyz

Bold 
Regular

Arial is our tertiary brand font 
and is used for headlines across 
Text_Light PPT touch points.

Abc

Typefaces · System typeface for MS products58

KEY RULE Arial is only for Microsoft Office files.



Beroe Custom
ABCDEFGHIJKLM 
NOPQRSTUVWXYZ

abcdefghijklmnopq
rstuvwxyz

Regular

Beroe font is used to create logo 
type sub-brands and brand  
extensions

Abc

Typefaces · Beroe Custom59

KEY RULE Beroe Custom is only for sub-brand logo types.



Please note that sizes are for 
illustration purposes. If you 
need actually Heading, copy, 
etc sizes then please refer to 
the Figma file. 
 
There are Desktop and Mobile 
options available.

Caption L
Caption M
Caption S
Caption XS

Button L
Button M
Button S
Button XS

Caption L
Caption M
Caption S
Caption XS

Label L
Label M
Label S
Label XS

Input Label L
Input Label M
Input Label S

Input Value L
Input Value M
Input Value S

Form helper

Form error

Body L. Most fonts have a particular weight which corresponds to one of 
the numbers in Common weight name mapping.

Body L. Most fonts have a particular weight which corresponds to one of the 
numbers in Common weight name mapping.

Body L. Most fonts have a particular weight which corresponds to one of the numbers in Common 
weight name mapping.

Body L Underline. Most fonts have a particular weight which 
corresponds to one of the numbers in Common weight name mapping.

Body L Underline. Most fonts have a particular weight which corresponds to one 
of the numbers in Common weight name mapping.

Body L Underline. Most fonts have a particular weight which corresponds to one of the numbers in 
Common weight name mapping.

Body L Bold. Most fonts have a particular weight which corresponds to 
one of the numbers in Common weight name mapping. 

Body L Bold. Most fonts have a particular weight which corresponds to one of 
the numbers in Common weight name mapping. 

Body L Bold. Most fonts have a particular weight which corresponds to one of the numbers in Common 
weight name mapping. 

Body L Bold. Most fonts have a particular weight which corresponds to 
one of the numbers in Common weight name mapping. 

Body L Bold. Most fonts have a particular weight which corresponds to one of 
the numbers in Common weight name mapping. 

Body L Bold. Most fonts have a particular weight which corresponds to one of the numbers in Common 
weight name mapping. 

Heading XXXL
Heading XXL
Heading XL
Heading L
Heading M
Heading S
Heading XS

Hierarchy

Typefaces · Online typeface hierarchy60

KEY RULE Follow the type sizes for each format.



Hierarchy

This is a heading.
This is a sub heading or lead-in copy.

Headings
Clash Grotesk

48pt/auto/medium
48pt/auto/regular
Sub-headings
Clash Grotesk
24pt/auto/medium

24pt/auto/regular

Body
Inter
11pt/auto/medium
11pt/auto/regular
11pt/auto/light

Additional notes:  
InDesign templates are available upon 
request where paragraph and character 
styles are provided. 

Indicative offline breakdowns

Beroe powers the decisions that drive procurement, from intelligence to
execution. Building on 20 years of deep category experience, the company
provides decision-grade intelligence that combines the benefits of cutting-edge
AI with ‘human-in-the-loop’ expertise, trusted by the world’s largest enterprises.

Typefaces · Design typeface hierarchy61

KEY RULE Follow the type sizes for each format.



This is a heading.
This is a sub heading or lead-in copy.

Headings
Arial - H1

20pt/auto/bold
Sub-headings/Body
Arial - H2, H3, H4, H5
18pt/auto/bold
18pt/auto/regular 
16pt/auto/regular
14pt/auto/regular
12pt/auto/regular

Additional notes:  
InDesign templates are available upon 
request where paragraph and character 
styles are provided. 

Hierarchy

Beroe powers the decisions that drive procurement, from intelligence to execution.
Building on 20 years of deep category experience, the company provides
decision-grade intelligence that combines the benefits of cutting-edge AI with
‘human-in-the-loop’ expertise, trusted by the world’s largest enterprises.

Typefaces · Powerpoint typeface hierarchy - Content/Research62

KEY RULE Arial in research decks.



This is a heading.
This is a sub heading or lead-in copy.

Headings
Clash Grotesk

32pt/auto/medium
32pt/auto/regular
Sub-headings/ Body
Arial - H2, H3, H4, H5 
18pt/auto/bold
18pt/auto/regular 
16pt/auto/regular
14pt/auto/regular
12pt/auto/regular

Additional notes:  
InDesign templates are available upon 
request where paragraph and character 
styles are provided. 

Hierarchy

Beroe powers the decisions that drive procurement, from intelligence to execution.
Building on 20 years of deep category experience, the company provides
decision-grade intelligence that combines the benefits of cutting-edge AI with
‘human-in-the-loop’ expertise, trusted by the world’s largest enterprises.

Typefaces · Powerpoint typeface hierarchy - Pitch Deck63

KEY RULE Clash Grotesk headings in pitch decks.



64 Typefaces · Type do’s and don’ts

Two typefaces do almost everything. Arial is only for Microsoft Office

files.

Do

Use Clash Grotesk Medium or Regular for headlines.✓

Use Inter Light, Regular or Medium for body copy.✓

Use Arial in PowerPoint, Word and Excel so files open correctly everywhere.✓

Write headings in sentence case.✓

Left-align body text.✓

Follow the type sizes for each format (pages 60–63).✓

Don’t

Use any other typeface.✕

Set long body copy in Clash Grotesk.✕

Stretch, condense, outline or add effects to type.✕

Set long passages in capitals.✕

Centre long paragraphs.✕

Use Beroe Custom outside sub-brand logo types (page 59).✕

KEY RULE Two typefaces: Clash Grotesk and Inter. See also p61



65 Boilerplate

Use this boilerplate as written. It closes every Beroe guide, report and press release.

Decision-grade intelligence, enabling your decisions, wherever they are made.

Beroe powers the decisions that drive procurement, from intelligence to execution.

Building on 20 years of deep category experience, the company provides decision-

grade intelligence that combines the benefits of cutting-edge AI with ‘human-in-the-

loop’ expertise, trusted by the world’s largest enterprises.

