
Brand Guidlines

Version 1.0 29.07.2020



Hello!

Contents
3 01. Brand Manifesto
4 Our history
5 Purpose
 What we do
 Mission
6 Values
7 X-Factor
8 Impact

9 02. Voice & Language
10 Brand personality
 Our customer
11 Voice
 Language

13 03. Visual Language Toolkit
14 Elements
15 Logos overview
16 Choose the right logo
17 Primary logo
23 Logotype
29 Mark
34 Additional mark 
39 Tagline
40 Primary colours 
41 Extra colours 
45 Typography
50 Shapes
52 Photography

2



01. Brand Manifesto 3



01. Brand Manifesto Our history

Our history

We know how it feels because that’s exactly how Charly felt 
when he pulled the plug and left his everyday life behind. Charly 
is the founder and CEO of Ticket to the Moon. While he was 
travelling through India he learned that a strong, lightweight, 
easily packable hammock is an incredibly comfortable and fun 
place to rest, sleep and dream. Not only that, it also opened up 
the possibility for unlimited adventure with little or no impact. 

Charly’s hammocks spread like wildfire and soon a tribe of 
like-minded individuals were stringing up hammocks in for-
ests, jungles, mountains, beaches, city parks and backyards all 
over the planet.

Charly saw an opportunity to help other dreamers escape the 
stress and boredom of everyday life and to do it in a responsible 
way that was in line with his own high ideals. He launched Ticket 
to the Moon by opening his own factory in Bali where, from the 
very beginning, the company committed to honest, humane, 
fair trade conditions. Ticket to the Moon uses local materials 
and invests in innovative recycling methods in order to have a 
minimal impact on the environment.
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Our company is indi-
vidual. We have our 
own thoughts and base 
principals we rely on. 

These are some of the 
points which explain 
how we feel this world.

Helping people escape, giving them a 
place to dream.
                                                                                                            
WHY we exist. Our public 
statement of the company’s 
intent.

01. Brand Manifesto Vision, Mission  
& What we do

Purpose Mission

We use our experience as dreamers and 
enthusiasts to craft strong, lightweight, 
travel-friendly hammocks for like-mind-
ed individuals wherever they go.
                                                                                                             
HOW we intend to create that 
future.

Ticket to the Moon provides high-qual-
ity hammocks for dreamers around the 
world, because we believe the world 
needs to recharge and relax more.

What we do

                                                                                                             
WHAT our brand does.
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Our company is indi-
vidual. We have our 
own thoughts and base 
principals we rely on. 

These are some of the 
points which explain 
how we feel this world.

01. Brand Manifesto Values 

QUALITY 

We are the original manufacturer of the 
parachute nylon hammock and we are 
committed to providing the strongest, 
most durable hammocks ever made. We 
use the highest-quality materials, we 
have the strictest quality control in the 
business and we test our hammocks in 
the most extreme conditions. 

ETHICAL

From the very beginning, we’ve commit-
ted to crafting our hammocks in a way 
that is good for the earth, our custom-
ers, our factory family and others. We 
reduce our impact on the environment 
by using local materials and investing 
in highly innovative recycling methods. 
We are proud to support our friends and 
our local community. We are an honest 
company that cares.

COMMUNITY

Ever since Charly made his very first 
hammock, we have been building a tribe 
of dreamers around the world. Without 
our tribe, our company would not exist. 
We share our experiences and adven-
tures with our community and believe 
in the value of taking time to dream. 
Through the strength of our tribe, we 
can be part of something bigger than 
ourselves by encouraging others to 
relax. In doing so, we make the world a 
better place.

Values
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01. Brand Manifesto X-Factor

Ticket to the Moon is the original par-
achute hammock company. We craft 
our products, ethically and sustainably, 
to meet the needs of our global tribe of 
like-minded dreamers.

X-FactorWhat makes us special.
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01. Brand Manifesto Impact

– Inspiration
– Enthusiasm
– Comfort
– Involvement

Investing in a hammock is an amazingly 
simple way to escape the stress, frus-
tration and boredom that everyday life 
throws at us.

We enable people to relax outside, free-
ly and easily, and provide the opportu-
nity for adventures with their tribe. Our 
customers are getting the best ham-
mock available and one that is made 
in a fair trade, sustainable, low impact 
way. So not only will they experience the 
comfort, freedom and adventure that 
comes with owning a hammock, they’ll 
also have the satisfaction of being more 
connected to nature and partnering 
with a brand that cares about the planet 
and the people who live there.

