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INTRODUCTION

1.0



Welcome to EVERGOODS Brand Guidelines. 

This document sets out who we are, what we stand for, how we communicate, and how we visually present ourselves. It serves as a practical guide to ensure that all brand materials and communications are developed with consistency and cohesion.

Additionally, it acts as a comprehensive onboaing resource for those who are new to our brand.

So, welcome.
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BRAND

EVERGOODS is a purpose-driven brand rooted in€intentional design, thoughtful materials, and lasting performance.

Designed in€Bozeman, Montana, our work blends hands-on development with a deep commitment to€longevity, comfort, and everyday utility.

Our designs are made to integrate seamlessly into life. They are versatile, durable, and refined. We donˇt follow trends or chase hype. We focus on€clarity, quality, and feel, creating products for living that adapt to the demands of modern life.

Clean lines, elevated materials, and a commitment to function over flash define our approach.
(We design for people who expect more and who recognize the difference.






















WHO WE ARE
2.1



EVERGOODS exists to elevate the relationship between people and the products they rely on through€intentional design, premium materials, and long-term performance.

We create modern goods today that will become€future heritage (products built to stand the test of time). Designed for daily movement and unexpected adventure, each piece is crafted with a focus on comfort, durability, and refined utility. 

Every detail is considered and every material is chosen with purpose, delivering lasting value through thoughtful design.

We design for those who value€clarity, simplicity, and substance.
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WHY WE EXIST
2.2



EVERGOODS was founded on a belief that€intentional design leads to lasting impact.

With a background in technical product development, we set out to create durable, versatile, and design-forward solutions for people who move with purpose, whether through city streets or outdoor terrain.

Every product is developed by hand, tested relentlessly, and refined until it meets our standards for€comfort, clarity, and long-term performance. We donˇt follow categories and we build for how people actually live.

We're not here to bridge worlds. We're here to raise the bar.
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BRAND STORY
2.3



EVERGOODS is driven by a simple idea: 

When design is intentional, you feel the difference, and function follows.

We raise the bar through hands-on development, thoughtful/custom materials, and products that perform over time€for those who recognize the difference.

Design. Feel. Function. 
Thatˇs our measure. 
Thatˇs our mission.
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At EVERGOODS,€design is our discipline. Every detail is intentional, every decision rooted in purpose. We don't strive to add more, rather, we remove what doesn't serve.

Our products are made to last through change, not chase it. We use€premium materials and rigorous development€to ensure each product performs reliably and becomes more valuable over time.

We measure success not by how something looks on a shelf, but by how it performs in use over months, over years, through motion, weather, and wear.
















BRAND

BRAND VALUES
2.5 Design is our beginning. It's not about adding more. Itˇs about subtracting everything that doesnˇt serve.

Every detail in an EVERGOODS product exists for a reason. Nothing arbitrary, nothing decorative for decorationˇs sake.

Our design philosophy balances form and restraint, beauty and discipline. Itˇs how we honor both the materials and the people who use them. 

To us, design is function made visible and quality made inevitable.











design

You might not always know why our gear feels right but youˇll know it when you hold it.

Feel is how design becomes personal. Itˇs weight, texture, balance, silence. Itˇs the zipper that glides. The pocket thatˇs exactly where you reach for it. Itˇs the cumulative effect of small, intentional choices that make a product feel like it belongs to you from day one.

Feel is not softness. Itˇs clarity. Confidence. Connection.









feel

A product is only as good as what it helps you do. Thatˇs why every EVERGOODS item is built to perform in motion, in use, over time.

We design for real lives: commuting, traveling, moving through the world with purpose. No gimmicks. No performative features. Just gear that does its job so well, it disappears into your day.

Function is why our products earn their place and stay there.








function
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BRAND
positioning


EVERGOODS is a design-led brand focused on€creating long-lasting, high-performance products for modern movement, from daily life to remote pursuits.

Our products are intentionally designed for people who value€clarity, substance, and purpose, regardless of environment.