Beroe’s intelligence is delivered wherever decisions are made, through its portfolio of

data products, AI agents, and workflows, enabling procurement teams to make

strategic, defendable decisions for sourcing, supplier management and risk mitigation

– at speed.

www.beroeinc.com

Back cover of the Inflation Management Guide
KEY RULE Use the boilerplate word for word.
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PART  2

Visual language

How the brand looks and moves: photography,
icons, graphic elements and motion.

Photography 67

Graphic elements 72

Brand in motion 80



Our photography
The style for photography is broken down into 
hero, supporting, editorial and people imagery. 
 
Placement of subjects in compositions and 
narrative should reflect a symmetrical aesthetic 
and balance. 

67



The hero brand imagery 
incorporates an indigo -> 
pink gradient within the 
photography. This adds an 
analogue but modern element 
to the brand without adding to 
the overall brand palette.

Photography · Brand68

KEY RULE Hero images carry the Indigo-to-pink gradient. See also p71



The supporting imagery is calm, spatial, 
reflective and leans into the brands 
colour palette.

Photography · Storytelling69

KEY RULE Supporting images are calm, spatial and on-palette.



The editorial imagery for 
publications like editorial and 
newsletters, leans into the 
principles of the supporting 
imagery with a more crafted 
and considered narrative that 
extends the narrative.

Photography · Editorial70

KEY RULE Editorial images tell a considered story.



71 Photography do’s and don’ts

RULE

Only use images from Brand Central.

Every image on Brand Central is licensed and approved for Beroe use. If you cannot find

what you need, ask the brand team. Do not source images yourself.

Do

Pick images that match our hero, storytelling or editorial styles (pages 68–70).✓

Use high resolution: 300 ppi at final size for print, at least 2× display size for screens.✓

Keep compositions balanced and symmetrical, with calm space around the subject.✓

Leave clear areas for the logo and headline.✓

Use the Indigo-to-pink gradient treatment for hero imagery.✓

Don’t

Download images from Google, social media or other websites.✕

Use stock images bought outside Brand Central.✕

Stretch, squash or crop people awkwardly.✕

Add filters, colour casts or effects outside the brand gradient.✕

Use AI-generated images of real people, customers or employees.✕

Place text or the logo over busy parts of an image.✕

Use low-resolution screenshots or images with watermarks.✕

KEY RULE Only use images from Brand Central. See also p122



Our graphical 
elements
We have many graphical elements to support, elevate 
and amplify the brand. 
 
Iconography can help simplify complex ideas or 
translate messages quickly. Whether a brand or 
supporting icon, each type should share a similar style 
and structure to unify our communications and create a 
consistent brand experience. 
 
The shape can be isolated to focus attention and 
frame content. The shape can also be incorporated 
in a pattern. Our pattern consists of an assembly of 
identical shapes linked together, some of which can be 
highlighted with a different colour.

72



Additional notes:  
Icons should be built with a consistent line weight to unify our 

Brand icons Social media icons Supporting icons

family of icons and use the brand colours for highlights.  

Website menu icons

The full set of website menu icons is on page 74.

Icon Finder

Search and download every approved Beroe icon:
beroe-icon-finder.pages.dev  →

Graphic elements · Icons73

KEY RULE Use one line weight across every icon. See also p75 p74

https://beroe-icon-finder.pages.dev/


74 Graphic elements · Website menu icons

Solutions

By role

For CPO /
Procurement
Leadership

For Procurement /
Sourcing Excellence

For Category
Managers

For Digital
Transformation & AI
Leaders

Solutions

By business need

Integrate Market
Intelligence

Build Category
Strategy

Find and Evaluate
Suppliers

Negotiate Smarter

Reduce and Control
Costs

Manage Supply Risk

Solutions

By intelligence type

Category Intelligence

Commodity
Intelligence

Macro Data

Supplier Intelligence

Cost Structures and
Price Trends

Risk Intelligence

Products

Beroe abi

Beroe Bespoke

Beroe DataHub

Beroe MAX

Beroe Negotiations

Inflation Watch

Partners

Data Partners

Solution Partners

Technology Partners

Resources

Insights

Webinars

In the Press

Category Focus

News

Events

White Papers

Company

About Beroe

Leadership

Careers

Life at Beroe

Corporate Social
Responsibility

All 37 icons in the beroeinc.com navigation menu, grouped as they appear on the site. White glyph in an Indigo (#4A00F8) Squircle. Product icons use the glyph cut
out of the Squircle.

KEY RULE Website icons: white glyph in an Indigo Squircle.



75 Graphic elements · Icon grid, do’s and don’ts

Draw every brand icon on the Beroe icon grid.

Artboard 100 × 100 pt, 6.25 pt padding: 87.5 pt live area

Keylines circles Ø 56.25, 39.5 and 18.7 pt · portrait 66.7 × 100

and landscape 100 × 66.7 pt rectangles · centre and diagonal

guides

Line 1 pt Midnight stroke at 100 pt, round caps and joins

Highlight one accent shape (Aqua, Fuscia or Bumblebee),

offset behind the line

Do

Take icons from the Beroe branded icon library on Brand
Central (835 icons) before drawing new ones.

✓

Build new icons on the 100 × 100 pt grid and keep the
drawing inside the 87.5 pt live area.

✓

Keep one stroke weight across the set (1 pt at 100 pt) and
scale stroke with the icon.

✓

Use a single accent highlight per icon, offset behind the line,
in Aqua, Fuscia or Bumblebee.

✓

Export SVG for web and test at 16, 24, 32 and 48 px.✓

Keep at least 3:1 contrast against the background (WCAG 2.1,

1.4.11).

✓

Pair icons with a text label, or give them alt text on screen.✓

Don’t

Mix outline and filled styles in the same group.✕

Stretch, skew or rotate icons.✕

Add shadows, gradients, glows or 3D effects.✕

Mix icons from other libraries with ours.✕

Use one icon for different meanings, or different icons for the
same meaning.

✕

Use more than one accent colour in an icon, or colours
outside the brand palette.

✕

Scale icons below 16 px.✕

KEY RULE Draw icons on the 100 pt Beroe icon grid. See also p73



The logo mark can be used in brand collateral 
especially on the website and publication covers.  
 

boxes.