ImpactWhat we tangibly deliver.
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Who our customers 
are and who we are for 
them. DREAMER & FREEDOM SEEKER

Our personality is to dream and explore, 
to live life with adventure and freedom. 

We are all about escaping to a place 
where your dreams can live and breathe, 
exploring new places and new paths, 
and living a life of adventure and free-
dom.

We respect others and believe in treat-
ing people fairly, and spending quality 
time with friends away from life's many 
distractions. We believe in taking care 
of our planet and enjoying what Moth-
er Nature provides to those who seek 
something special. We do everything we 
can to help people simplify their lives, 
and to slow down because the best ide-
as come when you're doing nothing.

Everyday life has a way of dragging even 
the strongest of us down. If it’s not the 
never-ending stress, it’s mind-numb-
ing boredom. Our customer wants a 
change. They need a change, but it 
seems like a quick trip to the gym or a 
night out just doesn’t cut it for them. 
Our customers need a way to relax, 
recharge, let their mind wander and 
dream.

02. Voice & Language Brand personality 
& Our customer

Brand personality Our customer
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How we sound  
to others. 

– Calm
– Spiritual
– Natural
– Honest

02. Voice & Language Voice, Language

Voice

Our language is informal, friendly and 
simple.
We are talking with our customers like 
an old friend who has discovered some 
cool thing in life. We want to share 
our experience, discoveries and tips to 
reach a comfortable, free and interest-
ing life. We wish our friend a better life.

Language
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Here is some recom-
mendation to keep our 
language simple, inter-
esting and friendly. 

It is really important to 
talk like a human with 
human.

• Be a pleasant person
• Be as simple as possible
• Be fair
• Be optimist 
• Talk about our history, processes 

and peoples.
• Be interesting 
• Use the language of emotions

02. Voice & Language Voice, Language & Customer 
Portrait

Do

“ I love how this rain tarp encloses 
my hammock in a tent like shelter against 
wind and cold, and increases privacy in 
festivals.
Spacious enough for two people snuggling, 
it can be fully opened in a hot summer 
day  ”

• Do not use a cold technical lan-
guage except specification part.

• Do not use professional jargon and 
avoid super-smart words. 

• Do not be an annoying “funny” guy.
• Do not say anything without proofs.
• Do not be annoying as an ordinary 

seller in the store.
• Do not do hard promotion

Do not

“ Designed with usability in mind, 
you can store its quick release tension 
buckles in corner pockets. Four rei forced 
and sealed tie-out eyelets provide added 
adjustability. Compatibility with various 
poles and cords let you choose your perfect 
setup.   ”
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Ideal Font
Ideal Font
Ideal FontTypography

Our design should look 
organic and friendly. 
We do our best to avoid 
straight lines and sharp 
corners. Instead we 
focus our designs on 
a natural, honest and 
handcrafted feeling. 

We always seek to 
inspire and express our 
enthusiasm for freedom 
and adventure through 
our unique design.

03. Visual Language Toolkit Elements

Logos Colours

Shapes Photography

Shapes

Elements
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The Ticket to the Moon 
logo is carefully designed 
to convey our positive 
mood and uniqueness. 
Our logo is a symbol for 
dreamers around the 
world.

Always use our primary 
logo  or logotype , 
except for social media, 
extra small surfaces, 
stickers and other places 
where our pictorial mark 
works better.

Download our different 
logo versions below. 

Download

Logos Overview

Primary logo Logotype 

Simple mark Mark with the name

Logos overview

03. Visual Language Toolkit 15
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This table shows you 
how to choose the right 
logo depending on type 
of communication.  

Choose the Right Logo

Choose 
the right logo

Web

Point of Sales

Packaging

Corporate docs

Printing

Cobranding

Stickers

Videos 
 
Signage

Social Media

Product

03. Visual Language Toolkit 16



This type of logo in the 
best way conveys our 
mood and individuality. 
Also, this composition 
has the best legibility. 

We can use our primary 
logo in any case.

Primary logo

Primary logo

03. Visual Language Toolkit 17



It is important to keep 
our logo safe and legible. 

To reach it we should 
follow the minimum size 
and clear space borders 
guidelines.

As a step, we take the 1/5 
of logo width. 

Logo — 5X

Step — X

Primary Logo:
Minimum Size 
and Clear Space

Clear space

Minimal size

X X

XX
5x

20 mm 55 px
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It is necessary to reach 
a contrast between the 
logo and its background.  
 
