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Basic rules of Audi brand architecture
We are combining the brand logo and the core of the •	
brand to penetrate the message “Truth in Engineering” 
and to give our brand a clear position in the market.
The rings are combined either with the claim or a spe-•	
cific area of business – and with the name “Audi” in red.
The combination of rings and the Audi claim forms a •	
firm entity in all communication media. The size of the 
letters and their positions are pre-determined.
In combination with a specific business area a certain •	
size of letters is recommended, but may also be chosen 
freely. The logotypes always come in a horizontal or 
 vertical position relative to the rings. The size ratio is 
defined individually for the respective purpose.
All logotypes are presented in a standard lettering  •	
and start in all cases with the name “Audi” in red. 

This creates a flexible brand architecture for optimum 
use in each media. It furthermore guarantees the same 
look and appearance of all individual subjects, products, 
business areas and subsidiaries of the Audi brand.

Audi  
Truth in Engineering

Audi  
Truth in Engineering

Audi  
Truth in Engineering

Audi  
Truth in Engineering

 Audi brand architecture – one system for all purposes

Audi  
 quattro GmbH

Audi  
 Original Zubehör

Audi Service Audi Bank

Audi Tradition
Audi  
driving experience

Introduction
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 Audi brand architecture – one system for all purposes

A firmly defined protective zone emphasises the value of •	
the logo and is at least equal to the height of one ring in 
the Audi brand logo.
The translation of “Audi Vorsprung durch Technik” can •	
be used in markets that have already established the use 
of the claim in the local language.
As an alternative the translation of the German claim •	
can be added as a footnote.
The combination of rings and Audi alone is to be used •	
only in exceptional cases. For example if the claim 
 cannot be used for reasons of lacking space or if the 
name of the brand has to be communicated with a 
 long-distance effect (visible from far away).
No competitive logos and sub-brands of subsidiaries and •	
products shall be presented in the context of the Audi 
presentation. 
 

 

Note:
For further information on naming, configuration and  
positioning of word brands, please see the guideline on  
“Audi Logotypes”.

Introduction

Audi  
 Business Area

* L’avance par la technologie
Audi  
Vorsprung durch Technik*

Audi
Truth in Engineering

Audi
L’avance par la technologie

Audi
All’avanguardia della tecnica

Audi
突破科技 启迪未来

Audi
A la vanguardia de la técnica

Audi  
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1.0 The brand logo with the name “Audi” and the Audi claim

This logo is used in advertising, in literature (brochures,  
catalogues, flyers), on product packaging, in web design, and 
in office applications.
 

1.1 Structure
The name and the claim are preferably presented at the  •	
right or left next to the rings. 
Where space is limited, they may also be presented below •	
the rings.

1.2 Colours
In the basic version of the brand logo the rings and the  •	
name “Audi” are presented in 4C (0 /100/80 /5). As an  
alternative, the name “Audi” may also be printed in a  
special colour (PANTONE® 186).
A negative version is available for dark backgrounds.•	
In black-and-white applications the rings are presented in •	
various shades of grey and the name “Audi” is shown in black. 
For special applications (eg embroidery on textiles) we use a •	
solid version in one or two colours.

1.3 Asterisk for translating the claim
If a translation into the local language appears as a footnote, •	
an asterisk is added to the German claim. The typeface size is 
80% of the size used for the claim and the baseline for the 
symbol is raised 30%.

Configuration

Technik*

Asterisk for translating the claim in a footnote

Right, next to the rings

Beneath the rings

Left, next to the rings

Negative version Shades of grey

Solid version, two-colour Solid version, single-colour
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1.4 Positioning
The logo is always positioned at a prominent point. •	

1.5 Protective zone
The protective zone around the logo equals the height of  •	
one ring.
No other elements may be positioned within the protective •	
zone.

