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Welcome to our brand new Brand Book. We’re excited 
and grateful that you’re here to explore our brand. Think 
of this as a guide to help you get to know all the elements 
that make Independent Lens what it is, along with ways 
to navigate the different layers of the IL brand. 

With your help, we can keep the Independent Lens brand 
vital and strong. Now, if you’re ready to dive in, let’s go...

Hello!
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Get to  
know us

Independent Lens starts with a basic principle that we as a society are only as good as 
the conversations we have. 

How do we start these connections? With stories.

Since the beginning of time, stories have been our social glue: they help us unite, navigate 
our world, understand each other and record our human experiences. 

Story is powerful stuff!

What exactly is it about stories? 

Well, stories spark connection and conversation.

Stories allow us to understand ourselves, and give us the doorways to understand each 
other. Stories sync our brains — even at a neural level — and allow us to connect, giving 
us the common entry points to conversations.

Independent Lens is a place where great stories by great storytellers thrive. 

And so, we exist to strike up conversations.
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Who we’re  
talking to

Independent Lens viewers are people who want 
to play a significant role in the world, who thirst 
for purpose and speak up to share their ideas.

We like to call them Independent Thinkers.
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Ours is an audience of Independent Thinkers.
Let’s break it down. We look at our audience’s 
personality like this:

explorer
not conqueror

challenging
not contrary

strong
not aggressive

ask
not demand

share
not shout

celebrator
not critic
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Making it real
Now that we have an image of the Independent 
Thinker, where do we find her in reality? As it 
turns out, there is a whole generation of people 
with these qualities, Generation X. 

The Baby Boomers and Millenials may be  
larger groups, but Generation X is our North 
Star. These are our people. 

How do we reach these people and start the 
conversations that we want?

Gen X

Generation X, born between 1965 and 1980, between 34 and 
50 years old. Independent and resourceful, they’re eager 
to put in the time and effort toward their values. These are 
viewers who believe in education and not just as a one-time 
deal — they’re always learning, in any way they can. They work 
hard, often putting in extra hours to get the job done. They’re 
generous, too, giving money to charities supporting the many 
causes they believe in. And they speak up, not afraid to give 
opinions about things they feel passionate about, but in a way 
that involves real human connections and conversations.
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Talk the talk
Our tone:

Optimistic
Independent Lens is optimistic in nature.  
We believe the best in people can shine through 
if given a chance and a voice. 

Spirited
Let’s not forget the determination and unique-
ness that make up the subjects of Independent 
Lens films. 

“The important thing is not to stop questioning. 
Curiosity has its own reason for existing.”  
— Albert Einstein, which applies not just to our 
audience but to our filmmakers, probing for rich 
conversation. And it applies to the spirited tone 
of our work, too.

Fearless
We ask the tough questions, are unafraid to get 
at uncomfortable truths. 

“Nothing in life is to be feared. It is only to be 
understood.”  
— Marie Curie

Open
Independent Lens is open-minded, open  
to conversation, open to new ideas and  
perspectives.

Powerful
Independent Lens is all about powerful  
concepts, the power of emotional storytelling  
to move and engage, to reach people, and 
inspire them to both have a conversation and 
make a difference.

Not so much

Independent Lens doesn’t 
want to sound too insti-
tutional (we’re not stuffy 
academics here), 

nor 
Too aggressive (we don’t 
need to SHOUT IN YOUR 
FACE to be heard),

nor 
Too rigid (we want to be  
consistent but not so  
much that we… sound...like...
robots.)
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This is our logo.

It’s our lightning bolt that  
strikes up conversations.

In the same way that 
our words do, the 
visual elements that 
we choose reflect our 
personality. Think of 
these elements as our 
clothing, but instead 
of shoes, jackets, and 
hats we have a color 
palette, images, type-
faces, and a logo.

Walk the  
walk
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Walk  
the line

Too many logos
All standard consumer- 
facing Independent Lens  
materials should have only 
the IL and PBS logos. All 
funder mentions should  
appear in small text (no  
logos) at the bottom of  
the piece. 

In special cases for cam-
paigns or co-presentations 
there can be a maximum 
of four logos; Independent 
Lens, PBS, co-presenter, and 
campaign. All other partners 
must appear in text only.