It allows the logo to be 
visible and stand out.

Primary Logo:
Colour Versions

Full-colour (on light background)

Monochrome  (on light background) Monochrome  (on dark background)

Full-colour (on dark background)

Colour Versions

03. Visual Language Toolkit 19



We should keep all the 
recognizable aspects of 
our logo.  
 
Shapes, composition 
and colours are very 
important.

Primary Logo:
Don't's

Wrong colours (Don’t use 
any other colours except 
existing in full-colour 
version.)

Wrong font (Don't use 
wrong typeface)

Wrong proportions 
between elements (Don’t 
destroy the composition 
changing the sizes of the 
elements. )

No contrast  (Don't use 
similar tones and hue for a 
background. )

Wrong position of the 
elements (Don’t destroy the 
composition changing the 
position of the elements. )

Turned element (Don't 
rotate any part of the logo.)

On photo (Don't place the 
logo on a photo.)

Deformation of the 
proportions (Don’t break 
logo proportions which are 
4×5)

Don't's
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Primary Logo03. Visual Language Toolkit Usage:
Poster

21



Primary Logo03. Visual Language Toolkit Usage:
PRO HAMMOCK 
logo
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We use this logotype on 
the long surfaces. We 
will use this type in any 
case in which we should 
write our name. 

Can be used without our 
mark  .

Logotype

Logotype
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It is important to keep 
our lotypego safe and 
legible. 

To reach it we should 
follow the minimum size 
and clear space borders 
guidelines.

Logotype height —X

Step — X

Logotype:
Minimum Size 
and Clear Space

Clear space

Minimal size

X
X

X
X

X

X

40 mm 110 px
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It is necessary to reach 
a contrast between the 
logo and its background.  
 
It allows the logo to be 
visible and stand out.

Logotype:
Colour Versions

Monochrome  (on light background)

Monochrome  (on light background)

Colour Versions
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We should keep all the 
recognizable aspects of 
our logo.  
 
Shapes, composition 
and colours are very 
important.

Logotype:
Don't's

No contrast  (Don't use similar tones and hue for a 
background)

Outlines  (Don't outline letters)

Wrong thickness  (Don't break our individual thickness)

Stretching  (Don’t break logotype proportions)

On photo (Don't place the logo on a photo)

Spacing  (Don't separate the logotype to parts) Few lines  (Don't hyphenate words to the next lines)

Don't's
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Logotype03. Visual Language Toolkit Usage;
MOON TARP
hangtag
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Logotype03. Visual Language Toolkit Usage:
MOON STRAP
graphics
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It is our individual mark. 
We use it on the product 
and pouche.

Can be used  
without our logotype — 

.

Mark

Mark
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It is important to keep 
our mark safe and  
legible. 

To reach it we should 
follow the minimum size 
and clear space borders 
guidelines.

Mark —5x

Step — X

Mark:
Minimum Size 
and Clear Space

Clear space

Minimal size

X X

XX

5 mm 10 px

03. Visual Language Toolkit

5x
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It is necessary to reach 
a contrast between 
the mark and its back-
ground.  
 
It allows the mark to be 
visible and stand out.

Mark:
Colour Versions

Full-colour (on light background)

Monochrome  (on light background) Monochrome  (on dark background)

Full-colour (on dark background)

Colour Versions
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We should keep all the 
recognizable aspects of 
our logo.  
 
Shapes, composition 
and colours are very 
important.

Mark: Don't's

Wrong colours (Don’t use 
any other colours except 
existing in full-colour 
version.)

Wrong inverted version 
(Follow the rules for the 
monochrome version written 
in this guidelines)

No contrast  (Don't use 
similar tones and hue for a 
background. )

Incomplete logo  (Don’t 
destroy the composition 
changing the position of the 
elements. )

On photo (Don't place the 
logo on a photo.)

Deformation of the 
proportions (Don’t break 
perfect circle proportions)

Don't's
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Usage:
ECO BAGS' 
embroidered logo

Mark:03. Visual Language Toolkit 33



We use this kind of mark 
when our first priority is 
to show the mark, but 
at the same time, it is 
important to write our 
name. 

Additional mark

Additional mark 
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It is important to keep 
our mark safe and  
legible. 

To reach it we should 
follow the minimum size.

Additional mark:
Minimum Size 

Minimal size

50 mm

140 px
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It is necessary to reach 
a contrast between 
the mark and its back-
ground.  
 
It allows the mark to be 
visible and stand out.

