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gluten free
fat free

sugar free
free yourself



Greatist Style Guide   /   3

There’s no one way to be healthy. 
What’s good for you is what you’ll stick with, 
and you’ll stick with what you love. Greatist 

arms you with real facts and doable steps 
to build your happiest life.
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Brand Strategy
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Embracing wellness can feel like a constant 
battle between trying to be “good” 

and cheating when you want to indulge. 
We’re stuck in a cycle of checks and 

balances, instead of realizing that health 
and pleasure are the same goal.

Brand Strategy   /   Healthyish
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Greatist’s goal is to 
redefine healthy in order to 

empower an entire generation 
to become healthyish.
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Brand Strategy   /   Healthyish

Healthyish is wellness for normals.

Healthyish rejects perfection.

Healthyish is doable.

Healthyish is a kale salad for lunch and a burger for dinner.

Healthyish is a long run and an extra rest day.

Healthyish gives people the freedom to do what makes them feel good.

Healthyish is progress.

Healthyish is honest.

Healthyish is happiness.

WTF is Healthyish?
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Brand Strategy   /   Company Values

We stand for millennials who are looking to 

be more confident. All of you.

We keep it real.

We empower you.

We connect with you through the information, 

stories, and ideas you care about.

We know what you find useful, inspiring, 

and funny, and we give you that. Not a 

whole bunch of other stuff.

We make this journey doable.

Condescending

Defeatist

Fluffy

Exclusive

Prescriptive

Boring

About health as an 

all-or-nothing proposition

Greatist’s values Greatist is not
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Brand Strategy   /   Audience

Millennials, 25-34,

who are looking to get 

healthier but aren’t doing

all that much about it yet

Primary

Already fit, health-minded 

millennials, 18-34

Secondary

Older millennials, 30-34, 

who have had their heath-

related ups and downs and 

want to connect with others

Tertiary
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Logo
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Logo   /   The Symbol

The Symbol

The Greatist symbol is the shorthand
signifier of the brand. It symbolizes 
individuality and your own path to the 
best version of yourself. The circular 
path forms the letter G and finishes with 
an upward arrow to symbolize progress 
and forward momentum.
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Logo   /   The Word Mark

The Word Mark

The Greatist word mark is a custom 
handwritten script that symbolizes 
individuality and human personality. 
It possesses a human quality, including 
imperfections and overlaps that are 
present in human handwriting. The 
structure of the G references the mark, 
but instead of terminating in an arrow, 
it connects to the R. The mark and 
the word mark are designed to be used 
independently of each other and do not 
exist in a formal lockup.
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Logo   /   Definition

3º Updward Arrow

Represents progress 

& forward momentum

Loop

Suggests your 

unique path
3º Upward Angle 

Feels dynamic & uplifting

Imperfections

Resemble the 

qualities of 

handwritten 

lettering

Ligatures

Replace the 

arrow in the 

symbol
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Logo   /   Clear Space

Clear Space

The Greatist logo should always be 
surrounded by a minimum area of 
space. Clear space ensures that head-
lines, text, or other elements do not 
encroach on the logo.

A margin of clear space equivalent to 
width of the loop in the “G” is drawn 
around the logo to create a boundary 
of isolation.
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Loop

Spacing for both the logo 

mark and word mark 

should be based on the 

size of the loop in the “G”.
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Logo   /   Treatments

Symbol and Word Mark 
Treatments

In order to ensure consistency, the 
Greatist symbol and word mark should 
only be used in the following colors.

White logo

When running the logo on 

black, a dark or saturated 

colored background, 

or dark photo, the logo 

should be white.

Black logo

When running the logo 

on white, a light colored 

background, or light 

photo, the logo should 

be black.

Yellow logo

In rare cases, when the 

logo needs to stand out 

as the dominant brand 

element, the logo can be 

featured in yellow.

Black word mark 

When running the word mark on white, a light colored 

background, or light photo, the word mark should be black.