1.6 Background
The brand logo is preferably presented on a white or  •	
aluminium-coloured background.
Avoid a coloured background.•	
Use a calm background when using the logo on pictures.•	

Note:
All files presented are available in various formats in the Corpo-
rate Design Portal for downloading. For further information in 
this context, see chapter “Production” in this guideline.

Protective zone = same height as one ring
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1.7 Don’ts
The brand logo must not be distorted, changed in shape  •	
or turned. 
The colour of the brand logo is firmly defined and may  •	
not be changed.
The brand logo may be used only in the variants presented. •	
Self-produced brand logos are not allowed. The brand logo must not be distorted or changed in shape.

Defined variants are available for a dark background.

The brand logos are available as a predetermined file and  
may not be re-built and/or changed.

The brand logo may not be turned or swivelled to an angle.

Audi 
Truth in Engineering

The logotype may not be changed in its colour.
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Audi 

The combination of the rings and the name “Audi” alone is 
restricted to specific cases. For example if there is no space  
to use the claim or if we want to communicate the brand 
name over a long distance. We use Variant 1 on the stationery 
of Audi Partners. Audi Centers are required to follow the 
 guidelines in the same way as Audi business areas and 
 subsidiaries.
 

2.1 Variant 1
“Audi” is positioned beneath the rings. •	
The protective zone is half the height of the rings.•	
All versions required are available in the CD portal for  •	
downloading. An overview of the versions available  
starts on page 9.

2.2 Variant 2
The name “Audi” is presented in large letters next to  •	
the rings.
“Audi” is shown in Audi Type Extended Bold. •	
“Audi” is in Audi red (CMYK 0/100/80/5, PANTONE® 186)  •	
Important: When presenting the name “Audi” on a large  
surface – block capitals of 100 mm and more in height –  
we use the darker shade of red (CMYK 0/100/80/20,  
PANTONE® 187). 
The height of the word “Audi” in block capitals is equal to  •	
the distance between the inner edges of the rings. 
The distance between the rings and the name “Audi” is  •	
half the height of the block capitals.
The protective zone is half the height of the rings.•	

Audi

Audi 

Variant 1 Protective zone ½ ring height

 Protective zone ½ ring heightVariant 2: 
Configuration and distance between the rings and the name “Audi”

2.0 Brand logo with the name “Audi”

Audi
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Production

3.0 Presentation of brand logos 

Special files as well as colours and sizes are available for  
optimum presentation of brand logos in all applications,  
for various purposes and in different sizes. 

3.1 Overview of file formats
Audi brand logos are available in various file formats for diffe-
rent media.

All individual files are available in •	 PDF and EPS format.
We recommend the •	 PDF file due to its smaller size. This file 
has been optimised for printing and comes with a transpar-
ent background.
EPS•	  files are offered only for older versions of QuarkXPress. 
TIFF•	  and PNG files are available for Office applications.
PSD•	  and GIF files are intended for use in digital media.

Media File formats

Print
•		Current	programs
•		Older	programs

•	PDF 
•	EPS

Office applications 
•		Word
•		PowerPoint	Digital

•	TIFF
•	PNG

Digital media, Web
•		Defined	size
•		Master	file

•	GIF 
•	PSD
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3.2 Designation of brand logo files
1•	   Colour 

4C: CMYK 
SC:  CMYK + Audi red (PANTONE® 186) 
RGB: RGB 
GR:  Shades of grey 
Solid:  Solid colour without background grid 

2•	   Ring sizes  
S:  For 20 to 50 mm ring width 
M: For 51 to 250 mm ring width 
L:  For 251 to 5,000 mm ring width 

3•	   Additional features 
Claim: “Audi” name with claim (black) 
ClaimNeg: “Audi” name with claim (white) 
Audi: “Audi” name 

4•	   Position of additional element 
left: To the left of the rings 
right: To the right of the rings 
below: Beneath the rings, flush at the left 