Every logo needs rules or they just can’t function in the world; here are 
some of our logo’s rules:

There are three different versions for the Independent Lens logo; the 
primary horizontal version, a horizontal version for small uses, and a 
stacked vertical version. The vertical and small horizontal version should 
be used only when the primary logo does not work in the given space. 
The “i” in the top of the lightning bolt is always the same color as the 
words “Independent Lens.” 

NOTE: Please don’t download our logo just by finding it by searching  
Google Images! Those pics may not be up to snuff.

Primary Small Vertical
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The preferred color logo is wine (PMS 222) and gray Primary 
(PMS 422), with the “i” section of the bug and “Independent 
Lens” in wine, and the “L” section of the bug in gray. 

Want to do it up in grayscale? The preferred grayscale logo is 
black (100% black) and gray (44% black), with the “i” section 
of the bug and “Independent Lens” in black, and the “L”  
section of the bug in gray. The logo may also be used in either 
all black or, if against a dark background of course, all white.

Color
wine gray

PMS 222

PMS 422
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Secondary  
palette We also have a secondary palette that can be  

applied to the logo on special occasions. Just 
let us know when you have something that we 
can help you celebrate.  
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ABCDEFGHIJKLM 
NOPQRSTUVWXY 
Z1234567890&!?

Typeface

Our primary typeface for branding is League Gothic. This 
typeface should be used as headline fonts. For secondary 
typeface, such as smaller text and supporting text, Bebas 
Neue should be used. 

If you really have a lot to say, you should use Gotham. This 
typeface works best for large bodies of text. In fact, you’re 
reading it right now.
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Photography
Immersive is good, passive is bad.

When choosing photos to use our logo on 
to promote Independent Lens, here are 
just a few examples of what not to do:

– Passive

– Flat 

– Constrained

What Independent Lens images should be 
is expansive and full of possibilities.

Learn more details about how to use our 
various assets in the next section…
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Elements & Usage
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Let’s get  
serious.
Up until now we’ve been in the “getting 
to know you” stage, talking big picture 
to give you a sense of who we are. 
From here on out we’re going to be 
drilling down to the details of how the 
various elements we’ve mentioned are 
used in day-to-day situations. 
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  Video Offer
  Lower Third
  Web Toss

Elements & Usage
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Primary

Logo
Safe Area

Our logo comes in three different  
configurations, Primary, Small and  
Vertical. This is Primary, the preferred 
configuration. You’ll notice that the  
INDEPENDENT LENS is the same 
height as the L in the IL mark.

Think of the Safe Area as the logo’s 
personal space. When other elements 
start to encroach on this minimum 
amount of clear space, things start  
getting uncomfortable. 
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Small

Logo
Safe Area

Our logo comes in three different  
configurations, Primary, Small and  
Vertical. This is Small, the configuration 
to be used when the logo needs to be 
— you guessed it — smaller. Like Primary,  
the name comes to the right of the mark, 
but it’s bigger— the full height of the IL 
(not including the dot of the i) mark.
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Vertical

Logo
Safe Area

Our logo comes in three different  
configurations, Primary, Small  
and Vertical. This is Vertical, the  
configuration to be used when the  
logo needs to fit in a narrow space. 

x x

x

.5x

41°

.5x

.5x
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Bug

Logo
Safe Area

In addition to the three different  
configurations, Primary, Small and  
Vertical, there is also a Bug that  
consists of just the lightning bolt IL 
without the wordmark. 

This should be used only in situations 
where Independent Lens is already  
understood.

x x

x

.5x

41°

.5x
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PRIMARY

Logo
ALIGNMENT: CENTERING

Auto Centered Optically Centered

Special care is required when centering 
the IL logo. The Primary version of the 
logo is weighted to the bottom and left 
and should be moved up and slightly 
to the right to appear centered. 

NOTE: The amount that the logo will need to be  
shifted will vary depending on any number of  
variables, i.e. if the logo is a single color, there is 
more or less space around the logo, etc. Your best 
guide will be your eye.
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SMALL

Logo
ALIGNMENT: CENTERING

Auto Centered Optically Centered

The weight distribution is less  
pronounced in the Small version,  
but it will still need to be moved  
up and to the right to appear to  
be centered.

