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The images used are not owned nor are they represented to be owned by helium creative, inc., they are merely examples of the type and quality of photographs and images to be used in the client’s final product. helium creative 
makes no representations nor warranties of ownership and expressly denies they have a right to use said image for anything but examples of the type and quality of images representative of the quality of the work produced.
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BRAND STORY

The story is the foundation of a brand. Not only does is give a general understanding of who the company is, but also helps to set the groundwork for showcasing what the unique positioning 
and selling point are. Understanding the overall brand statements, key terms and language will help gain a strong grasp on who the brand is and what the differentials are. 

The Difference 
What makes the brand unique? How are we going to stand out from the 
herd? The positioning statement, mission, and overall values help define 
who you are and why you do what you do unlike anyone else.

helium creative

Be Here. Be Now.
We all want to feel tapped into something greater than our
microcosm of day-to-day normalcy. Something to take us
from the expected, something that fills us with passion,
with a feeling of greatness, purpose. For some, it’s social
connectivity. Others find purpose in activity, in creation, in
family, the never-ending pursuit for deeper meaning.



helium creative

7 8

Elan Doral   //   Brand Guidelines

the difference [story continued]

The desire to be part-of is an innate thread in our 
human fabric, but how we go about filling that need 
is unique. We’re a product of our environment, 
creatures who absorb the energy around us, meld 
in the vibe of our surroundings. Like that moment 
the right song drops, fills the air, you’re in sync with 
the beat. When a little buzz flickers under your skin, 
an excitement for the unknown, like little mysteries 
around every corner.

Imagine if you could live in that feeling.

In an inspired space filled with the playfully 
unexpected, where living your purpose becomes
a daily platform for being.

Elan Doral offers unlimited opportunities where 
residents can dare to be—

Happy. Real. Comfortable. Inspired. Authentic.
Innovative. Expansive. Nested. Extraordinary.

Residences meticulously tailored to work for
those who live in the moment. Those who care for
polished sophistication yet crave the vibrant 
energy of an urban lifestyle.
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the difference [story continued]

BRAND PILLARS

Brand Pillars are condensed statements that define what’s important to your business while identifying what truly sets it apart from competitors. As part of your brand, it’s critical to 
understand what makes the company unique within the market.  In short, these terms are the key ingredients that describe who the brand is, what it stands for, and why it is unique.

Location:
Doral is a progressive city quickly 
on the rise, named one of the top 
growing cities in the US. Doral offers 
the best of suburban community 
life, with convenient accessibility 
to all of Miami. A city designed to 
thrive, with a new downtown hub 
and CityPlace, featuring boutique 
shopping, dining and entertainment. A 
walkable central downtown promotes 
an active lifestyle, with neighborhood 
favorites always nearby. Continued 
economic development, top-rated 
education, public transportation, and 
close proximity to Miami International 
Airport, position Doral as a desirable 
city to call home.

Design:
Thoughtful interiors in an inspired 
space; with features and finishes that 
focus on bringing an urban luxury to 
Doral. Elan’s design narrative is crafted 
to curate unexpected moments of 
inspiration within a sophisticated 
environment, placing emphasis on 
mood, feeling, aesthetic and quality. 
Contemporary details and materials 
elevate day-to-day life with premium 
furnishings, whimsy and masterful 
execution in Elan’s shared resident 
spaces and amenities. Vibrant patterns, 
color and texture bring an art deco 
feel, while balanced with contemporary 
features and finishes. The result is 
a style signature to Elan Downtown 
Doral where residents are made to feel 
surrounded by art and design.

Amenities:
With a focus on experiential living, 
especially where outdoors are 
concerned, Elan Downtown Doral offers 
both shared and personal amenities, 
including: two pools (one designated 
as adults-only), dog park, yoga lawn, 
expansive green space with park, and 
interconnected walking/fitness paths that 
promote an active lifestyle. Additional 
indoor amenities and activities include: 
robust fitness center, resident theatre, 
entertainment/leisure rooms, social 
spaces, dog spa, as well as areas 
dedicated to entrepreneurs, artists, 
thinkers and doers to promote new ideas.