By combining€premium materials, hands-on development, and long-term durability, we offer a better alternative to both hyper-technical outdoor brands and style-driven lifestyle companies.















2.6
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BRAND
LANGUAGE


2.7

EVERGOODS speaks with clarity and intention. Our voice is technical but approachable, knowledgeable without arrogance, and always rooted in function over hype.

Whether in product descriptions, marketing, or brand storytelling, our tone remains direct, refined, and grounded in real-world use because good design speaks for itself.
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CORE
CONSUMER


2.8

The Intentional Carrier

They appreciate thoughtful design and are willing to pay a little more for it. They typically live in a civic environment, but do enjoy getting outdoors. They are discerning, take pride in their possessions, prefer fewer high-quality items, and are enthusiastic about the brands they choose.

Age: 28-45
Income: $75K-$150K
Education: Bachelor's+ (design, tech, creative, professional fields)
Location: Urban/suburban, proximity to design/tech hubs
Values: Intentionality, craft, longevity, restraint, versatility
Aesthetic: Minimalist with warmth (not sterile), functional beauty
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BRAND SYMBOL
3.1

The EVERGOODS logo features a minimalist ˝checked box˛ icon. Itˇs a mark of readiness that reflects the satisfaction of a packing list completed. 

More than a symbol of preparedness, its ascending diagonal line also serves as a subtle graph, representing upward movement, progress, and the brandˇs commitment to continuous improvement.

Rooted in our tagline �€Design. Feel. Function.€� the logo embodies our belief that when design is intentional, you feel the difference, and function follows. 

It stands as a visual shorthand for products that are purposefully created, refined over time, and built to perform.
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LOGO CLEARANCE
3.2

Logo Width

Since our logo is wider than it is tall, the width will determine the overall size of the logo within an asset frame.

The logo should occupy 30% of the total width of the asset, frame, or container it appears within.

This applies across digital and print applications, including banners, emails, ads, and packaging.



Clear Space (Vertical Clearance)
The minimum clear space above and below the logo should equal 1.5x the height of the logo itself.

No other visual elements (text, graphics, UI components) should enter this protected space.

Clear space should be measured from the outermost points of the logo, not the container box.





















WIDTH
FRAME WIDTH " 0.3
(500px) " 0.3 = 150px




PADDING HEIGHT
LOGO HEIGHT x 1.5
17px x 1.5 = 25.5px




PADDING HEIGHT
LOGO HEIGHT x 1.5
17px x 1.5 = 25.5px




Example Frame
500px x 500px


LOGO HEIGHT
17px
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LOGO COLOR
usage


3.3

The primary versions of the EVERGOODS logo is black and white, representing strength, durability, and technical precision. This reinforces the brandˇs commitment to high-performance gear that transitions seamlessly between urban and outdoor environments.

The black-and-white maintains the brandˇs minimalist and timeless aesthetic, allowing for consistent recognition in various applications.

When using the logo on light backgrounds, the black version should be used for contrast. On dark backgrounds, a reversed white version ensures visibility while maintaining brand integrity.
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LOGO DONˇT
3.4

Maintaining the integrity of our logo is crucial. Here are some guidelines to prevent logo misuse:

Do not alter, rotate, or distort the logo in any way. 

Avoid using the logo in unapproved colors.

Do not place the logo on backgrounds that compromise its visibility.

Ensure the logo is always clearly readable and not crowded by other elements.














Do not alter or use
external colors


Do not change the
position /  
arrangement.



Do not use any 
drop shadows or
other effects.



Do not distort or 
skew.


Do not add a 
stroke.


Do not apply a 
gradient.


EVERGOODS
Do not use a
different font. 


Do not tilt or 
rotate.
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LOGO
CO-BRAND


3.4

When partnering with other brands, it is essential to maintain the integrity of our logo.

Ensure that our logo and the partner's logo are presented with equal prominence, and adhere to the clear-space rules to avoid visual clutter.