White word mark 

When running the word mark on black, a dark or saturated 

colored background, or dark photo, the word mark should 

be white.
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Logo   /   Incorrect Usage

Incorrect Usage

Avoid the following incorrect usages
of the logo in order to maintain 
consistency and clarity across the brand.
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Rotating the logo

The symbol and word mark 

should never be rotated; 

they should always be 

displayed along a horizontal 

baseline.

Distorting the logo

The symbol and word 

mark should always be 

scaled in proportion.

Never distort the logo.

Colored symbol

Never display the symbol 

in any color or shade out-

side the approved colors.

Word Mark and 

Symbol Lockup

The symbol and word 

mark should never be 

displayed together in a 

lockup.

Gradients

Never apply a gradient to 

the logo or word mark.

Colored word mark 

Never display the word 

mark in any color or 

shade outside the 

approved colors.
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Logo   /   Tagline

The Word Mark With Tagline

Greatist’s tagline is “get healthyish.”

When paired with the word mark, the 
tag-line should always be set in Circular 
Pro Bold, all lowercase.

There are two variations of the tagline. 
The primary tagline and a secondary 
tagline, which includes a # to promote the 
“#healthyish” hashtag.

The primary tagline should be used with 
the logo whenever possible. Especially 
on any audience-facing materials, as the 
tagline helps clarify the brand’s personality.

The secondary tagline should be used on 
social promotions whenever a hashtag is 
relevant to the platform.

Pay close attention to the size of the logo 
and the legibility of the tagline. The tagline 
should not be used if the logo is small, as 
the tagline will be unreadable.
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Primary Tagline

Secondary Tagline (Includes hashtag)
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Positioning the Tagline With the 
Word Mark

Logo   /   Tagline

Positioning the tagline in relation to the 
word mark is very important. 

Whenever possible, the approved asset, 
which includes the word mark and tagline 
lockup, should be used.

The same rules that apply to the word 
mark also apply to the word mark and tag-
line when they’re featured as a lockup. The 
word mark and logo lockup can be either 
all black or all white and should always be 
treated as a single element. This applies to 
sizing, color, and clear space around the 
word mark and tagline lockup.
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Tagline Positioning

The distance from the bottom of the “i” in the Greatist logo 

to the top of the “l” in healthyish should be equal to the 

height of the counter of the “R” in the Greatist logo.

Tagline Positioning

The right edge of the “s” 

in healthyish should line 

up with the left edge of 

the stem of the  “T” in the 

Greatist logo.
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Brand Elements
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Brand Elements   /   Color Palette

Primary Color Palette

The primary colors used in Greatist’s
corporate palette are yellow and black.

Greatist’s yellow is a bright and modern 
yellow. The color evokes sunshine and 
happiness. These feelings relate directly  
to Greatist’s mission of helping millennials 
discover their own path to being healthy 
and happy.

When paired with black, the yellow acts 
as a bright beacon. The light for millen-
nials in a sea of misinformed health and 
fitness content.

Primary Palette

Yellow

R: 255, G: 214, B: 38

#ffd626

C: 1, M: 14, Y: 93, K: 0

PANTONE 116 C

PANTONE Yellow U

Black and White

R: 255, G: 214, B: 38

#ffd626

C: 1, M: 14, Y: 93, K: 0

PANTONE 116 C

PANTONE Yellow U

100% 50% 20%

100% 80% 20%
WHITE

0%
4%
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Brand Elements   /   Color Palette

Secondary Color Palette

Greatist’s secondary color palette is made 
up of a collection of vivid and fresh colors. 
These colors all share a feeling of optimism 
and forward thinking.

Specific shades of Greatist’s corporate
colors may also be used when needed.