5•	   File format 
.pdf Standard print version 
.eps Only for QuarkXPress up to version 6.5 
.tif For Word applications 
.png For PowerPoint applications 
.gif For digital media

1

1

1

2

2

2

3

3

4 5

5

Rings_4C_S_Claim-left.pdf

Rings_4C_S.pdf

Rings_4C_S_Audi.pdf

File name

File name

File name

Brand logo with the name “Audi” and the Audi claim

Rings, alone

Brand logo with the name “Audi”, variant 1

Audi5
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3.3 Colour variants
Four-colour print without special colour: CMYK (•	 4C)
Four-colour print with special colour red:  •	
CMYK and PANTONE® 186 (SC) 
Black-and-white applications: shades of grey (•	 GR)
Solid version, single- and two-colour (•	 Solid 1C and 
Solid 2C), e.g. for embroidery on textiles

A positive and negative version is available for all colour  
variants.

3.4 Sizes
S•	 :  For ring width from 20 to 50 mm 
M•	 : For ring width from 51 to 250 mm 
L•	 : For ring width from 251 to 5,000 mm

The files in ring sizes S and M come with 100 mm ring width. 
The desired ring size may then be determined as a percentage 
(30% = 30 mm). Size L measures 1,000 mm in width.

Size is not an issue on the solid version, since this version is 
available on an infinite size scale.

Note:
Whenever the word “Audi” is used in red in a particular size 
(typographical height of block capitals more than 100 mm)  
we apply a different definition of the colour “Audi red”,  
which is described on page 8 (chapter 2.2) and in the “Colours” 
guideline.

Four-colour version with/without special 
colour (SC/4C)

Shades of grey (GR)

Solid version (Solid 2C)

Solid version (Solid 1C)

Four-colour version with/without special colour 
(SC/4C), negative

Shades of grey (GR), negative

Solid version (Solid 2C), negative

Solid version (Solid 1C), negative
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Fundamental rules •			The	combination	of	the	rings	and	the	Audi	claim	is	used	as	a	firm	entity	in	all	communication	
media, with the size of the letters and positions determined in advance. 

•			The	logotypes	are	arranged	with	horizontal	or	vertical	reference	to	the	rings.
•			All	logotypes	are	presented	in	the	same	writing/typography	and	start	in	all	cases	with	the	 

name “Audi” in red.

Page 5 

Page 3

Positioning •			The	Audi	brand	logo	is	used	on	all	communication	materials/media	and	is	always	presented	alone	
at a prominent point.

Page 6

Protective zone •			The	Audi	brand	logo	is	surrounded	by	a	protective	zone	barring	the	use	of	other	objects. Page 6

Background •		The	Audi	brand	logo	is	presented	preferably	on	a	white	or	aluminium-coloured	background.
•			Avoid	a	coloured	or	restless	background.

Page 6

Logotypes •			Never	use	competitive	logos	or	product	logos.
•			The	names	of	subsidiaries,	business	areas,	products	and	surfaces	are	allocated	to	the	Audi	rings	 

as logotypes – see the guideline “The Audi Logotypes”. 

Page 4

File versions •			The	Audi	brand	logo	and	the	Audi	rings	are	available	in	a	number	of	variants	for	different	media.	
They are always shown in their most sophisticated, valuable rendition.

•			Depending	on	the	size	in	which	the	rings	are	presented	(ring	width),	always	make	sure	to	use	the	
brand logo in the right size too (S, M, L).

Page 10

Page 11

Most important rules
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You will find digital masters and further information 
in the Corporate Design Portal in the internet.
URL: www.audi.com/cd 
User name: audiuser
Password: marketing
Area: “Logo”

General notes:
AUDI AG
I/VS-21
Brand Development/Corporate Identity
85045 Ingolstadt
Germany

Note:
The presentation and look of colours may vary, depending on 
the printer/rendition used. The pictures shown are not binding 
in their colour and in some cases have been reduced or enlarged 
in size.
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