The internal shape can be isolated and used for 
many purposes, including framing content and pullout 

Graphic elements · Shape76

KEY RULE Use the Squircle to frame content.



Only to be used in Beroe MAX branding*

Prompt:

Create a 3d frosted glass version of the 
attached image on a dark background, 
keep color the same as the original 
image

Graphic elements · Beroe MAX77

KEY RULE The 3D glass treatment is for Beroe MAX only.



The logo mark can also be repeated 
to make a brand pattern. 

Graphic elements · Pattern78

KEY RULE Build patterns from the repeated logo mark.



Data communicates complex 
concepts, trends and patterns in 
an impactful way. 
 
Data visualization allows 
us  to make dense information 
clear, accessible, and easy  to 
understand. 
 
We use data visualization 
across a wide range of media, 
including online, social media, 
and presentations.

of procurement teams 
are satisfied with their 
current AI solutions.30%

Copyright 2025 Beroe Inc. All rights reserved.

Beroe | Enterprise Packages

3

Why choose Beroe’s 
BASE package

Start strong with the essentials. 
BASE gives your team the confidence 
to make better, faster decisions 
through a self-serve experience

Standard Reports1

Updates and Alerts

Event Advisories

Market Monitoring 
Dashboards

Cost Structures

Supplier Discovery

Thought Leadership

Abi on Platform – 
Without Human in 
the Loop (HiTL)

What you get:

BASE

Copyright 2025 Beroe Inc. All rights reserved.

Graphic elements · Data visualization79

KEY RULE Use charts to make dense data clear.
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Brand in motion

Motion brings the Beroe brand to life on video,
social and at events. These pages show how our
logo, type and brand elements move, and the

formats to export them in.



Beroe Brand Video

Using video, parallax photography 
and animation techniques help 
elevate the brand expression and 
amplify key messaging. 

Storytelling is at the heart of Beroe. 

Brand in motion · Motion81

KEY RULE Motion is quick, smooth and purposeful.



1:1 4:5

Instagram Reels use a 9:16 aspect ratio 
(1080x1920), while standard widescreen 
videos follow a 16:9 ratio (1920x1080). 
Always keep key text, logos, and 
graphics within the safe area—around 
10% inside the frame—to avoid cropping 
or UI interference. This ensures clarity 
across devices and maintains a clean, 
professional look. For Reels, center 
important content to avoid overlapping 
Instagram elements. Using safe zones 
improves both usability and visual 
consistency.

16:9

9:16
Content Safe Zone

450px

220px

35px

Action Safe

Title Safe

Brand in motion · Video Aspect Ratio82

KEY RULE Keep key content inside the safe area.



When placing Beroe’s 
logo over video footage, 
position it on either the left 
or right side of the screen. 
Ensure there is ample 
clear space around the 
logo, defined by the height 
and width of the squircle. 
Maintain a minimum 
margin of 195x195px from 
the top and side edges to 
preserve visual clarity and 
brand integrity.

Brand in motion · Logo Placement83

KEY RULE Keep the logo 195 px from the frame edges.



Our type animations embody our mission 
of enabling smarter, faster, and better 
decision-making. The motion is designed 
to be quick, smooth, and purposeful—
ensuring clarity, precision, and a seamless 
visual experience.

Brand in motion · Type in motion84

KEY RULE Type animates quickly and cleanly.



Apply the brand logo animation at the opening and/
or closing of videos, depending on the context and 
requirement.

Intro Outro

In the Know Outro

Brand in motion · Brand logo in motion85

KEY RULE Open or close videos with the logo animation.



A collection of animated logos for Beroe’s sub-brands, designed 
for appropriate use depending on the product video type.

Brand in motion · Sub-brands in motion86

KEY RULE Use the animated sub-brand logos as supplied.



Transitions between frames
should be smooth and seamless,
like the examples here.

Brand in motion · Transitions87

KEY RULE Transitions are smooth, never jarring.



Subtitles should always be placed within 
the action-safe zone (approximately 90% 
of the frame), to ensure they remain visible 
across all screen types and platforms. Use 
a legible font size that’s readable even 
on smaller mobile screens. To enhance 
readability against varying backgrounds, 
apply a subtle drop shadow or place the 
subtitles over a semi-transparent dark 
overlay of 75% - 80%. This improves 
contrast and ensures accessibility without 
distracting from the video content.

The procurement professionals to build

Apply a subtle drop shadow or place 
the subtitles over a semi-transparent 
dark overlay of 75% - 80%.

Brand in motion · Subtitles88

KEY RULE Subtitles sit in the action-safe zone on a 75–80% overlay.



Lower thirds are best placed on the bottom-left of the screen, aligning with 
natural left-to-right reading behavior. This placement helps avoid visual clutter 
and ensures better visibility. Use a font size of 100pt for the name, with the 
designation at 50pt—maintaining a 2:1 size ratio for clarity and hierarchy.

Clash Grotesk 
Medium 105 pt

Clash Grotesk 
Light 52.5 pt

Brand in motion · Lower Thirds & Subtitles89

KEY RULE Lower thirds bottom-left; name and title at 2:1.



Location tag band & CTA button
animations.

Brand in motion · Brand elements in motion90

KEY RULE Animate brand elements simply.



Library of brand Icons in animated
gifs format. The animation shouldn’t be too 
complex, it needs to be simple and smooth.

Brand in motion · Brand elements in motion91

KEY RULE Icon animations: simple, smooth and loopable.



Duration
Keep animations under 4 seconds. 
Short animations feel snappy and 
natural.

Simplicity in Motion
Aim for clean and minimal 
movements. Avoid overly complex 
transitions or effects. The motion 
should enhance the icon’s clarity and 
purpose—not overshadow it.

Loopability
Whenever possible, design 
icons to loop seamlessly. 
Looping animations are ideal 
for creating a sense of continuity.

Ease & Timing
Use consistent easing curves (e.g., ease-
in-out) to maintain a cohesive feel across 
animations. Avoid sudden or jarring 
transitions.

Frame Rate
Set the frame rate to 10–12 FPS. This lower 
frame rate allows for a stylized, lightweight 
motion that remains smooth without adding 
unnecessary complexity or file size.