Secondary Palette

Violet

R: 141, G: 48, B: 160

#8d30a0

C: 54, M: 93, Y: 0, K: 0

PANTONE 5015 C

PANTONE 267 U

Pink

R: 247, G: 58, B: 111

#f73a6f

C: 0, M: 91, Y: 35, K: 0

PANTONE 2714 C

PANTONE 213 U

Orange

R: 239, G: 73, B: 46

#ef492e

C: 0, M: 87, Y: 93, K: 0

PANTONE 2014 C

PANTONE 172 U

Blue

R: 46, G: 105, B: 237

#2e69ed

C: 79, M: 61, Y: 0, K: 0

PANTONE 7014 C

PANTONE 285 U

Purple

R: 82, G: 51, B: 193

#5233c1

C: 80, M: 83, Y: 0, K: 0

PANTONE 6416 C

PANTONE 2735 U

Teal

R: 21, G: 186, B: 143

#15ba8f

C: 75, M: 0, Y: 59, K: 0

PANTONE 10524 C

PANTONE 570 U

Green

R: 177, G: 226, B: 0

#b1e200

C: 35, M: 0, Y: 100, K: 0

PANTONE 374 C

PANTONE 389 U

Light Orange

R: 255, G: 184, B: 25

#ffb819

C: 0, M: 30, Y: 98, K: 0

PANTONE 1235 C

PANTONE 7406 U

100% 50% 20% 100%

100% 100%

100% 100%

100%

50% 20%

50% 20%

50% 20% 100% 50% 20%

50% 20%

50% 20%

50% 20%
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Brand Elements   /   Grid System

The Grid System

Greatist uses a versatile 24-column grid 
system as our primary system in both print 
and online.

The grid system is based on multiples of 
three. The width of a column should be 
three times the width of the gutter be-
tween each column. For example, if the 
space in between the columns is 12pt wide, 
then the width of the columns would be 
36pt wide. Note that the width of the gutter 
(12pt) and the width of the column (36pt) 
are also multiples of three.

While we do allow for some flexibility 
within our grid system to accommodate 
different screen resolutions when creating 
responsive designs, the multiples of three 
rule should be applied whenever possible.

Example grid system

24 Columns

Column width: 36pt

Gutter width: 12pt 
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Brand Elements   /   Grid System

Layout Examples

The 24-column grid allows for a wide
variety of layouts. In addition to basic 2, 3, 
and 4 column text layouts, non-standard 
layouts including offset sidebars are also 
acceptable.

Repeat after us: A bowl is not a 
burrito. Sure, we’ll ditch the wrap 
when we’re feeling heavy on carbs, 
but when you want the real thing, 
go for a whole-grain tortilla.

Repeat after us: A bowl is not a 
burrito. Sure, we’ll ditch the wrap 
when we’re feeling heavy on carbs, 
but when you want the real thing, 
go for a whole-grain tortilla.

Repeat after us: A bowl is not a 
burrito. Sure, we’ll ditch the wrap 
when we’re feeling heavy on carbs, 
but when you want the real thing, 
go for a whole-grain tortilla.

Repeat after us: A bowl is 
not a burrito. Sure, we’ll 
ditch the wrap when we’re 
feeling heavy on carbs, 
but when you want the 
real thing, go for a whole-
grain tortilla.

Repeat after us: A bowl is 
not a burrito. Sure, we’ll 
ditch the wrap when we’re 
feeling heavy on carbs, 
but when you want the 
real thing, go for a whole-
grain tortilla.

Repeat after us: A bowl is 
not a burrito. Sure, we’ll 
ditch the wrap when we’re 
feeling heavy on carbs, 
but when you want the 
real thing, go for a whole-
grain tortilla.

Repeat after us: A bowl is 
not a burrito. Sure, we’ll 
ditch the wrap when we’re 
feeling heavy on carbs, 
but when you want the 
real thing, go for a whole-
grain tortilla.

Repeat after us: A bowl is not a burrito. 
Sure, we’ll ditch the wrap when we’re 
feeling heavy on carbs, but when you 
want the real thing, go for a whole-
grain tortilla.