Accommodations:
Designer finishes and fixtures, upgraded 
slate appliance package, expansive 
windows, and smart home technology, 
Elan offers residents’ a sophisticated 
and thoughtful experience throughout 
the property along with modern 
conveniences. For studio, one, two and 
three bedroom apartment residences 
with spacious floor plans, each with 
a terrace, Elan boasts a quality of life 
draped in comfort and design.
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the difference [positioning statement + tagline]

POSITIONING

The positioning statement defines what makes a company unique in the industry. It is used primarily only for internal purposes to collectively understand the brand ‘niche’ or position. 
The positioning statement is not shown to anyone outside of the company. It is the foundation for all additional messaging and materials. The position answers three questions: Who are 
we targeting? What does the company offer / problem do they solve? How does the company offer a unique vantage over competitors? 

In short, what foot is leading and why is that footing unique? 

Life Auténtico

TAGLINE

A corporate tagline is intended as a nod to what the brand offers, who the company is or the company essence. It is a short, simple, direct line. 

Elan Downtown Doral is a 385-unit apartment community catering to a diverse mix of young 
professionals, families and individuals between 27-42 who seek a progressive urban lifestyle 
from the comfort of a suburban atmosphere. Situated in the rapidly developing South 
Florida cultural hub Doral, Elan is conveniently connected to highend shopping, markets, 
CityPlace, entertainment venues, world-renown golf course, and top-rated schools; with 
close proximity to Miami Beach. Elan offers studio- to 3-bedroom apartments, each with a 
full terrace, designer finishes and fixtures, upgraded slate appliance package, and access to 
all Elan shared amenities. Amenities include: an active pool, a serenity pool, dog park, yoga 
lawn, expansive green space with park, interconnected walking/fitness paths, fitness center, 
resident theatre, entertainment/leisure rooms, social spaces, and dog spa. Elan caters to an 
enhanced lifestyle for its’ residents at the onset of Doral’s imminent rise.
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the difference [resident profile]

RESIDENT PROFILE 1

The Resident

DEFINING CHARACTERISTICS

Well-Traveled
Entrepreneurial
Motivated
Young (ish)
Confident
Tech-Savvy
Health-conscious
Active
Affluent, but aspirational
Will travel to Miami for work and nightlife

CUSTOMER DESCRIPTION

The Professional is focused on both their career and lifestyle. Largely considered a “young professional”, an 
individual between 28 – 35, likely of Latin heritage and inclusive of college students. There is also The Professional 
who is more grounded in their career between 36 – 42. The individuals are highly motivated, eager to shape a 
lifestyle that reflects their ambition, and is also family-oriented. They’ve decided Doral is the best choice due to 
the proximity to Miami without the expense Miami brings, as well as the convenience of local shopping, restaurants 
and budding, walkable downtown Doral. They enjoy trying new things, experiences, and socialization.

The Resident
What makes the brand unique? How are we going to 
stand out from the herd? The positioning statement, 
mission, and overall values help define who you are 
and why you do what you do unlike anyone else.
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the difference [resident profile]

RESIDENT PROFILE 2

The Now Family

DEFINING CHARACTERISTICS

Vibrant and Active
Motivated
Professional, self-employed, flexible schedule
Looking to establish
Active
Shops at Whole Foods
Multi-generational

CUSTOMER DESCRIPTION

The Now Family can pull traits from The Professional. A young couple in the beginning stages of marriage to 
having children. They are in the pink cloud of starting their lives together, shaping a bright future and building their 
family. They are attracted to Doral because it is a new community, vibrant, young, where they can see themselves 
in a day-to-day lifestyle. They are attracted to the top-rated schools and family-oriented activities. They will enjoy 
City Place, eat at local restaurants and develop personal favorites where they’ll frequent. They’re excited about the 
energy Elan brings to Doral in both the progressive interiors and amenities. Will eventually buy a home in Doral.
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FINAL LOGO 
Logo
Your logo acts as a symbol for the brand. It is the first impression, the subtle and unique 
visual communicator that sets the initial tone for the company. This mark has the longevity 
to withstand time, along with the simplicity to effortlessly complement the brand. 
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logo [final logo]



helium creative

19 20

FULL LOGO LOCKUP 

The full logo lockup includes the anchor 
and location marker. It’s most basic color 
application is black and white (as featured).

logo [proper logo usage]

Elan Doral   //   Brand Guidelines
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logo [proper logo usage]

FULL LOGO LOCKUP IN COLOR

The logo has 4 color variations and a rose gold 
graident option when using foil is not possible. This 
includes it’s dark and light inverse and a variation in 
Elan Doral navy blue. There are no deviations from 
the formats shown. 

