
WIRTH HATS
Brand Guidelines



Our brand represents 
the outward expression 
of our organization.  
This document details 
all of its key elements 
and how to use them 
to ensure consistency 
across all materials.
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1. Our Brand is so much 
more than a name or logo –  
it embodies our core 
proposition, the values 
that drive our behaviour 
and our mission within 
organization.  
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Our story demonstrates our purpose 
within the industry – our reason for 
being.

1.2 Proposition

WIRTH Hats is a social venture, supporting mental health initiatives. 
WIRTH Hats is a tribute to loved and lost friends. It’s a commitment to 
conservation and openness. We aim to break down barriers and promote 
dialogue to improve mental health.

Jakob Wirth had a dream of creating a hat company. He envisioned 
something recognizable; something stylish; something people would love 
to wear. For him, hats weren’t just an accessory, they were the perfect 
addition to an outfit, and a central part of what could make someone feel 
unique. Unfortunately Jakob was never able to live out his dream, in 2014 
Jakob took his life. At that time, 25 hats were made in Jakobs honour for his 
closest friends and family. This served as a way to help fulfill his dream and 
remind us that we are never as alone as we sometimes think we are.

In 2017, classmate and friend of Jakob, Philipp Altenburg also took his 
life. Philipp had a dream for people to be open and vulnerable, yet he 
struggled to do so himself. Philipp was a dreamer and without him WIRTH 
Hats wouldn’t be here today.

The goal of WIRTH Hats is simple, we want everyone in the world to know 
they are not alone, and we believe owning a WIRTH Hat will help with that. 
By wearing a WIRTH Hat, we invite you to be open, to listen and to always 
remember – #wirthit

View brand story here (web site)

View brand story here (video)

Our
Story 
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1.1 Introduction

First and foremost, Jakobs dream 
was to create a hat company. 

WIRTH Hats is a realization of his 
dream. 

Second, everything starts and 
ends with our heads; our thoughts, 
feelings, emotions, ambitions, 
desires and dreams. It is where our 
mental health lives. 

WIRTH Hats is not just a hat, it is a 
hug for your head. It is a symbol for 
what we believe matters most.
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Our personality defines our behaviour 
and the experience we want to 
create for our organization – driven 
by the guiding principles of care & 
consideration. 

Our mission sets out our action within 
the industry – providing a clear vision 
for the future.

The voice and tone of everything we do 
should be “Fun, Valuable & Real”. We 
want to walk the line between serious 
and light, fun and heavy. 

This is how we invite people into the 
conversation and community – by 
making it open to all. Mental health 
doesn’t need to be heavy if it’s being 
human. Blend of serious but chummy, 
we got you, arm around your shoulder. 
We take the subject seriously, but not 
ourselves. 

All content should be approachable, 
non-threatening and conversational.

Care
&
Consideration 

1.3 Personality
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Vulnerability
With our stories, our community 
and our purpose.

Connection
Between our heads and our hearts, 
our purpose and our potential.
 

Health
Or our mind, our bodies and our 
state of being.
  

Acceptance
Of all humans the way they are, and 
seeing e v e r y o n e in their light.
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Community
Makes us stronger and capable of 
crushing the mental health stigma, 
together.
 

Courage
To share the realities of mental 
health, to keep on going and to find 
a better solution.



Our brand values demonstrate our 
emotional connection with our community 
and the products and benefits that we 
deliver to them.

At the heart of our brand we are here 
to make great hats, let people be heard 
and join a community that give them 
additional support. We exist to champion 
their head - both physical and mental. 
Along the way, hopefully provide them 
with the tools, support and resources 
that allow them to live to their healthiest 
potential. This should always remain the 
driving force behind all that we do. 

The voice and tone of everything we do 
should be “Fun, Valuable & Real”. We 
want to walk the line between serious 
and light, fun and heavy. This is how we 
invite people into the conversation and 
community – by making it open to all. 
Mental health doesn’t need to be heavy if 
it’s being human. 

Blend of serious but chummy, we got you, 
arm around your shoulder. We take the 
subject seriously, but not ourselves. 

All content should be approachable, non-
threatening and conversational.

Protect 
Your Melon. 

1.4 Values
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Stylish
We are a hat company first and 
foremost. We want to create hats 
that people talk about.

Real
We don’t sugarcoat the dark stuff, 
but we always bring in the light, 
too. We give people the   
permission to be human.
 