Respect Brand Language
All motion should align with the brand’s 
personality—whether that’s energetic, calm, 
playful, or sophisticated. Maintain consistent 
rhythm and tone in your animations.

Quick tips for animating icons

Brand in motion · Brand elements in motion92

KEY RULE Under 4 seconds, 10–12 fps, consistent easing.



Dynamic gradients to add depth to 
backdrops and video elements. 

Brand in motion · Brand elements in motion93

KEY RULE Gradients add depth, not distraction.



Instagram Reel Wide Screen Video/YT Video Linkedin Video

Aspect Ratio: 9:16

Resolution: 1080 x 1920 px

Frame Rate: 25, 30 fps (or 60 fps for smoother 
motion)

Format: MP4 (H.264 codec)

Audio: AAC, 44.1 kHz, stereo

Bitrate: ~5,000–10,000 kbps

Safe Area: Keep key text and graphics within 
central 1080 x 1350 px

Aspect Ratio: 16:9

Resolution: 1920 x 1080 px (Full HD) or 3840 x 2160 
px (4K)

Frame Rate: 25, 30, or 60 fps (match source 
footage)

Format: MP4 (H.264)

Bitrate:

HD (1080p): 8,000–12,000 kbps

4K: 35,000–45,000 kbps

Audio: AAC, 48 kHz

Aspect Ratio: 16:9 or 1:1 (for feed)

Resolution: 1280 x 720 px or 1080 x 1080 px

Frame Rate: 25 fps or 30 fps

Format: MP4

Max File Size: 
LinkedIn recommends under 200 MB

Brand in motion · Standard Frame & Export Settings94

KEY RULE Export MP4 (H.264) at each platform’s settings.
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PART  3

In use

The brand applied: social, events, merchandise
and collateral, with real examples.

Social channels 96

Brand in action 101

Merchandise 105

Brand collateral 108



Social channels
Our social media channels are an extension of 
our brand and are reflected through a consistent 
visual and verbal expression of the brand.

96



The Beroe social media logo is 
used within platforms such as 

YouTube.

All Beroe logos are available as master artworks. 
Only use master artworks in the ways described 
in these guidelines.

Avatar

Social media profile icon and suggested banner image

Facebook, X, LinkedIn and 

Social channels · Social97

KEY RULE Use the master social avatar; never crop the logo. See also p100



In the know.
Always

In the know.
Always

In the know.
Always

In the know.
Always

In the know.
Always

LinkedIn Personal

LinkedIn Company

X

YouTubeFacebook

Social channels · Social Media Covers98

KEY RULE Use the approved cover size for each platform.



99 Social channels · Social examples

LinkedIn group banners: brand photography with the Indigo gradient
and the strap-line.

Social posts: one bold headline, one strong image, Bumblebee for
emphasis.

Teams and Zoom backgrounds: keep the centre clear for the speaker,
logo in a corner.

69 LinkedIn Group BannersSocial channels 70

Example social media layouts

Social

THE PROBLEMThe real challenge is
fragmentation, 
not forecasting
Different data, benchmarks, and
assumptions create misalignment –
slowing decisions and weakening
negotiation power.

THE PROBLEM
How Siemens Energy
turned volatility into visibility

Spend under management
–$500M to $1.5B with no
headcount increase

Savings unlocked in a
single raw material
category in one quarter

Contract creation faster –
from 30+ hours to under
10 minutes

Daily active users across
procurement, finance,
sales, and leadership

3X $1 M

180X 500+

Get the Guide

From 

Volatility to Visibility 
An Inflation Management Guide

Social channels 71

There are multiple MS Teams 
and Zoom backgrounds that 
can be used 

Virtual backdrop

Example MS Teams and Zoom background

Social channels

KEY RULE Examples, not templates: follow the rules pages.



100 Social channels · Social do’s and don’ts

Every post is a small piece of the brand. Keep them consistent.

Do

Use the master Beroe avatar and the approved cover sizes (pages 97–98).✓

Lead with one clear message per post.✓

Set headlines in Clash Grotesk.✓

Use images from Brand Central only.✓

Add alt text to images and captions to videos.✓

Use the strap-line exactly: In the know. Always.✓

Don’t

Crop, recolour or redraw the logo in an avatar.✕

Use the Beroe logo as a personal profile picture.✕

Fill images with long text.✕

Use low-resolution or stretched images.✕

Mix in other fonts, colours or emoji-heavy designs.✕

Post brand artwork without approval.✕

KEY RULE One clear message per post. See also p97 p98



Brand in action
Examples of bringing the Beroe brand together 
through a variety of executions across various 
touchpoints.

101



102 Brand in action · Campaign, out of home and events

Campaign hero: strap-line, gradient photography and the logo. Out of home: strap-line at scale, logo in the bottom-right corner for
standout.

Booth graphics: one message per panel, logo mark on the counter.

Booth mockups: logo high on the fascia, messages at eye level.

73 Brand in Action

In the know.
Always.

73 74 Brand in Action Out of home74 75 Brand in Action Events

76 Brand in Action Events

KEY RULE Examples, not templates: follow the rules pages.



103 Brand in action · Events: DPW Amsterdam 2026

Booth #66, Hall 10, RAI Amsterdam. Midnight structure, Indigo-to-pink walls and a Bumblebee floor: one system, with the Decision Intelligence Ecosystem
on the main wall.

KEY RULE Events use one consistent booth system.



104 Brand in Action · Events: ProcureTEX booth mockup

A three-panel back wall and a branded counter: the logo

and a hero Squircle on the left, the Decision-Grade
Intelligence message in the centre and the ecosystem
on the right.

Panel artwork

Left panel Centre panel Right panel

Counter front: stacked mark and strap-line. The

magenta area on the left panel marks the screen

position.

KEY RULE One message per panel, logo high on the wall.



Our merchandise

onboarding and corporate merchandise. A clear 

premium product.

Examples of how the Beroe brand is used in event, 

and simple execution is recommended on 

105



106 Merchandise examples (1/2)

Notebook and tote: logo mark pattern and the strap-line, one idea per
item.

Lanyard and T-shirt: Bumblebee and Indigo with the strap-line. Polo and cap: logo small on the chest or cap front, never oversized.