Elan Doral   //   Brand Guidelines
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LOGO ON BRAND ELEMENTS + PHOTOGRAPHY

When the logo is used over any photography, image, pattern or color, it is important to make 
sure there is clear space for it to reside. No distracting backgrounds, patterns or textures. 
Use these examples or any other examples throughout this book as a guide. 

The logo cannot stand against busy backgrounds, so be mindful of selecting an image that 
allows space for it to shine. If necessary, you can scale or manipulate the photograph to give 
the proper breathing room. Color contrast is also important, making sure the logo is against a 
background that does not distract or blend in. 
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logo [proper logo usage]

25

PADDING

Allow for at least 1x the height of the symbol around the logo for appropriate clearing when placing an image near the logo. Allow for a minimum of .75" of space when placing body copy near 
the logo. Text can easily compete with the logo and interfere with it’s strength. Ample white space is always preferred. 

SCALING

The primary logo can be scaled to a minimum of .9" wide in print and 62 px 
wide for digital applications. 

62 px.9"

.75"
text safe zone

image safe zone
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logo [proper logo usage]

27

CHANGING COLOR 

No weird colors, please!  Stick to our brand 
colors and proper usage. Keep it classy.

SKEWING THE LOGO 

The logo must always be scaled proportionately. 
Never skewed or stretched.

REMOVING DOWNTOWN DORAL

The logo must always maintain its integrity. 
Do not remove Downtown Doral from the full logo.

ALTERING THE LOGO 

Don’t mess with a good thing! Let it be. No playing 
with sizing, scale, composition, etc.

ADDING ELEMENTS 

Adding other graphic elements such as strokes, 
outer glows or drop shadows are not permitted. 

IMPROPER LOGO USAGE

It is easy to ruin a good thing! Don’t let your 
logo fall victim to inconsistent handling. 
Always maintain proper guideline standards.

The following outlines improper logo usage.
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logo [proper logo usage]

29

LOGO ON BACKGROUND
When the logo is used on any photography, image, pattern or color, it is important 
to make sure there is clear space for it to reside. No distracting backgrounds, 
patterns or textures. Use these examples as a guide of what not to do.

TOO BUSY / NOT ENOUGH CONTRAST. FIND AN AREA OF 
PHOTO THAT HAS MORE OPEN SPACE AND WILL OFFER A 
STRONG BACKGROUND.

LOGO SHOULD NOT ATTACH TO ANY DESIGN ELEMENTS, 
RATHER IT CAN FLOAT WITHIN NEGATIVE SPACE.

TOO BUSY, NEEDS MORE WHITE SPACE. SHOULD HAVE CLEAR 
AREA AROUND LOGO FOR VISIBILITY.
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Mood + Inspiration 
The tone + style of the brand is woven throughout all advertising, 
promotional, and brand-related material. These visual references offer 
insight into the mood of the company and how the market will perceive you.

MOOD + INSPIRATION:    
The design direction for Elan Downtown Doral draws inspiration 
from its interior design, as well as the idea of juxtaposing the urban 
energy of Miami and envisioning what that could bring to Doral. An 
unexpected approach met with sophistication to spark curiosity and 
inspire residents in their daily life.
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ARIDA

Árida pays homage to the Argentinian city of San 
Juan, located in the semi-desert Cuyo region, 
where cacti are abundant; a characteristic feature 
of arid habitats.

Árida, inspired by the vegetation of the place, looks 
sharp and aggressive at large sizes but it also 
feels friendly at a smaller scale—portraying the 
dichotomy between humans and nature.

Árida comes in 5 weights, ranging from Regular 
(with a matching italic) to Black. The Regular variant 
contains 773 glyphs and its Italic counterpart is 
composed of 939 glyphs. The font also includes 
small caps, different styles of figures, ligatures, and 
stylistic and contextual alternates, among other 
OpenType features.

typography

35

REGULAR

Arida Regular
MEDIUM

Arida Medium

ARIDA MEDIUM

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj 
Kk Ll Mm Nn Oo Pp Qq Rr Ss 
Tt Uu Vv Ww Xx Yy Zz

1  2  3  4  5  6  7  8  9  0 
! @ # $ % & * ( ) - _+ =

Typography 
Brand typography is broken down to illustrate how to use the 
proper type formatting and font selection for various uses.



helium creative

37 38

Elan Doral   //   Brand Guidelines

GROSA

Grosa is a modernist sans serif designed originally 
as the main typeface for our new website. Simple 
and carefully crafted open forms turn Grosa into a 
powerful workhorse sans serif, a perfect choice for 
branding, signage, web and editorial design. Instead 
of following pre-existent designs, Grosa is the silver 
lining found in the interception of some of the most 
iconic sans serifs in history. Grosa is available in 
four weights, Light, Regular, Medium and Bold with 
matching italics and a wide range of characters.