Additional mark:
Colour Versions

Full-colour (on light background)

Monochrome  (on light background) Monochrome  (on dark background)

Full-colour (on dark background)

Colour Versions
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Additional mark03. Visual Language Toolkit Usage:
bottle engraved mark
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Additional mark03. Visual Language Toolkit Usage:
Sticker
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It is our motto. 

Tagline

Tagline

03. Visual Language Toolkit

FOR DREAMERS  
WORLDWIDE!
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Our primary colors are 
yellow, orange and blue. 

Our yellow symbolizes 
the sun, enthusiasm, 
happiness and positivity. 

Orange represents en-
ergy, adventure and fun, 
while our blue illustrates 
night, relaxation, sustain-
ability, responsibility and 
calm.

Colour palette:
Primary colours

Primary colours 

03. Visual Language Toolkit

PANTONE  1235 C  
RGB 255  184  28 
HEX/HTML FFB81C
CMYK 0  25  94  0

PANTONE  151 C  
RGB 255  130  0 
HEX/HTML FF8200
CMYK 0  54  100  0

PANTONE  540 C  
RGB 0  48  87 
HEX/HTML 003057
CMYK 100  53  0  65

Sun
Enthusiasm
Happiness
Positive

Energy
Adventure
Fun

Night
Relaxation
Calm
Sustainability
Responsibility
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Here are the lighter tints 
of our primary colours. 

They support our prima-
ry colours and increase 
the range of using in 
identity. 

Colour palette:
Extra colours 

Extra colours 

03. Visual Language Toolkit

PANTONE RGB HEX/HTML CMYK

1225 C  255  200  69

123  175  212

255  178  91

251  216  114

164  200  225

255  194  123

251  239  210

225  235  241

255  227  196

FFC845 

7BAFD4

FFB25B

FBD872

A4C8E1

FFC27B

FBEFD2

E1EBF1

FFE3C4

0  16  80  0

51  16  0  0

0  30  71  0

0  7  61  0

35  7  0  0

0  22  56  0

1  4  19  0

10  3  2  0

0  11  23  0

542 C  

150 C  

1215 C  

543 C  

149 C  

7401 C   (50%)

545 C   (50%)

148 C   (50%)
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Look at how the colours 
applied in the corporate 
mark.

Colour palette:
Colour applied

Colour applied

03. Visual Language Toolkit

PANTONE  151 C  
RGB 255  130  0 
HEX/HTML FF8200
CMYK 0  54  100  0

PANTONE  540 C  
RGB 0  48  87 
HEX/HTML 003057
CMYK 100  53  0  65

PANTONE  7401 C (50%)  
RGB 251  239  210 
HEX/HTML FBEFD2
CMYK 1  4  19  0
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Here are the right and 
wrong ways of an apply-
ing of the logo on the 
different colours.

Colour palette:
Logo background

Logo background
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Hello Hello

Hello
Hello

Here is the wrong usage 
of the colours.

Colour palette:
Don't's

Don't's

03. Visual Language Toolkit

Wrong colours (Don't 
create new colours)

Dirty combination 

Bad contrast

Multicolor letters in a 
word

Transparency effects Overlays
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Ideal Sans is the pre-
ferred Ticket to the 
Moon typeface. It fits 
well with our personality 
and tone of  voice. 

Our typography gives 
our communication 
a calm, natural and 
spiritual feeling. We 
apply different weights 
to words in headers for 
distinctiveness and to 
express our enthusiasm.

License
Ideal Sans requires a license to be used.
Contact: vlad@ticketothemoon.com

Typography

Typography

03. Visual Language Toolkit

Ideal Sans
AaBbCc11223344
•„№•™®§½•
$•&´@?“•—€
ß©Ø¶æ ° ±»{~ff
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Apply different weights 
to words in headers to 
highlight the most im-
portant parts.

In this case, we link the 
logo and typography. 
This is one of our recog-
nizable graphic solu-
tions. 

Typography: 
Headers

Headers

03. Visual Language Toolkit

WHY WE DO  
WHAT WE DO!
MINIMIZING OUR 
CARBON FOOTPRINT
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Our text parts should be 
as clear as possible. 

So don't use uppercase 
in the long text to avoid 
annoying readers. It is 
hard to read.

Typography: 
Text

Text

03. Visual Language Toolkit

This dynamic blend of storage capacity, 
durability and portability will make your 
everyday life so much more convenient. 
Taking your groceries home or transport-
ing the essentials for a day by the lake is 
an absolute delight.