Repeat after us: A bowl is not a burrito. 
Sure, we’ll ditch the wrap when we’re 
feeling heavy on carbs, but when you 
want the real thing, go for a whole-
grain tortilla.

Repeat after us: A bowl 
is not a burrito. Sure, we’ll 
ditch the wrap when we’re 
feeling heavy on carbs, but 
when you want the real 
thing, go for a sprouted 
whole-grain tortilla.

3-Column Text

4-Column Text

2-Column Text with Sidebar
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Greatist’s website features a modern, 
responsive design that works across all 
resolutions and screen sizes. The design 
optimizes for five key screen sizes and then 
scales and crops to fill in any resolution in 
between.

Brand Elements   /   Grid System

Responsive Design With the Grid

Extra-Large Displays

(Desktop Screens)

1140 pixels wide or larger

Grid: 24 columns

Column width: 36 pixels

Gutter width: 12 pixels

Large Displays

(Laptop Screens)

924-1139 pixels wide

Grid: 24 columns

Column width: 27 pixels

Gutter width: 12 pixels

Medium Displays

(Tablet Screens)

732-923 pixels wide

Grid: 24 columns

Column width: 19 pixels

Gutter width: 12 pixels

Small Displays

(Mobile Screens)

512-731 pixels wide

Grid: 12 columns

Column width: 38 pixels

Gutter width: 6 pixels

Extra-Small Displays

(Mobile Screens)

320-511 pixels wide

Grid: 12 columns

Outer columns: 23 pixels

Column width: 19 pixels

Gutter width: 6 pixels
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Brand Elements   /   Typography

Corporate Typefaces

Two distinct typefaces, Circular Pro 
and Tiempos Text, have been chosen 
to represent our brand voice. Circular is 
a geometric sans serif that has a unique 
personality, while Tiempos Text is a 
well-crafted text font that is great for 
editorial usage.

Circular Pro
Circular Pro Book

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSs

TtUuVvWwXxYyZz   0123456789!@#$%&*()?”{};

Circular Pro Medium

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSs

TtUuVvWwXxYyZz   0123456789!@#$%&*()?”{};

Circular Pro Bold
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSs
TtUuVvWwXxYyZz   0123456789!@#$%&*()?”{};

Circular Pro Black
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSs
TtUuVvWwXxYyZz   0123456789!@#$%&*()?”{};

Tiempos Text
Tiempos Text Regular

AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSs

TtUuVvWwXxYyZz   0123456789!@#$%&*()?”{};

Tiempos Text Medium

AaBbCcDdEeFfGgHhIiJjKkLlMmNn OoPpQqRrSs

TtUuVvWwXxYyZz   0123456789!@#$%&*()?”{};

Tiempos Text Semibold
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSs
TtUuVvWwXxYyZz   0123456789!@#$%&*()?”{};

Tiempos Text Bold
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPp  
QqRrSsTtUuVvWwXxYyZz   
0123456789!@#$%&*()?”{};
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Brand Elements   /   Typography

Primary Typography

Circular Pro is primarily used for head-
lines and subheadlines.

Tiempos Text is primarily used for 
descriptions and article copy.

There’s no right way to be happy.
Primary Headline

Circular Pro Bold or Black

Tracking = -9

Leading = 124% of point size

The Healthiest Mexican Meal You Can Cook
Yourself (That Still Tastes Amazing)
Sub Headlines

Circular Pro Bold or Black

Tracking = 9

Leading = 136% of point size

Repeat after us: A bowl is not a burrito. Sure, we’ll ditch the wrap when we’re 
feeling heavy on carbs, but when you want the real thing, go for a sprouted 
whole-grain tortilla.

Primary Text

Tiempos Text Regular

Tracking = 6

Leading = 160% of point size
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Brand Elements   /   Typography

Secondary Typography

Alternately, Tiempos Text can be used for 
headlines with Tiempos Text Italic being 
used for subheadlines.