Honest
We recognize the need to be more 
open and vulnerable with each 
other. Our hats are a symbol for that.  

Valuable
From our hats to our 
communication - we want to 
provide value for people.
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Positive
Mental health is a serious subject so 
we don’t need to try and be serious. 
We create hope and positive steps 
towards the future whenever we 
can.

 

Light
Mental health doesn’t need to 
be heavy if it’s being human. We 
take the subject seriously, but not 
ourselves.

Fun
Everyone likes fun. We do too.



2. Our Logos are the most 
immediate representation 
of our organization and our 
most valuable brand assets. 
It is vital that they are 
always used consistently 
and only in the approved 
forms as set out here.
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2.1 Introduction

The sense of simplicity and honesty is what 
drives the look of the wordmark itself. It 
is intended to be minimal and allow the 
hats and the stories of our community 
speak for themselves. The logo is the 
visual representation of our brand and the 
behaviour that follows should be equally on 
brand. 
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WIRTH & ‘H’

Real/Honest

Self-Care

Positive

Accessibility

No No’s 

DOs & DON’Ts

The word “WIRTH” and the “H” Hats are always 
capitalized. We are a hat company first and foremost. 
  

We don’t sugarcoat the dark stuff, but we always bring 
in the light, too. We are transparent about what’s really 
going on” under the hood for us.

We prioritize self care for our mental health above all else. 
We believe in taking the time we need to do things that 
bring us joy, keep us healthy and help us know our worth.

Use the phrase “died by suicide” vs. “took their life” in an 
effort to reduce the culpability of the person who died.

We support greater accessibility for counselling and 
therapy.

Use the phrase “died by suicide” vs. “took their life” in an 
effort to reduce the culpability of the person who died.



2.2 The WIRTH Hats Logo 
Family Overview

20

Secondary

Primary

Hands/Stampmark

19

Hands/Stampmark Variation



The Master Logo is made up of one 
brand font – the wordmark that shows 
our name using the first word only.

There is two versions of the Master 
Logo available to use:

Primary
Here the logotype sits as a single 
wordmark. This version should be used 
wherever possible.

The Master Logos should only appear 
as shown here. When required, please 
request the approved artwork – never 
attempt to recreate any part of  
the logo. 

2.3 Master Logos
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Primary

Master Logos

21



The Master Logo should only ever 
appear in two colours – Black or 
White reversed out if used on 
a prominent colour and dark 
photographic backgrounds. 

When printed, the Master Logo 
should be printed in true black. 

This logo is to be used as the 
primary branding throughout 
signage, marketing collateral, 
letterhead, and digital visibility 
(such as the website). 

The logo should remain as a single 
line as it is seen here.

This logo should never exceed a 
size of 1000 px X 400px. (Signage 
excluded). 

It lends itself nicely to merchandise 
designs, a button, pin, stickers, or 
other marketing collateral.    

2.4 Master Logo Colour

‘Black’ when used on a light colour 

White reversed out of a dark photographic image

White reversed out of a prominent colour or black

 ‘Black’ when used on a light photographic image
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Master Logo Colour
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500 px

2
0
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The Secondary Logo was created 
specifically for the purposes of signage 
and informational branding placement 
- this would include signage requiring 
further education to viewers and/or 
marketing material. 

The logo should remain in a long for-
mat as it is shown above and should 
never be stacked.

This logo should never exceed a size of 
1850 px X 180 px. 

The Secondary Logo is the logo that 
should be used when it is placed near 
any other corporate logo. 

2.5 Seconday Logo
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Secondary Logos

25

White when used in signage over dark backdrops

‘Black’ when used on a light colour 



This emblem should be used for small-
er branded items as well as digital 
elements. This is a great asset for 
Instagram, wayfinding signage, sta-
tionary, and watermarks. The nature 
of this design also lends itself nicely to 
embroidery for further product de-
velopment, enamel pins, stickers and 
other printed collateral.

The logo should remain as it is here 
and in a brand color unless color is not 
an option.

This logo should never exceed a size of 
500 px X 234 px. 

2.6 Stampmark
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Stampmark

27

‘Black’ when used on a light colour 

White reversed out of a dark photographic image

White reversed out of a prominent colour or black

 ‘Black’ when used on a light photographic image



3. Our Typography is  
minimal and ambiguous in 
gender. Its contemporary, 
friendly and approachable 
feel helps us to 
communicate with warmth 
and clarity.
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We use one copy typeface – Raleway.  
This minimal and easy typeface is 
crafted with clean lines, slight turns 
and precision. It adds a sense of 
trust and simplicity to our brand 
communications. 