NOTE: The amount that the logo will need to be 
shifted will vary depending on any number of  
variables, i.e. if the logo is a single color, there is 
more or less space around the logo, etc. Your best 
guide will be your eye.
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Vertical & BUG

Logo
ALIGNMENT: CENTERING

VERTICAL BUG
Auto Centered Auto CenteredOptically Centered Optically Centered

The Vertical version of the logo is 
heavily weighted to the left and will 
need to be shifted to the right to  
appeared centered. 

The same is true for the Bug.

NOTE: The amount that the logo will need to be shift 
will vary depending on any number of variables, 
i.e. if the logo is a single color, there is more or less 
space around the logo, etc. Your best guide will be 
your eye.
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Usage

Logo
Don’t

DON’T Stretch DON’T angle 

DON’T “fix” it

DON’T compress

DON’T rearrange the elements

DON’T USE ONLY THE WORDMARK

DON’T CHANGE THE TYPE

Please,  
don’t alter 
our logo

Independent 
Lens
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COLOR USAGE

Logo
PRIMARY
WINE & GRAY

The primary palette for the Independent 
Lens logo is wine (PMS 222) and gray 
(PMS 422), with the “i” section of the 
bug and “Independent Lens” in wine, 
and the “L” section of the bug in gray. 

PMS 422

PMS 222
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Primary

Color

WINE

111 | 25 | 62
0 | 100 | 10 | 59
#6F193E
Pantone 222

Gray 3
159| 162 | 163

0 | 0 | 0 | 44
#9fa2a3

Pantone 422

RGB

CMYK

HEXADECIMAL

SPOT

Wine and gray is our primary color  
palette. Whenever possible these 
should be the dominant colors.

GRAY 1

218 | 217 | 215
0 | 0 | 0 | 17
#dad9d7
Pantone  
COOL GRAY 1

GRAY 2

209 | 208 | 206
0 | 0 | 0 | 22

#d1d0ce
Pantone COOL GRAY 2

GRAY 5

61 | 57 | 53
0 | 0 | 0 | 92

#3d3935
Pantone Black 7

GRAY 4

112 | 114 | 113
0 | 0 | 0 | 68
#707271
Pantone 424
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Wine & GRAY

Gray & gray

BLACK & GRAY

WHITE & GRAY

Wine & black

Gray & black

BLACK & BLACK

WHITE & BLACK

Wine & white

GRAY & WHITE

BLACK & WHITE

WHITE & WHITE

Wine & wine

GRAY & WINE

BLACK & WINE

WHITE & WINE

COLOR USAGE

Logo

Wine, gray, black, and white are all  
approved colors, but not all combina-
tions of those colors are approved.

The logos that aren’t crossed out 
are approved color usages. They are 
ranked in the order of preference.

NOTE: Logos with the same number are equal in 
order of preference and factors such as contrast 
determine which version is to be used.

1

3 4

2

3

4
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START HERE

Primary

Small

Vertical

- Logo is very large
- Space is very narrow

Gray doesn’t show up
against the background 

Color clashes or IL is 
secondary to another brand

- Logo is very small

Gray doesn’t show up
against the background 

Wine doesn’t show up
against the background 

Background too dark

Background too light

 | 27

USAGE DECISION TREE

Logo

When choosing which logo to use  
consider the following;

Which is the right configuration for 
your need?

- Primary
- Small
- Vertical 

Does the logo stand out?

Is it legible?

Is it the focus of the piece?  
Should it be?

For materials where IL is the main  
focus, wine is always the first choice.

Does wine clash with other colors?

A two-tone logo is preferable to a one 
color logo.
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Usage

Logo
Background contrast

90% Black

40% Black

100% Black

50% Black

70% Black

20% Black

80% Black

30% Black

60% Black

10% Black

Be sure there is enough contrast  
between the logo and the background.

The ideal gray value for the background 
of the wine and gray logo is less than 
30% black. 

NOTE: The logo may work on other backgrounds,  
but be aware of the final method of production.  
The logo may work on black on screen, but not if  
it is printed.
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Color usage

Logo
Don’t

DON’T make the wordmark two colors

DON’T make the logo all gray 

DON’T make the Bug WINE and Black DON’T make the LOGO ALL WINEDON’T make the wordmark the color of the L
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COLOR usage

Logo
SECONDARY

In addition to the primary palette there 
is a secondary palette that can be used 
in limited situations.