Circular Pro can alternately be used for 
captions and descriptions.

Circular Pro Bold in all-caps should always 
be used for CTA (call-to-action) text. The 
CTA should always be in Greatist’s pink 
corporate color or, alternately, in white on 
a pink button.

There’s no right way to be happy.
Primary Headline

Tiempos Text Bold

Tracking = -9

Leading = 124% of point size

Good for you
Sub-headlines

Tiempos Text Bold Italic

Tracking = 9

Leading = 136% of point size

CTA (call-to-action) Text

Circular Pro Bold

All Caps

Tracking = 9

Repeat after us: A bowl is not a burrito. 
Sure, we’ll ditch the wrap when we’re feeling 
heavy on carbs, but when you want the real 
thing, go for a sprouted whole-grain tortilla.

LIKE US ON FACEBOOK

Secondary Text

Circular Pro Book

Tracking = 6

Leading = 136% of point size

READ MORE
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25 High-Protein Dinners
That Don’t Involve 

Chicken (for Once).

Brand Elements   /   Typography

Primary Headline Decoration

Greatist’s primary headline decoration 
uses colored blocks behind the words to 
highlight the headline.

The colored blocks should always be one of 
Greatist’s corporate colors. The text should 
be primarily black or white but can also 
be one of Greatist’s corporate colors when 
needed.

Once
Creating colored headline highlights

The height of the colored block is based on the height of 

the parenthesis plus the height of the period. This ensures 

that the colored block is tall enough to contain the font’s 

ascenders and descenders.

Take the height of the headline’s parenthesis and add 

the height of a period both above and blow to create the 

height of your colored headline highlight.

Padding on the left and right of the highlight block

The headline highlight block should extend to the left and 

right of the headline copy. The width of the padding on the 

left and right is equal to the width of the capital “L”.

Spacing out multi-line headlines

When a headline runs two or more lines long, 

the space between the headline highlight 

blocks is equal to the height of the period.
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Brand Elements   /   Typography

Secondary Headline Decoration

Simple color highlights in several different 
styles can be used as an alternate way to 
decorate headlines and emphasize specific 
words in a headline.

There’s no  right way  to be happy.

There’s no right way to be happy.
Alternate colored text

One of the colors from the Greatist color palette may be 

used to emphasize a word or words in the headline

There’s no  right way  to be happy.

Color block behind text

A color block from the Greatist color palette may be used 

to emphasize a word or words in the headline

Highlight/Underline behind text

A highlight from the Greatist color palette may be used to 

emphasize a word or words in the headline
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Brand Elements   /   Hand-Drawn Elements

Hand-Drawn Elements

Greatist’s mission is to help millennials 
discover their own personal path to being 
healthy and happy.

An important way to visualize this person-
alization is through the use of hand-drawn 
headlines and accents. Every piece of 
hand-drawn art is unique, just as every 
individual’s path to being happy and 
healthy is unique.

A library of hand-drawn doodles is
available to use as accents both within 
headlines and throughout our visuals.
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Hand-drawn elements can add an element 
of personalization to the corporate typefaces. 
Mixing the hand-drawn elements with the 
corporate typefaces, as well as adding the 
corporate colors to emphasize key words 
and ideas is acceptable.

However, pay careful attention to the num-
ber of hand-drawn elements and colors 
being used. The hand-drawn elements and 
color highlights are meant to emphasize, 
not distract. 

Brand Elements   /   Typography With Hand-Drawn Elements

Combining Typography with 
Hand-Drawn Elements Just F   cking Do It

Trim the tough stems off of the 
broccoli rabe and cut it into 
bite-pieces. Drop half of the cut 
broccoli rabe into the saucepan 
and place the lid on it right away. 