Both logos should complement each other while maintaining their individual brand identities.
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TYPOGRAPHY

OVERVIEW
4.1

EVERGOODS uses UUrbanist  as its primary typeface to convey a clean, modern, and functional aesthetic that aligns with the brandˇs urban and outdoor hybrid positioning.





The typeface offers a variety of weights that allow for strategic application across digital, print, and advertising mediums.




Urbanist
Thin Extra Light

Regular

Light

Medium Semi Bold

Bold Extra Bold Black

https://fonts.google.com/specimen/Urbanist
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HEADLINE
FONT/WEIGHT: URBANIST BLACK
SETTING: ALL CAPS
SIZE: 70-110PT
LEADING: 120% (FIGMA: LINE HEIGHT AUTO)
TRACKING: 0.05 EM (FIGMA: 5%) 

SUBHEAD
FONT/WEIGHT: URBANIST MEDIUM
SETTING: ALL CAPS
SIZE: 70% OF HEADLINE SIZE
LEADING: 120% (FIGMA: LINE HEIGHT AUTO)
TRACKING: 0.05 EM (FIGMA: 5%)

BODY COPY
FONT/WEIGHT: URBANIST REGULAR
SETTING: ALL CAPS
SIZE: 50% OF SUBHEAD SIZE
LEADING: 120% (FIGMA: LINE HEIGHT AUTO)
TRACKING: 0.05 EM (FIGMA: 5%)

TYPOGRAPHY

HIERARCHY
4.2

A structured hierarchy establishes visual order, guiding the readerˇs eye and ensuring our messaging is both compelling and easy to navigate.




This applies to all corporate communications, marketing materials, signage, and digital content.



To ensure consistency and clarity, use the following hierarchy and font weights whenever writing or designing copy.



Lorem ipsum dolor sit
amet, consectetur


Lorem ipsum dolor sit
amet, consectetur


Lorem ipsum dolor sit
amet, consectetur


Aa

Aa

Aa

-50%

-70%

BUTTON/CTA
FONT/WEIGHT: URBANIST BLACK
SETTING: ALL CAPS
SIZE: 25-35PX
LEADING: 120% (FIGMA: LINE HEIGHT AUTO)
TRACKING: 0.05 EM (Figma: 5%)



BRAND IDENTITY GUIDELINES

TYPOGRAPHY

TYPOGRAPHY
DONˇT


4.4

Consistency in typography is key to maintaining 
EVERGOODSˇ strong, functional, and 
professional identity. 

Always preserve the original proportions of the 
typeface and use only approved brand colors. 

Stick to the designated typeface to ensure 
cohesion, avoiding any mixing of fonts. 
Decorative or script fonts should not be used, as 
they undermine the brandˇs clean and technical 
aesthetic. 

Following these guidelines ensures a cohesive 
and timeless brand presence.

Lorem ipsum dolor sit
amet, consectetur.

Do not use 
adjust the 
tracking.

Lorem ipsum dolor sit
amet, consectetur.

Do not use 
alternate 
colors.

Do not mix 
font types.

lorem ipsum dolor sit
amet, consectetur.

Do not use 
all lower
case.



Lorem ipsum dolor sit
amet, consectetur.

Do not use 
add a 
stroke.

Lorem ipsum dolor sit
amet, consectetur.

Do not use 
a drop 
shadow.

Lorem ipsum dolor sit
amet, consectetur.

Do not use 
italicize.
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COLOR

PRIMARY
COLORS

5.3

EVERGOODSˇ primary colors are White (#FEFEFE) and Black (#0A0D0B). These colors should be used consistently across all brand materials to maintain a cohesive, recognizable, and timeless visual identity.

Black (#0A0D0B) represents durability, strength, and technical precision, reflecting the brandˇs commitment to performance and reliability.














White (#FEFEFE) symbolizes clarity, simplicity, and versatility, reinforcing EVERGOODSˇ clean, functional, and purposeful design ethos.

By adhering to this color scheme, EVERGOODS ensures a minimalist yet bold presence that aligns with its focus on high-performance gear built to withstand any environment.










BLACK
#0A0D0B

WHITE
#FEFEFE