Although Italics appear oblique, curves and 
diagonals have been corrected to ensure weighting 
stays true to their upright counterparts. Slightly 
thinner stems allow the appropriate stress that italics 
provide within text.

typography

helium creative

LIGHT

Grosa Light
REGULAR

Grosa Regular

MEDIUM

Grosa Medium

BOLD

Grosa Bold

GROSA LIGHT

Aa Bb Cc Dd Ee Ff Gg Hh Ii 
Jj Kk Ll Mm Nn Oo Pp Qq Rr 
Ss Tt Uu Vv Ww Xx Yy Zz

1 2 3 4 5 6 7 8 9 0 
!@#$%^&*()-_+={}
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HOW TO USE DISPLAY 
Display headlines are used for any showcased/primary call 
outs or headline typography. It is ideal for a single sentence, 
pull quote or strong (brief) statement that you want to stand 
out or pack a visual punch. Display usage is great against a 
photograph or high contrast background.  

HOW TO USE SECONDARY DISPLAY
Display headlines are used for any showcased/primary 
call outs or headline typography. It is ideal for a single 
sentence, pull quote or strong statements that you want 
to stand out or pack a visual punch. Display usage is 
great against a photograph or high contrast background.  

HOW TO USE BODY COPY
Your body copy is what you will write letters with, format 
large areas of copy, display information about the brand or 
product. Body copy is often large areas of text, or can be 
elongated sentences/short paragraphs. 

HOW TO USE TITLES
Titles are used to contrast Display type and add 
visual punch. This typographic treatment is best 
used for supporting information, categories, etc. and 
is often paired with display headlines, body copy, 
buttons on web pages, contact and other minimal 
information. Titles should be brief, kept only to a few 
words or short statements and quotes. 

typography [hierarchy]

TITLES

-  SUPPORTING DETAILS

-  SMALL STATEMENTS 

-  TYPOGRAPHIC DESIGN ACCENTS

-  BULLETS

-  DIGITAL BUTTONS

DISPLAY 

- SHORT STATEMENT
- CALL OUT

SECONDARY DISPLAY 

- Subheadline
- Section opener
- Titles
- Quotes / Call out

BODY COPY

- All main readable text

DISPLAY
Arida Medium
Leading: -4 pt > font size
All caps or RegularDISPLAY

Secondary Display

TITLE

Body Copy

SECONDARY DISPLAY
Arida Medium
Tracking: -10
Leading: 2.5pt > font size

TITLE
Grosa Medium
Tracking: 40
All Caps

BODY COPY
Grosa Light
Tracking: 0 pt
Leading: 3pt > font size
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OVERVIEW:
These pages serve to show examples of 
typography usage for better understanding 
of hierarchy and application. 

Varied samples of body copy and headlines 
are showcased to demonstrate the ratio 
of headline to body copy, as well as the 
importance of maintaining clear and legible 
body copy with appropriate leading and sizing.

typography [usage]

TITLE DISPLAY
Arida Medium
Leading: -4 pt > font size
All caps 

TITLE
Grosa Light
Tracking: 40

SUBHEAD
Arida Medium
Tracking: -10
Leading: 2.5pt > font size

BODY COPY
Grosa Light
Tracking: 0 pt
Leading: 3pt > font size

Elan Doral   //   Brand Guidelines

DISPLAY
HERE
TITLE GOES HERE

Subhead Goes here
Body copy here. Elan Downtown Doral offers a bespoke 

lifestyle for those who seek new opportunities, those 

who live the now. A residential building that connects a 

creative and vibrant energy to the growing downtown 

environment of Doral.

We all want to feel tapped into something greater, 

something to take us from the expected, something 

that fills us with passion, with a feeling of greatness and 

purpose. Imagine if you could live in that feeling. In an 

inspired space filled with the playfully unexpected, where 

living your purpose becomes a daily platform for being. 