We mainly use four weights of Raleway 
– Bold, Medium, Regular and Light.

There are additional weights available, 
allowing more flexibility when needed.

This strong, simple, geometric 
typeface is crafted with a nod to the 
love of writing and the typewriter. 
It adds a sense of sophistication 
and knowledge to our brand 
communications, while also presenting a 
contemporary and approachable voice 
for our organization. 

We can also use this one for title work, 
call to action items and informational 
text such as address, website, etc.

3.1 Our Copy Typeface

Raleway Bold

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Raleway Medium

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Raleway Regular

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Raleway Light

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Raleway
Raleway
Raleway
Raleway

32

Our Typeface
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We speak with confidence in our brand 
and give our community 
and partners the energy and care they 
deserve. This is reflected in our  
bold typographic style. 

Consistent and considered use of 
typography – with clear hierarchy 
of information will also make 
communications quicker and easier  
for our audience to access. 

Headlines should create a striking 
statement – set in Raleway Bold  
at a large size.

Subheads and other types of 
introductions can be set in Raleway 
Medium and Regular. Medium Italic 
and Regular Italic can be used to add 
clarity.

Body copy should be set in Raleway 
Regular or Light at a clearly legible 
size.

Italics can be used to distinguish  
block quotations or extracts.

Aldi may be used as captions and 
to highlight key stats or figures as a 
feature within layouts. This should 
be kept to a minimum to maintain 
impact.

When space is tight, Raleway Light 
can also be used for captions.

Overall, the number of type sizes  
and styles used within any one layout 
should be kept to a minimum.

3.1 Using Typography
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Type size: 30pt
Leading: 32pt
Tracking: 0

Type size: 14pt
Leading: 15.5pt
Tracking: 0

Type size: 8.5pt
Leading: 10.5pt
Tracking: 0

Type size: 6.5pt
Leading: 8pt
Tracking: 0

Headlines are set  
in Raleway
Subheads and other types of 
introductions can be set in Raleway 
Medium and Regular. Italics of Bold and 
Regular can be used to add clarity.

Body copy should be set in Raleway Regular at a clearly 
legible size. Italics can be used to ‘distinguish block 
quotations or extracts’.

For captions 
Aldi can be used at 
smaller sizes

When space is tight 
Raleway Light can also  
be used for captions

  

Type size: 6.5pt
Leading: 8pt
Tracking: 0

34

Type Styles & Hierarchy

Headlines are set  
in Raleway
Subheads and other types of 
introductions can be set in Raleway 
Medium and Regular. Italics of Bold and 
Regular can be used to add clarity.

Body copy should be set in Raleway Regular at a clearly 
legible size. Italics can be used to ‘distinguish block 
quotations or extracts’.

For captions 
Aldi can be used at 
smaller sizes

When space is tight 
Raleway Light can also  
be used for captions

  



Many of our communications are 
produced in-house. When producing 
communications such as emails, html 
emails and word documents, replace 
Lato with Arial, which is commonly 
available on most computers.

3.2 System Font

Arial Black 
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Arial Bold 
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Arial Regular
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Arial Narrow 
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
abcdefghijklmnopqrstuvwxyz
1234567890<%£$!()?@&

Arial 
Arial
Arial
Arial 

36

System Font
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We use one display typeface – 
Aldi

This hand drawn, all caps font is 
used specifically for social media and 
to communicate a message that is 
personal

We may use this for title work, call to 
action items and informational text 
such as address, website, etc.

3.3 Our Display Typeface

Aldi

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnopqrstu-
vwxyz
abcdefghijklmnopqrstu-
vwxyz
1234567890<%£$!()?@&

Aldi

38

Our Typeface
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4. Our Colour is inspired 
by the sophistication and 
honesty that comes from a 
classic black. Our palette, 
like our organization, 
is  professional, indicates 
trust and integrity and can 
also stand alongside other 
boutique brands in the 
space. 
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We communicate with many 
different audiences on a range of 
topics. To reflect this, we use colour 
in a diverse and flexible way. 