Fleece: tonal logo on dark fabric. Pen and tote: logo along the barrel; sub-brands keep their own logo. Mint tin: logo mark on the lid, white on Indigo.

78 Merchandise78 Merchandise 79 Merchandise79 Merchandise 80 ApparelMerchandise

81 Apparel81 Merchandise 82 Stationery82 Merchandise 83 Mint box83 Merchandise

KEY RULE Examples, not templates: follow the rules pages.



107 Merchandise examples (2/2)

Badges and stickers: playful, but always built from master artwork. Socks and teddy: logo mark patterns in brand colours. Birthday box: Midnight base with Bumblebee and Aqua accents.

Notebooks: event branding on the cover, Beroe logo on the back. Umbrella: brand pattern with the logo near the edge.

84 Badges & stickers84 Merchandise 8585 Socks & Teddy BearMerchandise 8686 Birthday BoxMerchandise

87 NotebookMerchandise 8888 UmbrellaMerchandise

KEY RULE Examples, not templates: follow the rules pages.



Our brand 
collateral
Examples and visual illustration of how 
the Beroe brand is used across print, 
presentations and email

108



Get in touch with us 

© Copyright 2026 Beroe Inc. All rights reserved

About Beroe
Decision-grade intelligence, enabling your decisions, 
wherever they are made
Beroe powers the decisions that drive procurement, from intelligence to 
execution. Building on 20 years of deep category experience, the company 
provides decision-grade intelligence that combines the benefits of cutting-
edge AI with ‘human-in-the-loop’ expertise, trusted by the world’s largest 
enterprises.
Beroe’s intelligence is delivered wherever decisions are made, through its 
portfolio of data products, AI agents, and workflows, enabling procurement 
teams to make strategic, defendable decisions for sourcing, supplier 
management and risk mitigation – at speed.

© Copyright 2026 Beroe Inc. All rights reserved /

© Copyright 2026 Beroe Inc. All rights reserved

© Copyright 2026 Beroe Inc. All rights reserved / 1

The presentations are set to 16:9 
and use an eight column grid. 

The header and footer are set with 
sufficient clear space to allow the 
slide content space.

Brand collateral · TextLight-Business-Template109

KEY RULE Use the TextLight template for business decks.



© Copyright 2026 Beroe Inc. All rights reserved /

Design Elements Technology

"Lorem ipsum dolor sit amet, consectetur 
adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi ut ali”

"Lorem ipsum dolor sit amet, consectetur 
adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut 
enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi ut ali”

Cost Drivers (1/2)

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim 
ad minim veniam

37

© Copyright 2026 Beroe Inc. All rights reserved

© Copyright 2026 Beroe Inc. All rights reserved /

Region 2024 Vs 2025E (%) Q1 2025 Vs Q2 2025 (%) Key Drivers

North America 4 1 Weak economic scenario and inflation

Europe 4 1.5 Sports Events driving beverages

APAC 6.5 2.5 Summer peak demand

LATAM 4 0.5 Stable demand due to economic scenario

ANZ 5 1 Stable market

MEA 6 2 Summer peak demands

Data as of 15 April. Next update expected on 15 May.

Category Round up (1/3) 

Seasonal demand increases are expected in APAC and Europe. However, there is limited pressure on the supply market, which is 
currently 10% above demand. No significant price increases are expected with the current demand pressure

10

© Copyright 2026 Beroe Inc. All rights reserved / 4

The presentations are set to 16:9 
and use an eight column grid. 

The header and footer are set with 
sufficient clear space to allow the 
slide content space.

Brand collateral · TextRich-Research-Template110

KEY RULE Use the TextRich template for research decks.



Product/Solution 
Clash Grotesk Regular 68 pt

*open file attached

Logo

Brand collateral · You Tube thumbnails111

KEY RULE Thumbnail headlines: Clash Grotesk Regular 68 pt.



112 Brand collateral · Print grid and layout

▭ 3 mm bleed   ▭ 5 mm safe zone   ▭ 15 mm margin, 12

columns

Set-up Standard

Format A4, 210 × 297 mm. US Letter, 8.5 × 11 in, for North American print.

Bleed 3 mm on every edge (⅛ in for US Letter). Extend backgrounds and images into the bleed.

Safe zone Keep text, logos and key content at least 5 mm inside the trim.

Margins 15 mm minimum. Use 20 mm on the inside edge of bound documents.

Grid 12 columns with 5 mm gutters for A4 portrait. Align text and images to columns.

Baseline grid 14 pt for Inter 11 pt body copy (page 61). Snap body text to the baseline grid.

Images 300 ppi at final size, from Brand Central only.

Colour CMYK for process print. Pantone for spot colour (pages 44–45). Rich black C60 M40 Y40 K100 for
large black areas, 100% K for small text.

Type No text smaller than 7 pt. Embed or outline all fonts.

Export PDF/X-1a or PDF/X-4 with crop marks and 3 mm bleed.

Presentations follow their own 16:9, eight-column grid (page 109).

KEY RULE 3 mm bleed, 5 mm safe zone, 300 ppi images.



113 Brand collateral · Email and newsletters

HR email headers: programme name on the left, logo top-right. Email signature banners: strap-line and logo, 300–400 px wide. Marketing email headers: sub-brands appear in their own
colourways.

Beroe Insider newsletter: masthead, contents and brand pattern. Brand Insider feature: points readers to Brand Central. The Beige Book keeps its own Ochre identity alongside the Beroe
logo.

90 HR-Led Email HeaderBrand collateral 91 Email Signatures

In the know.
Always

In the know.
Always

In the know.
Always

Brand collateral 92 Marketing-Led Email HeadersBrand collateral
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• Engage Hub
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NEW

Shailesh Bhadauria,
Vice President, 
Analytics Solutions

First, I want to congratulate the entire Beroe 
family on completing 20 years of excellence, 
growth and perseverance. Each of you has 
contributed tremendously to make Beroe the 
leading category intelligence provider 
globally. Kudos to all of you!

Being in the industry for two decades, I have 
seen several transformations – from using 
just public sources (via Google baba) to the 
use of public sources and paid database 
subscriptions to more focus on primary 
research and expert inputs and more 
recently, the use of LLMs…phew. However, 
emergence of LLMs has taken the industry 
transformation to new height. All participants 
– primary research companies, database 
subscription providers, business research 
companies and analytics companies – are 
forced to challenge and innovate to meet 
evolving customer expectations and creating 
their niche/differentiation.