Get Warm      Cozy with Vegan Hot Chocolate

Start on a Positive Note

good for you
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Brand Elements   /   Hand-Drawn Typography

Hand-Drawn Typography

In addition to our corporate fonts, creating 
hand-drawn headlines is an acceptable 
way to personalize materials and express 
Greatist’s brand.

Discovering what makes you happy and 
healthy is a unique and personal journey 
for everyone. Using hand-drawn type and 
headlines is a great way to visualize that 
personal journey.

Hand-drawn typography should be clean 
and expressive. The words should always 
be legible but still have an optimistic and 
playful personality.
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Brand Elements   /   Photography

Photography

The Greatist photography style depicts 
people in genuine human moments. The 
overall tonality should feel energetic and 
optimistic. The lighting should be clear 
and clean. The colors should be vibrant 
and fresh. By using photos of subjects in 
real environments, we are able to tell a real 
and personal story.

Real people should be used in place of 
professional models. Showing flaws is also 
important, so retouching should be kept to 
a minimum.

Food photography should appear good for 
you but also delicious. Colors should feel 
lively and fresh. Compositions should feel 
natural and not overly styled.
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Brand Elements   /   Illustration

Illustration

The Greatist illustration style is loose and 
hand-drawn. The art is imperfect while 
maintaining clean lines.

When color is used, one of the Greatist brand 
colors should be included prominently in 
the illustration. The colors should be flat 
and graphic with minimal shading.
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Brand Elements   /   Photography and Illustration

Combining Photography With 
Hand-Drawn Elements

Combining our photography with hand-
drawn typography and elements is a great 
way to visually show our personalization.

Hand-Drawn elements should be used to 
add an optimistic personality to our con-
tent. They can be used to add clarity to a 
photograph or as a way to add personality 
to an otherwise simple image.

However, the hand-drawn elements should 
always add clarity. They should never 
detract or distract from the focus of the 
image.
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Brand Elements   /   Diversity in Photography and Illustration

The Importance of Depicting 
a Variety of Body Types and 
Ethnicities in Photos and 
Illustrations

Greatist isn’t about forcing our audience 
into a singular vision of what it means to 
be healthy and happy. Our content is about 
embracing yourself and discovering your 
own path to being healthy and happy.

When visualizing this vision in photos and 
illustrations, it’s important to show a vari-
ety of body-types and ethnicities. This rule 
applies to all of our artwork, from large fea-
tures down to illustrated workout charts. 
Our photos and illustrations should reflect 
the world we see when we walk outside.
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Brand Elements   /   Icons

Icons

The Greatist icon style is loose and hand- 
drawn, while still maintaining clarity 
and legibility. They are imperfect, but not 
rough or textured.

Icons may be used in a similar way to the 
hand-drawn elements and doodles. They 
may be used with our corporate typefaces 
to add a personalized element.

The icons are also used in our corporate 
patterns (see the following pages).
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Brand Elements   /   Patterns

Primary Pattern

The Greatist pattern is a repeating wall- 
paper made up of our icons. The pattern 
is a great way to visualize our brand and 
content in a fun and positive way.

The primary pattern is made up of 
multicolored icons on a black background. 
It is meant as a key visual. If Greatist’s 
logo or a headline needs to be used with 
the primary pattern, the pattern should be 
arranged around the logo or headline. The 
logo or headline should never be on top of 
the primary pattern.
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Brand Elements   /   Patterns

Secondary Patterns

A series of secondary patterns are available 
using Greatist’s corporate color palette. 
These patterns are meant to be used as 
backgrounds for pop-ups and social graph-
ics. Placing the logo and headlines directly 
on top of these patterns is acceptable.
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Brand Elements   /   Employee Photography

Photography Style - Employees

The Greatist photography style for team 
head shots is fun and playful, showcasing 
each individual team member’s quirky 
sensibilities. Individual shots are to be 
taken from the waist up on a gray seamless 
background and treated in full color.
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Brand Elements   /   Editorial Voice