 — Laptop compartment
 — 1 main pocket, 1 top pocket
 — 2 hidden pockets
 — Eco-friendly
 — Washable 30 °C
 — Chest strap
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To set the company 
name and the names 
of the products apart 
of text we have to write 
them with CAPS. 

Typography: 
Company and product name

Company and product name

03. Visual Language Toolkit

… Packing is easy with the smart 
compression bag, which can hold 
your MOONQUILT, hammock, 
Bug Net and suspensions - al-
lowing you to set it up and take 
it down in one go in less than a 
minute …

… Packing is easy with the smart 
compression bag, which can hold 
your Moonquilt, hammock, Bug 
Net and suspensions - allowing 
you to set it up and take it down 
in one go in less than a minute …

… TICKET TO THE MOON is avail-
able in hundreds of outlets around 
the globe.

… Ticket to the Moon is available 
in hundreds of outlets around the 
globe … 
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Usage:
ECO BAGS' 
embroidered logo

Mark:03. Visual Language Toolkit 49



   
MEDIUM (TMEBM)

 
This dynamic blend of 
storage capacity, durability 
and …

   
MEDIUM (TMEBM)
 

We are trying to avoid 
straight lines and sharp 
corners. This is our way 
to be friendly, relaxed 
and show handcrafted 
dna.  

For this purpose, we take 
a part of our humanistic 
font and apply it as a line 
when we want to sepa-
rate something or as a 
basis for the sides of the 
containers. Moreover, 
it allows us to link the 
typography and graphics. 

Shapes

Shapes
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Here are several ex-
amples of using of our 
shapes. They can be 
filled, outlined and used 
as lines.

They can be stretched 
or resized proportionally. 

Keep these shapes in 
mind and use them ele-
gant and appropriate.

Shapes:
Options

Options
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Our photography shows 
how our hammocks provide 
our tribe members with 
happiness, freedom, dreams 
and adventures. And the 
pure joy of hammocking 
together. 

We only use high-quality 
images and our goal is to 
inspire people through 
breathtaking nature and 
beautiful places from 
around the world.

Photography

Photography

• lifestyle

studio •
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Lifestyle photos help us 
to convey our values and 
mood. 

Here are some points to 
describe good lifestyle 
picture. 

Photography:
Lifestyle Do's

Lifestyle do's

03. Visual Language Toolkit

It's OK if we aren't  
showing a full product. 

Real emotions,
natural pose and activity

The product should be 
quite visible and recognizable 

The environment should be 
natural, attractive and emotional. 
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Lifestyle photos help us 
to convey our values and 
mood. 

Here are some points to de-
scribe bad lifestyle picture. 

Photography:
Lifestyle don't's

Lifestyle don't's

03. Visual Language Toolkit

Fake emotions

Overloaded composition

Messy

Low quality

Staged

Borring
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Studio do'sStudio pictures targeted 
to show the product itself, 
without pied environment. 

Moreover, we use it to show 
some features of the prod-
uct. 

This type of pictures should 
be used when it is more 
important to show the 
product in the orderly view 
than show emotions and 
environment. 

Here are some points to de-
scribe good studio picture. 

Photography:
Studio Do's

03. Visual Language Toolkit

Clear view 
(side/top/front) 

Uniform 
soft lighting

Clean transparent
background 

Good contrast 
between model 
and product 

Well shown 
features

Monotone clothes 
on the model
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Studio pictures targeted 
to show the product itself, 
without pied environment. 

Moreover, we use it to show 
some features of the prod-
uct. 

This type of pictures should 
be used when it is more 
important to show the 
product in the orderly view 
than show emotions and 
environment. 

Here are some points to 
describe bad studio picture. 

Photography:
Studio don't's

Studio don't's

03. Visual Language Toolkit

Directed 
hard light 

Dirty background 

Bad contrast 
between model 
and product 

Unclear field of view 
(don't use complex perspective) 

Bright clothes 
on the model
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Version 1.1
This is the first significant update and brand 
design to align with the TIKET TO THE 
MOON renewed purpose. This document was 
developed in 2020 and will continue to evolve 
and grow.

Confidentiality
The content of this document is strictly 
confidential and may not be shared with any 
other party without TTTM’s permission.

Resources such as logo files and additional documenta-
tion can be found in the TTTM Design Essentials  • Link 

Can't find what you need? Contact us for additional 
guidance or resources: vlad@ticketothemoon.com 
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