We, at Beroe, are also embracing this 
change with both hands. We are not only 
optimizing what we do but also developing 
new solutions that could power the next 
chapter of growth for Beroe. Whether it is 
about automating data collection or 
reviewing content/data, doing ‘Smart Work’ is 
the key to success. 

We have launched an AI tool for should cost 
modelling that creates complex models on 
the fly with decent accuracy/confidence. 
This has immensely helped us reduce 
turnaround time, charge less fee and 
channelize experts’ capacity to conduct 
more complex tasks. The clients have been 
also excited to see the tool in action, as no 
one has seen such tool so far, suggesting 
that we are trying to lead with an example. 
Similarly, our internal Spend Classification 
tool generates cleansed and classified spend 
within a few hours reducing manual efforts 
significantly. 

Today, we can process 80% of spend data 
with no human intervention within a day 
making us ahead of peers such as Accenture 
and GEP whose tools still remain at below 
50% in terms of automation.

While we continue to make strides in 
automation and AI, data will play pivotal for 
Beroe’s success in the next decade as 
developing tools/agents become simpler and 
faster with the rise of more AI solutions. To 
this end, we are entering the next phase of 
our analytics journey by building proprietary 
data assets across categories and 
commodities. By creating our own 
differentiated data foundation, we aim to 
reduce reliance on third-party subscriptions, 
accelerate innovation, and establish a robust 
and more durable competitive advantage in 
an increasingly AI-driven marketplace. It is 
certainly not going to be easy, but we can 
achieve this goal together like we have done 
in the past several times.

Here to another 20 years of Beroe!

© 2026, Beroe | beroeinc.com1
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Beroe had an amazing Q1 and the newsletter contains all key 
updates; Think you kept up with all of it?

Here are some simple questions of some key moments in Q1. Let’s 
see if you get it all right:

1. How many client queries did Abi handle in Q1?
2. According to The Hackett Group's ROI study, how much does 
market intelligence return for every $1 spent? 

3. Where did Sales Kick-Off happen this year — name both cities
4. Which conference did Beroe sponsor for the first time ever in 
London?

5. How many projects did the customs team deliver in Q1?

The first 2 participants to answer them right will 
win a special shout-out in the next edition and gi� 
vouchers!

Email your answers now to beep@beroe-inc.com and stand a 
chance to win!

Answer to last edition’s Brain Teasers

1. Cost Reduction

2. Data Security

3. Supplier Risk

Shout out to the winners of last edition

Padmalakshmi G
Assistant Manager 
– Analytics Solutions

Sowmiya A
Analyst II, 
Targeted Audience
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Introducing BRAND INSIDER
We are super excited to launch our newest feature: Brand Insider!

This recurring series is your go-to guide for all things Beroe brand. 
You'll get quick tips, tools, and best practices to ensure everything 
you create stays effortlessly on-brand.

Did You Know?

We have a central repository for all official brand assets: including 
logos, templates, guidelines, visuals, and usage policies. Check 
out Brand Central to access everything you need!

Watch this quick "Know Your Brand" video to get up to speed on 
the Beroe brand basics.

Win Prizes!

Don’t miss your chance to win some amazing rewards! Take our 
quick quiz: the first 2 correct entries from each region (US, Europe, 
and Asia) will win a prize.

Fastest fingers first!

Be in the know. Always.

TAKE THE QUIZ NOW

The quiz is open till 12th August 11:59PM IST
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The Procurement 
Beige Book

 Key highlights from Q4 2025-Q1 2026

Request the complete Beige Book

19 Clusters

53

389

Portfolios

Categories

The Procurement Beige Book -  Q4 2025-Q1 2026 
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Category So�ness

Beroe tracks the movement of price, input costs, the 
supply-demand gap (or demand, in the case of 
categories where supply is largely elastic), and market 
competition and identifies whether each of these 
parameters is favorable, unfavorable, or neutral based 
on the direction (increase or decrease) and magnitude 
of change. The favorability levels of the four parameters 
are considered together to provide a unique indicator 
that we call category softness. A higher category 
softness indicates more favorable sourcing conditions.

Overview
Beroe's Procurement Beige Book is a quarterly 
publication that assesses and reports the level of 
favorability in sourcing a comprehensive set of 
commodities, materials, products, and services.

The Methodology

Copyright 2026 Beroe Inc. All rights reserved.

Roll Up

Each category tracked is part of a portfolio of related 
categories, and a collection of related portfolios 
constitutes a cluster. The level of favorability across the 
four key parameters for each category in a portfolio is 
used to arrive at the level of favorability and overall 
softness at a portfolio level. The relative significance of 
each category in a portfolio is considered in this roll up. 
This process is repeated with related portfolios within a 
cluster to arrive at the level of favorability and overall 
softness at the cluster level.

Scale and Scope

Beroe's Procurement Beige Book covers the softness 
data for 400 categories, 53 portfolios, and 19 clusters. 
Softness dashboards are available for 334 categories. 
Our analysts track between 30 to 140 data points per 
category to provide softness data and dashboards.

The Procurement Beige Book -  Q4 2025-Q1 2026 
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Summary
The overall category softness — all clusters viewed as a whole — continues to 
be neutral in Q4 2025-Q1 2026. No cluster shows evidence of unfavorable 
sourcing conditions. All 19 clusters remain in the neutral band in the Q4 2025 – Q1 2026 
period. Energy, Freight Services, Exploration & Production, Engineering & Construction, 
and Marketing Services clusters show notable improvement, while Chemicals, Industrial 
Manufacturing, Facilities Management, and IT clusters are worsening. Conditions are 
stable in Agricultural Commodities, Packaging, Pharma R&D, Banking Services, MRO, and 
Staffing Services clusters.

34

Artificial Intelligence: Real Decisions

Copyright 2025 Beroe Inc. All rights reserved.

www.beroeinc.com

Decision-grade intelligence, enabling your decisions, wherever they are made. 