Those who care for polished sophistication yet crave the 

vibrant energy of an urban lifestyle.
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typography [usage]
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typography [usage]
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COLOR

The Elan Doral color palette is composed of  a series of blues 
and teals that are sophisticated. These colors range from deep 
elegant hues, to bright neons that reflect the Elan’s lifestyle 
in Downtown Doral.  A sophisticated palette to communicate 
Elan’s stylish lifestyle and trusted guarantee.

PANTONE®

The proprietary color matching system used in printing to 
create inks and maintain color integrity; the Pantone numbers  
listed refer to the Pantone Matching System.

RGB

[Red, Green, Blue] – the method by which video monitors 
and projectors display color; the numeric values listed refer 
to the amount or intensity of red, green, and blue in each of 
the colors.

CMYK

[Cyan, Magenta, Yellow, Black] – also referred to as “process 
colors,” the method by which images are printed using cyan, 
magenta, yellow, and black. The specific numeric values refer 
to the percentages of each of the four process colors.

HEX 

The colors used in display devices [PC monitors and 
scanners]; the numeric values listed refer to the amount or 
intensity of red, green, and blue in each of the colors.

48

Elements 
Color, texture, and supporting accents each help to communicate the brand language 
and enhance the brand experience. They are used interchangeably, but never all together. 
These additional elements help breathe life into your brand.

4747
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BLUE
Pantone 3155
RGB 13, 77, 84
HEX #0D4D54

GREY
Pantone Warm Grey 1
RGB 239, 239, 239
HEX #EFEFEF

ROSE 
METALLIC / Pantone 10443
METALLIC / LUXOR 319
RGB 242, 233, 219
HEX #B4887B

NAVY
Pantone 3035
RGB 0, 43, 61
HEX #002B3D

TEAL
Pantone 317
RGB 196, 235, 227
HEX #C4EBE3

PINK
Pantone 906
RGB 255, 118, 206
HEX #FF76CE

PRIMARY COLORS

SECONDARY COLORS METALLIC / FOIL ACCENT

100%                                 90%                                 80%                                 70%                                 60%                                 50%                                 40%                                 30%                                 20%                                 10%

TINT
A color tint can be used to work with an overall composition 
and create contrast or monochromatic imagery. Tints are not 
meant to be used on Elan Doral logo.

PANTONE “C” AND “U”
Pantone uses two letters to define how a color looks on 
specific materials: C for Coated and U for Uncoated. In some 
cases, we have chosen two different Pantones depending on 
the surface. RGB, CMYK, and HEX values are based on the C 
(Coated) colors.
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elements [design]elements [graphic]

51

ELAN ICON
This icon is a custom icon created to further the 
identity system. It is a diverse element that can be 
combined with other graphics. This icon should be 
used as a small pop of color in Elan’s Brand pink. 
As it is a element in the full logo, it is an accent that 
helps further brand recognition and identity.
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elements [graphic]

MARBLE PATTERN
This photographic pattern can be used for textural 
contrast to images and graphics. It is to be layered under 
Elan’s scallop pattern to create a whimsical backdrop for 
collateral and printed items.

The elegant style reinforces the brand’s sophistication 
and luxurious lifestyle.

SCALLOP PATTERN ELEMENT
This scallop pattern can be used for textural 
contrast to images and graphics. This pattern 
can be used in addition to Elan’s marble pattern 
and other imagery.
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elements [graphic]

LINE PATTERN
This graphic pattern can be used for textural contrast to 
images and graphics. It is to replace Elan’s marble pattern 
to create an organic finesse which brings the viewers eye 
through out a composition in a playful way.

The elegant style reinforces the brand’s sophistication 
and luxurious lifestyle.

LIFE AUTENTICO ACCENT MESSAGING
The main ELAN Doral tagline is used in a standard format 
of either horizontal or vertical, in all caps.
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application

Application
The following pages showcase both concept and approved brand materials. 
They can be used as visual reference for future brand materials.



helium creative

59 60

Elan Doral   //   Brand Guidelines

application
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OVERALL STYLE
The following imagery is approved to be 
used for all ELAN Doral material. Any other 
imagery must be approved.

Approved Stock
Photography helps tell your brand story, bringing all ideas and tones together 
to evoke an emotion and connect to the consumer. The style of photography, 
photo selection, and consistency of images is important for brand standards.
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photography
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photography
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photography
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