Our palette is split into Dynamic (for the 
good times) and Foundation colours. 
Dynamic colours are bold and fun. 
They can be used for seasonal events, 
announcements or call to actions. The 
foundation colours compliment these 
with more subtle tones and are the 
pillars that the dynamic colours sit 
upon.

White space is also key, in adding 
clarity and freshness to a design.

For added flexibility, tints of these 
colours may also be  used. 

Dynamic Foundation

Sun

Pacific

Mist

4.1  Colour Palette

42

Colour Palette
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Dynamic Colors

Foundation Colors

Sunset

True Black

White

Pacific

Hex #2766ad
RGB 39 102 172
CMYK 88, 62, 6, 0 

Sun

Hex #e6d061
RGB 230 208 97
CMYK 11, 13, 75, 0 

Sunset

Hex #c54b27
RGB 197 75 39
CMYK 16, 84, 100, 5 

Black

Hex #000000
RGB 0 0 0
CMYK 100, 100, 100, 100 

White

Hex #ffffff
RGB 255 255 255
CMYK 0, 0, 0, 0

Mist

Hex #e0dede
RGB 224 222 222
CMYK 11, 9, 9, 0 

Fern

Example

Fern

Hex #599344
RGB 89 147 68
CMYK 70, 22, 98, 6



5. Our Brand Imagery  
is made up of custom 
photography of people in 
our community and our 
products. Together, these 
are used to help provide 
a feeling and a sense of 
brand before you know all 
that we do.
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Our photography is authentic, human, 
revealing and engaging. It showcases 
both the world of hats and apparel 
and the people who have been, are or 
are part of the community bringing 
mental health to the forefront. The 
subject of our photography is broken 
down into three categories:

Lifestyle 

These images highlight the community 
surrounding WIRTH. They consist of 
close up shots of product and portrait 
style photography of the product out in 
the world. 

5.1 Photography

4645



Product

These images showcase the products 
themselves. They consist of headshots 
without being able to see the models 
face, and direct product photography.

It is important that we stay consistent 
when presenting our products in order 
to have a greater reach to potential 
shoppers, but also because mental 
health doesn’t care about your gender, 
religion, race or anything else. As a 
community, we believe these hats 
are a hug for your head and that is 
a message for everyone which we 
showcase in our photography. 

The product shots use close crops 
and macro focus to create a sense of 
intrigue and texture.

5.2 Photography 
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Brings Me Wirth
 
These images tell stories. They have 
warmth and an editorial sense about 
them. They are showcasing people 
in their activities, places or spaces 
that help them keep a healthy head. 
These photos should be raw and in a 
documentary style. 

5.3 Photography



6. Our Language is 
clear and confident, 
yet understanding and 
approachable.
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6.1 Guidelines

Short 
The hat company that cares about mental health! Committed to 
ending the stigma surrounding counseling and therapy. Made in 
Vancouver! Story below #wirthit  http://wirthhats.com/story

OR

The hat company committed to doing something about mental 
health. Hats made in Vancouver, BC. A symbol for conversation & 
openness. WIRTH Story below #wirthit http://wirthhats.com/story

Medium
We’re a hat company committed to doing something about mental 
health and a tribute to our friend Jakob Wirth. It’s a commitment 
to conservation, vulnerability and openness. We aim to break down 
barriers and promote dialogue to ending the stigma surrounding 
counseling and therapy. Our hats are made in Vancouver BC, 
Canada with high-quality fabric and a lot of love. Read the full 
WIRTH story at www.wirthhats.com/story. #hugforyourhead 
#wirthit 

Long
WIRTH is a hat company committed to doing something about 
mental health. It’s a tribute to loved and lost friends. It’s a 
commitment to conversation and openness. We aim to break down 
barriers, promote an open dialogue around mental health and 
ending the stigma surrounding counseling and therapy. Our goal is 
simple, we want everyone in the world; to know they are not alone, 
be willing to have a real conversation about their mental health, be 
willing to listen to others and never be afraid to own your “wirth”. 
WIRTH Hats are made in Vancouver, BC with the highest quality 
fabric and a lot of love. Our goal over the next year is to send 1000 
people to counseling or therapy who would otherwise be unable 
to afford it. By wearing a WIRTH Hat, we invite you to be open, to 
listen and to always remember “You’re #wirthit.”

51 52

The hat company committed to doing something about mental health.
 

For every #1for1 hat sold we pay for someone’s counselling whom would 
otherwise not be able to afford it.
 