Beroe powers the decisions that drive procurement, from intelligence to execution. 
Building on 20 years of deep category experience, the company provides decision-grade 
intelligence that combines the benefits of cutting-edge AI with ‘human-in-the-loop’ 
expertise, trusted by the world’s largest enterprises. 

Beroe’s intelligence is delivered wherever decisions are made, through its portfolio of 
data products, AI agents, and workflows, enabling procurement teams to make strategic, 
defendable decisions for sourcing, supplier management and risk mitigation – at speed.

• ammonia 
• laundry services 
• xylene 
• waste water treatment services 
• big data solutions 
• customer relationship management 
• citric acid 
• guar gum 
• active components 
• printed circuit boards 
• carbon steel 

• industrial motors 
• mining exploration services 
• ventilators 
• personal protective equipment 
• insurance services 
• process automation 
• process instrumentation and measurement 
• PVOH 
• polystyrene 
• liquid chromatography
• ABS

• API povidone iodine 
• CMO formulation 
• metal drums 
• acrylic acid 
• robotics 
• engineering and design services 
• cold chain logistics 
• 3PL services 
• refrigerated road freight services 
• ERP software 
• media planning and buying 
• public relations

• cementing chemicals 
• completion chemicals 
• drilling chemicals 
• production chemicals 
• stimulation chemicals 
• signage 
• storefront design & installation services 
• oranges 
• penicillin 
• epoxy resins 
• chromatography resins

The Procurement Beige Book -  Q4 2025-Q1 2026 
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Category Highlights

To get a full copy of Beroe's Procurement Beige Book with detailed analysis:

Contact us

Greatest improvement in category so
ness Q4 2025-Q1 2026

Greatest decline in category so
ness Q4 2025-Q1 2026

Beroe Beige BookBrand collateral

KEY RULE Examples, not templates: follow the rules pages.



114 Brand collateral · Print

Whitepaper covers: series logo top-right, title in Clash Grotesk. Product brochures: dark hero cover, Inter body copy inside. Sales collateral: clear hierarchy, one accent colour per section.

Report covers: gradient photography with the Squircle. Reports: hero image cover, series logo, Inter body copy. Report spreads: white pages, Indigo for highlights.

93 Print93 Brand collateral 94 Print94 Brand collateral 95 Print95
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Beroe | Enterprise Packages

1

Three powerful 
options to access 
procurement 
intelligence 

BASE PRO

Get started with 
confidence

Access essential 
supply market data, 

cost and price insights 
through a self-serve 

experience supported 
by Abi 

Designed to meet the diverse needs 
of procurement teams across 
industries and maturity levels

Accelerate 
strategic outcomes

Experience proactive 
analyst engagement, 

get tailored advisories 
and run autonomous 

negotiations to 
maximize impact and 

value creation

PLUS

Scale your 
insights

Combines the best of 
data, tools, and human 
intelligence – making it 
the most versatile and 
cost-effective option

Request a demo

Best Value

Copyright 2025 Beroe Inc. All rights reserved.

Beroe | Enterprise Packages

4

PLUS

All features in BASE

Premium Reports2

Special Reports: Newsletters 
and Beige Book

Roundtables,Webinars 
and Podcasts3

Sourcing Location Optimizer

Supplier Discovery with 
Analyst Validation

Abi on Platform (with HiTL) + 
on Teams + Agentic 
Supplier Comparison

Analyst Connect4

Category-Level 
Opportunity Assessments5

Single Sign-On

What you get:

Why choose Beroe’s 
PLUS package

Take your team to the next level 
with PLUS – combining the best of 
data, tools, and human intelligence, 
making it the most versatile and 
cost-effective option

Copyright 2025 Beroe Inc. All rights reserved.

Brand collateral

Print96 Brand collateral Print97 Brand collateral Print98 Brand collateral

KEY RULE Examples, not templates: follow the rules pages.



115 Brand collateral · Presentations, video and product

Infographic slides: use the template slides instead of drawing new
ones.

Beroe MAX decks use the TextLight-MAX template. YouTube thumbnails: Clash Grotesk headline, logo top-right.

Product screenshots: Midnight frames with a Bumblebee accent.

104
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21
Header text four or five

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

3

Header text four or five
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

Header text four or five
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

4

Header text four or five
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

50
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Header text four or five
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, natus 
error sit voluptatem accu santium 
dolor emque laudan tium.

2
3
4

1

Header text four or five
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, natus 
error sit voluptatem accu santium 
dolor emque laudan tium.

Header text four or five
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

Header text four or five
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.
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75%

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 

natus error sit voluptatem accu 
santium dolor emque laudan

Header text goes here

90%

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 

natus error sit voluptatem accu 
santium dolor emque laudan

Header text goes here

15%

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 

natus error sit voluptatem accu 
santium dolor 

emque laudan tium.

Header text goes here
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Header text four or five words
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

4

4

Header text four or five words
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

Header text four or five words
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

Header text four or five words
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit, natus 
error sit voluptatem accu santium 

dolor emque laudan tium.

The presentations are set to 16:9 
and use an eight column grid. 

The header and footer are set with 
sufficient clear space to allow the 
slide content space.

Brand collateral Infographic and flowchart slides 105
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Beroe and Kearney have brought together more than 120 years of procurement 
heritage to address one of procurement’s most pressing challenges: how to turn 
intelligence into action at scale to drive continuous competitiveness. 

Beroe powers the decisions that drive procurement, from intelligence to execution. 
Building on 20 years of deep category experience, the company provides decision 
grade intelligence that combines the benefits of cutting-edge AI with ‘human-in-the 
loop’ expertise, delivered wherever decisions are made, through its portfolio of data 
products, AI agents, and workflows. Trusted by the world’s largest enterprises, Beroe 
enables procurement teams to make strategic, defendable decisions for sourcing, 
supplier management and risk mitigation – at speed.

Kearney has partnered with leading global organizations to solve complex strategic 
and operational challenges. With deep expertise across procurement, supply chain, 
and operations, Kearney works at the highest levels of the enterprise to help C-suite 
leaders improve performance, build resilience, and drive long-term competitive 
advantage.

Together, Beroe and Kearney combine strategic insight, deep domain expertise, and 
advanced technology to address a shared belief that the future of procurement lies not 
in more data or more tools, but in the ability to continuously translate intelligence into 
action. This partnership reflects a joint commitment to helping organizations evolve 
procurement into a true driver of enterprise value and performance.