We cover the stuff that matters, the stuff on your mind (maybe before you even 

realize), the stuff that’s just cool, helpful, incredibly interesting, and that you 

NEED TO KNOW (and then share with everyone you know). And most important, 

we do it better than anyone else. It’s always the smartest take and framed in the 

way that’s 100% authentic, relatable, useful, and unlike anyone else—it’s what 

everyone’s thinking, but no one is saying. We want people to read something 

from Greatist and think “Daaamn. This is so flippin’ good!” whether it’s an article 

explaining WTF gluten actually is (and why you probably don’t have an intoler-

ance), a comprehensive list of super-easy ways to flavor bland chicken breasts, 

or a personal story about making a scary life change.

What we write about
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We Are

Authentic: No false promises, no bullshit. 
We’re not trying to convince you of any-
thing, just help.

Unafraid: Challenging conventional wis-
dom isn’t always easy, but it’s important. 
We’re ballsy and take risks (when other 
brands won’t) because this stuff matters.

Empowering: We give you the info you 
need to feel confident that you can figure 
out what works best for you.

Dependable: We care about you, not 
clicks. Every article is triple fact-checked, 
cited, and expert approved (if needed).

Our Content

Instantly recognizable because of the 
voice. We’re not doing what everyone else 
is doing—user trust > clicks. We have no 
other agenda than to help you sift through 
all the fluff and BS—because there’s A LOT 
of it out there. We’re speaking your lan-
guage. (If you wouldn’t say it, don’t write 
it.) Examples: physique vs body, winded vs 
out of breath. We’re not the expert, we’re 
the translator. We take the complicated 
topics and break them down into terms 
that make sense for your daily life.

General Voice: Key Qualities 
 
Authentic. If people feel like you’re 
trying to convince them of something or 
not being 100% authentic, 100% of the 
time, it’s incredibly hard to convince them 
otherwise.  
 
Honest. Maybe “refreshingly honest” is 
even more accurate. Honest without being 
overly earnest.  
 
Realistic. No bullshit. We won’t tell you 
something is easy unless it really is! 
 
Never judgmental. Readers can theoret-
ically come to us with any question and 
know they’ll get the info they need, judg-
ment-free.  
 
Relatable. We’re the same as you, not 
better. We just have access to a lot of crazy- 
smart experts who can give us the answers 
 
Funny. Because it’s true. 
 
Inspiring Because it’s so relatable and 
refreshing, not because it’s sugar coated or 
aspirational.

What Are Some Ways We Make 
These Qualities Known? 
 
No. 1: our voice. 
 
Admitting things are hard, scary, and/or 
confusing at times—and that it’s totally 
normal. 
 
Not writing about anything simply be-
cause it’s breaking the internet. If we had 
something new to say, we would! 
 
We will take a stance when it means some-
thing to us—but not just to be controver-
sial for the sake of clicks. 
 
Citations and expert approval. Everything 
is backed by a reliable source.

Brand Elements   /   Editorial Voice
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Application
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Application   /   Website

Website

Greatist’s unique voice and content is the 
reason our audience comes to our website. 
With that in mind, the Greatist.com web-
site is designed and built around the best 
way to showcase that content.

The structure of the website and naviga-
tion are minimal. White space and pad-
ding are generous. All these things work 
together to show off the content. Subtle 
branding elements can add pops of col-
or and personality to the web page, but 
should never compete with the content.
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Application   /   Social Media

Social Media Account Pages

Social media account pages should be 
branded wherever allowed. Elements such 
as the primary pattern are ideal here be-
cause they express our content and brand 
in a visual way without the need for text.
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Application   /   Social Media

Social Media

Posts on social media should be a mix 
of personal stories, inspirational quotes, 
cartoons, and quotes from celebrities.
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Video

Videos, similar to our photography, depicts 
real people in genuine human moments. 
The overall tonality should feel energetic 
and optimistic. The lighting should be 
clear and clean.