WIRTH Hats, a symbol of conversation around vulnerability and 
openness. Committed to ending the stigma surrounding counseling and 
therapy.

Taglines



7. Social Media is our direct 
line of contact to our 
community and buyers. It’s 
important we communicate 
clearly and consistently 
so that our viewers know  
what they are looking for.
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7.1 Social Channels

The Wirth Hats social platform is all about bringing awareness, reducing 
stigmas,  increasing positive messaging about self-care and normalizing 
the global discussion around mental illness. Our goal is to create great 
content that is useful, heartwarming, real, honest, aesthetically pleasing 
and inclusive so that we can reach our goal of #1for1.

With a target demographic of ages 18 to 35 years-old, social media 
platforms are an imperative tool in the WIRTH digital marketing strategy 
in increasing the visibility of the brand. The metrics below are as at July 
2019.

55 56

f a c e b o o k . c o m / w i r t h h a t s @ W I R T H H A T S

@ W I R T H H A T S @ W I R T H H A T S

@ W I R T H H A T S

wirthhats.com
facebook.com/WirthHats
twitter.com/WirthHats
instagram.com/wirthhats
youtube.com/channe
linkedin.com/company/wirthhats

Blog: Personal stories.
Mental well-being / self care - lifestyle.

Quotes / inspirations.
Hat Info & Hat history, Product Launch, information & Promotion.

Mental Health Resources & Information. Mental Health News Articles.
Events, Pop up shops. WIRTH Announcements.

Cross Promotion. “Self Care Giveaway” with other companies.
Emotional expression, creative art to reduce stigma.

SOCIAL LINKS

SOCIAL BUCKETS

#wirthit 
#mentalhealth 

#hats 
#hugforyourhead

#headsmatter
#permissiontobehuman

HASHTAGS



The WIRTH Hats social platform is all 
about bringing awareness to both the 
hats and mental health related issues. 
We are selling hat to help generate 
revenue for counseling support. We 
hope to reducing stigmas and increas-
ing positive messaging about self-care 
for people who suffer from mental 
illness and the people (Family, friends 
and partners) who are there to provide 
support. Our goal is to create great 
content that is useful, heartwarming, 
real, honest, nice to look at and inclu-
sive so that we can
Reach our goal of one-for-one.

The content is also meant to be reli-
able, have a sense of brand continuity 
and over time really
Build the brand aesthetic.

We focus on three main platforms:

Products or Shoppable Post 

Social media will be used to funnel 
followers through our marketing & 
sales channels to the web site where 
they can learn the WIRTH story and, 
ultimately, be inspired to purchase a 
WIRTH hat from the shopping site. 
Photography must be full colour life-
style shots (i.e. there must be a per-
sonality / model in the shot).

7.2 Social Visual Guide
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Quotes

Meant to inspire, inform, build brand 
equity and, ultimately, sell hats, all 
quote posts created for social are 
black text on a white background. The 
font used must be Aldi-regular, small 
caps. Please see full guidelines on the 
next page.

WIRTH quotes posts must appear 
in its optimum format, the correct 
colours and font must be used. There 
must also be an area around the 
full perimeter of the text block that 
remains clear of any other elements 
(white space). With this in mind, a 
clear space has been set.

7.4 Social Visual Guide
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Blog Posts #BringsMeWirth
 
Influencers will be asked to submit 
a photo wearing a WIRTH hat, 
darker clothing and shot on a 
lighter background. The photos will 
be shot professionally and must 
showcase the person in action or 
in their space.

7.3 Social Visual Guide

FONT
ALDI-REGULAR
SMALL CAPS
BLACK

BACKGROUND
WHITE

CLEAR SPACE
OUTER DIMENSION: 1080px x 1080px
INNER CLEAR SPACE: 100px
*full inner perimeter

100px

100px



8. Email is how we keep 
our community informed 
on what’s going on within 
WIRTH Hats. It’s also 
another way we share new 
blog posts and product 
launches. 
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8.1 Email

63 64

These are two examples of our emai templates so that we can better utilize our stunning 
visuals to share stories and sell products.  
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For any questions about the application of the WIRTH brand standards, please contact:

Ben Miller
mobile. 778.891.3136
email. ben@wirthhats.com

Chad Weir
mobile. 604.764.0470
email. chad@wirthhats.com

QUESTIONS & BRAND GUIDELINE 
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