About Beroe & Kearney

© Copyright 2026 Beroe Inc. All rights reserved / 6
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The presentations are set to 16:9 
and use an eight column grid. 

The header and footer are set with 
sufficient clear space to allow the 
slide content space.

Brand collateral TextLight-MAX-Template 107 You Tube thumbnailsBrand collateral

108 Product release mockupsBrand collateral

KEY RULE Examples, not templates: follow the rules pages.



116 Brand collateral · Stationery and internal

Letterhead: logo top-right, Squircle detail at the foot. Envelopes: logo and strap-line, Indigo Squircle on the flap. Internal events: event name over brand photography with the
Squircle.

Roll-up standees: headline at the top, QR code at the base. Certificates: award title in Clash Grotesk, programme logo at the top. ID cards: logo on the front, name in Clash Grotesk.

109 LetterheadsBrand collateral 110 EnvelopesBrand collateral 111 Town hall - Beroe Sync’dBrand collateral

112 StandeeBrand collateral 113 Certificates

Sales Strategy Spotlight
A Case Study Competition

26 April 2025

WINNER

Thank you for making a di
erence.
You have been instrumental in our success. 

Keep moving UP!

Brand collateral 114 ID Card114 Brand collateral

KEY RULE Examples, not templates: follow the rules pages.
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PART  4

Support

Help when you need it: AI tools, Brand Central and
the history of this book.

AI and uses 118

Brand Central 122

Version history 123



AI and Uses

Using key visual elements from the Beroe 
brand will help to elevate content and extend 
narrative across the multiple touchpoints. 

118



Clueso.io Synthesia

Smart editing of screen recordings: Automatically converts raw 
screen captures into polished tutorials or demos—no manual 
editing required 

AI-powered script and voiceover generation: Generates 
scripts from slides or screen activity and offers multiple AI voice 
options—fully editable—in minutes 

Visual enhancements & animations: Includes zooms, callouts, 
and spotlights to direct viewer attention to important actions 

Saves time and effort: Enables creation of studio-quality content 
in minutes, ideal for tutorials, onboarding, and product demos

Feature	                               Clueso	                                                            Synthesia

Source Media	                   Screen recordings, slides	                      Text-based scripts

Automation	                          Script, voice, zooms, callouts	              Avatars, voices, animations, templates

Editing Speed	                   Minutes per video	                                    Minutes per video

Ideal Use Cases	                   Demos, tutorials, documentation	             Explainer, training, marketing videos

Multilingual Support	            37+ languages	                                          140+ languages

Create without filming: Generate professional presenter videos 
using AI avatars and automatic voiceovers—no camera, studio, or 
mic needed 

Built-in voice + avatar animation: Offers multilingual AI voices, 
expressive avatars, and simple animation triggers—script to final 
visual in minutes 

Template-based & scalable: Access 300+ templates, collaborate in 
real-time, edit brand assets, and localize videos in 140+ languages 

VO Name: Alex

Speed: .08x–1.2x

AI and Uses · Ai tools for Videos119 KEY RULE Review every AI output before it is used.



AI and Uses · Ai tools setup120

KEY RULE Set up AI tools with brand assets first.



AI and Uses

Use case : 

1. Image editing
2. Script editing 

Prompt:

Convert this headshot into a professional studio-quality portrait. 
Preserve the subject’s exact facial features, skin tone, expression, 
head angle, and body posture without any alteration — do not reshape, 
retouch, or change facial structure, and do not alter the pose. Keep the 
clothing exactly as it is, with no changes to style, color, or fit — only 
subtly enhance fabric texture, remove wrinkles or lint, and correct 
minor lighting/shadow inconsistencies on the clothing.
Replace the background with a solid, seamless studio backdrop in the 
exact hex color #eaf1f5, evenly lit with a soft gradient falloff typical of 
professional studio photography (slightly lighter directly behind the 
subject, gently darkening toward the edges).
Apply professional studio lighting: soft, even key light on the face 
with gentle fill light to reduce harsh shadows, subtle rim/hair light for 
separation from the background, and natural skin tone rendering (no 
plastic or over-smoothed skin). Increase overall image sharpness and 
clarity, correct white balance and exposure, and ensure the final result 
looks like it was shot in a professional photo studio with a high-end 
DSLR and softbox lighting setup.
Standardize the camera setup across all images so the full set looks 
like it was shot in one continuous session: use the same camera 
distance and focal length (medium-format portrait framing, roughly 
head-and-shoulders to mid-chest), the same subject-to-camera 
distance so head size is consistent across all images, the same eye-
level camera height, and the same lighting setup, intensity, and color 
temperature for every photo. Keep consistent framing margins on all 
sides so every subject appears at the same scale and position within 
the frame.
Do not add accessories, change hairstyle, alter body shape, or crop/
reframe the subject beyond what’s needed to standardize framing and 
scale. Maintain the same aspect ratio across the full set.

121

KEY RULE Never change a person’s features with AI.



Brand support · Brand Central: asset repository122

KEY RULE Find every approved asset on Brand Central.

https://beroeinc.sharepoint.com/sites/Brand_Central


123 Version history

Version Date What changed

V1 September 2025 First edition of the Beroe Brand Book.

V2 August 2026 Second edition.

V3 November 2026
Draft

New structure: four parts (Foundations, Visual language, In use, Support) with part dividers, a grouped contents page with links, and Brand on a page (p3).
New on every page: one merged headline, a key rule in the footer, and See also links between related pages.
New pages: Origin of the Squircle · Logo usage · Clear space · Which logo to use · Ecosystem PowerPoint version · People in our colours · Boilerplate · Colour, type,
photography, icon and social do’s and don’ts · Icon grid · Website menu icons · Print grid · DPW Amsterdam · ProcureTEX booth.
Condensed: about 45 merchandise, event and collateral pages are now captioned example grids.
Fixed: page numbering, section labels, UK spelling of “colour”, X replaces Twitter, typos, motion pages now show a still from each animation, and the approved boilerplate
replaces lorem ipsum on the type pages.

Brand Book owner: Brand team. Approvals: Shourya Asthana, Associate Vice President, Brand Marketing.
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