On standard Greatist videos, on-screen 
graphics should use Greatist’s corporate 
fonts and colors. The graphics should 
be clean and the animation should be 
minimal.

Video title cards can be treated using 
Greatist’s corporate fonts or can be 
hand-drawn to personalize the video.

Application   /   Video
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Video - End Card

The video end card animation links the 
Greatist symbol with the word mark. The 
“G” symbol draws on the screen before 
changing into the “G” from the word mark.
The animation continues as the word mark 
writes out on the screen, before scaling out 
to a solid black screen.

The logo becomes large… before quickly shrinking smaller and smaller… until it is no longer visible. The animation ends on a black 

screen.

The arrow drops away and continues to draw the “R”… Each letter in the “Greatist” logo draws out… until the logo is finished drawing on the screen. 

The animation holds on the finished logo.

The arrow on the “G” extends and begins to draw the 

“R” in the Greatist logo

The “G”  icon finishes drawing, reduces in size, and 

shifts to the left.

The animation begins with a black screen. 

The Greatist “G” icon begins to draw on the screen.

Application   /   Video
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Sub-Brands



Greatist Style Guide   /   51Greatist Style Guide   /   51

Website Channels

Greatist’s content is divided up into three 
unique channels, plus special stories and 
tentpoles.

These three content channels each have 
their own logo and voice but are still part 
of the Greatist brand.

Sub-Brands   /   Website Channels
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Foodstuff Sub-Brand

If you think eating healthy sucks, you 
don’t know about Foodstuff. Forget calorie 
counting—deprivation isn’t our style. We’ll 
prove that cooking food that’s better for 
you actually tastes way better too (peace 
out, greasy takeout and packaged foods). 
We’re serving up kick-ass recipes that take 
20 minutes or less to prep and never re-
quire more than eight main ingredients. 
Will you get flawless results every time? 
Nope! But who cares? Life’s not a Pinterest 
board. Sometimes things get messy—and 
that’s part of the fun.

Sub-Brands   /   Foodstuff
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Foodstuff Channel Page

With a similar design to Greatist’s home-
page, the Foodstuff channel page collects 
the latest and most popular food recipes 
and videos and presents them to Greatist’s 
audience in an organized and clean format.

Sub-Brands   /   Foodstuff
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Unfiltered Sub-Brand

Unfiltered is stripping away the filters to 
take an honest look at what mental health, 
relationships, and life in general really look 
like for 20- and 30-somethings today. Writ-
ers from diverse backgrounds share their 
own personal experiences and/or strug-
gles, as well as the little-known (and often 
surprising) lessons they learned along the 
way. Why? Because we’re all trying to fig-
ure sh*t out, and being inspired by others’ 
vulnerability and senses of humor reminds 
us that we’re not alone. 

Sub-Brands   /   Unfiltered
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Unfiltered Channel Page

With a similar design to Greatist’s home-
page, the Unfiltered channel page collects 
the latest and most popular personal sto-
ries and presents them to Greatist’s audi-
ence in an organized and clean format.

Sub-Brands   /   Unfiltered
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Blunt Sub-Brand

Being healthy is hard. And most news 
publications leave you with a serious case 
of whiplash (is coffee your best friend or 
your worst enemy?), instead of really help-
ing. At Blunt, Greatist’s news and trending 
channel, we cut through (and call out) the 
bullsh*t, giving you everything you need 
to know—nothing extra. You’ll know when 
we’re stoked about something and when we 
think it’s outrageous. Above all, we won’t 
waste your time.

Sub-Brands   /   Blunt



Greatist Style Guide   /   57

Blunt Channel Page

With a similar design to Greatist’s home-
page, the Blunt channel page collects the 
latest and most popular news articles and 
videos and presents them to Greatist’s au-
dience in an organized and clean format.

Sub-Brands   /   Blunt



Greatist Style Guide   /   58


	Coverpage17
	JeffWilliams_Greatist_BrandStyleGuide