FOREST

PLUMPACIFIC

OLIVE

TANGERINE
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Secondary & Tertiary

Color

RGB

CMYK

HEXADECIMAL

SPOT

RGB

CMYK

HEXADECIMAL

SPOT

OLIVE

180 | 170 | 47
0 | 6 | 74 | 29
#B4AA2F
Pantone 7745

Tangerine

192 | 89 | 22
0 | 54 | 89 | 25
#C05916
Pantone 471

Forest

0 | 92 | 66
76 | 0 | 64 | 62
#005c42
Pantone 626

Pacific

2 | 108 | 182
90 | 57 | 0 | 0
# 026cb6
Pantone 660

Plum

111 | 25 | 62
0 | 77 | 44 | 56
#5D3969
Pantone 7665

Light olive

213 | 209 | 162
0 | 2 | 24 | 16
#D5D1A2
Pantone 5875

Light tangerine

236 | 194 | 118
0 | 18 | 50 | 7
#ECC276
Pantone 7403

Light forest

151 | 197 | 194
23 | 0 | 2 | 23
#97C5C2
Pantone 7464

Light pacific

205 | 219 | 228
10 | 4 | 0 | 11
#CDDBE4
Pantone 642

Light plum

218 | 192 | 227
4 | 15 | 0 | 11
#DAC0E3
Pantone 256

Our secondary color palette is the 
bright and energetic side of our  
personality. The light versions of  
the colors should only be used in  
combination with a more saturated  
color, never on their own.
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COLOR usage

Logo
SECONDARY

OLIVE

OLIVE

FOREST

FOREST

PLUM

PLUM

PACIFIC

PACIFIC

TANGERINE

TANGERINE

The logo may be used 
in the secondary color 
palette in the two-tone 
version.

Or with the darker color 
combined with white.



 | 33

OLIVEFOREST PLUMPACIFIC TANGERINE

COLOR usage

Logo
SECONDARY

OLIVEFOREST PLUMPACIFIC TANGERINE

In special instances the 
logo may appear in the 
darker secondary colors.

Do not reverse  
the colors in the  
two-tone versions.
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OLIVEFOREST PLUMPACIFIC TANGERINE

COLOR usage

Logo
SECONDARY
DON”T

OLIVEFOREST PLUMPACIFIC TANGERINE

Do not use a secondary 
color with gray.

Do not use a secondary 
color with black.



RARELY
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Logo
SECONDARY PALETTE

SOMETIMES

COLOR COMBINATIONS RECAP

NEVER
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COLOR usage

Logo
BLACK & WHITE

When color isn’t an option, the logo 
may be used in either all white,  
all black, black and white, or in  
combination with the primary gray 
from the palette.

WHITE

BLACK & GRAYBLACK

GRAY & WHITE

BLACK & WHITE
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Usage

Logo
Background contrast
Black & Gray Logo

90% Black

40% Black

100% Black

50% Black

70% Black

20% Black

80% Black

30% Black

60% Black

10% Black

The black and white version of the logo 
should only be used on backgrounds 
with a 20–70% gray value.



 | 38

Usage

Logo
Background contrast
Black & Gray Logo

90% Black

40% Black

100% Black

50% Black

70% Black

20% Black

80% Black

30% Black

60% Black

10% Black

The black and gray version of the  
logo should only be used on light or 
medium dark value backgrounds.
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Usage

Logo
Background contrast
WHITE & Gray Logo

90% Black

40% Black

100% Black

50% Black

70% Black

20% Black

80% Black

30% Black

60% Black

10% Black

The white and gray version of the  
logo should only be used on dark or 
medium dark value backgrounds.
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Usage

Logo
Background contrast
White LOGO/BLACK LOGO

90% Black

40% Black

100% Black

50% Black

70% Black

20% Black

80% Black

30% Black

60% Black

10% Black

The white version of the logo should 
only be used on dark or medium dark 
value backgrounds. 

The black version of the logo should 
only be used on light or medium light 
value backgrounds. 
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Usage

Logo
Recap

- The Primary logo (where INDEPENDENT LENS is the height of the “L” part of the bug) is always the 
first choice of logo configuration

- When the logo is small, use the Small version  
(INDEPENDENT LENS is the height of the “iL” part of the bug not including the dot of the “i”)

- When the logo is very large or in a narrow space use the Vertical version of the logo  
(INDEPENDENT LENS is below the bug instead of to the right)

- The wordmark (INDEPENDENT LENS) is always the same color as the “i” part of the iL bug

- The “i” color is always the most prominent/strong color in the IL logo 

- Only use the logo in approved colors

- Use a version of the logo with wine (wine and gray, wine and white) whenever possible

- A two-tone logo is better than a single color logo

- The only approved single color logos are black and white
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 | 42

Logo

First choice

Second choice

Third choice

Fourth choice

PRIMARY PALETTE APPROVED



SMALLVERTICAL
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Logo

First choice First choice

Second choice Second choice

Third choice Third choice

Fourth choice Fourth choice

PRIMARY PALETTE APPROVED



PRIMARY
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Logo
SECONDARY PALETTE APPROVED

First choice

Second choice

SPECIAL Cases



SMALL
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Logo
SECONDARY PALETTE APPROVED

First choice

Second choice

SPECIAL Cases



VERTICAL
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Logo
SECONDARY PALETTE APPROVED

First choice

Second choice

SPECIAL Cases
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Angle

Elements

Our filmmakers look at things from 
many different angles. IL elements 
should be either 41° off the vertical  
axis or 41° off the horizontal axis.

41°

41°
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Angle

Elements

One way the angle is used is in the  
lower third (see page 64). 
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CIRCLES

Elements

The circle is derived from the dot of the i 
in “independent” and serves to highlight 
or focus the viewer’s attention.
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Images

Images are available for download  
at pbs.org/independentlens/about/
brand-book.html

http://www.pbs.org/independentlens/about/brand-book.html
http://www.pbs.org/independentlens/about/brand-book.html
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Aa

Typefaces

League Gothic Bebas Neue Gotham

League Gothic, designed by The League of Moveable Type, is a  
strong condensed typeface whose open source nature reflects the 
ideal of openness of Independent Lens. This is the typeface of our  
logo and should be used in headlines and other brief bold texts to 
convey our character. 

Free font download 
www.theleagueofmoveabletype.com/league-gothic

Bebas Neue was designed in 2004 by Ryoichi Tsunekawa of Dharma 
Type and expanded to multiple weights in 2014 by Svetoslav Simov 
from Fontfabric. These additional weights make it a good complement 
to the relatively heavy League Gothic. As it doesn’t have lowercase 
letters its use should be limited to short secondary text. 

Free font download 
fontfabric.com/bebas-neue

Gotham is a typeface that has been used for everything from the Obama 
campaign to Saturday Night Live, making it a modern classic of 
American typography. Designed by Tobias Frere-Jones, Gotham has 
excellent clarity and readability and should be used for long bodies 
of text.

The font may be purchased at  
www.typography.com/fonts/gotham/overview

168.7 pt 177.125 pt 175.85 pt

A Aa
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APPLICATION

Logo & type
Print AD TUNE-IN

MONDAY 
Feb 23 10/9c

The standard tune-in for print ads 
consists of the logo in wine and gray, 
a circle that bleeds off the edge of 
the page, MONDAY in all-caps League 
Gothic, abbreviated month (no period), 
date and time (no comma in between).

MONDAY is the same height as the  
INDEPENDENT LENS in the logo. 
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Video
BUG

Now let’s take a look at video  
packaging elements using Independent 
Lens branding. From the opening  
credits to the closer, let us help you 
frame clips with new IL branding.
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Video
PBS BUG
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Video
COMING t0
INTRO
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Video
COMING t0
OUTRO ONE Line
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Video
COMING t0
Outro TWO Line
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SAMPLES

Video
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SAMPLES

Video
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Video
COMING t0
CREDITS
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Video
FUNDER POD 
LOGO
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Video
FUNDER POD 
TEXT
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Video
HOME VIDEO OFFER



 | 64

Video
LOWER THIRD
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Video
WEB TOSS



Thank you for spending some time with our 
new Independent Lens Brand Book. We are very 
grateful for all our partners who are helping us 
in our mission to strike up conversations and to 
connect people, through powerful storytelling. 
Now you can help us tell our story, too.

Goodbye!

Want to talk some more?
Michael Silva
Senior Designer 
michael_silva@itvs.org 

Lisa Tawil
Director of Marketing, Publicity,  
and Creative Services
lisa_tawil@itvs.org 

Amna Mirza
Managing Director of Marketing  
& Communications: 
amna_mirza@itvs.org

Download this guide
www.pbs.org/independentlens/
about/brand-book.html
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