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1.0

Our Story
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1.1 OUR STORY

Investors think their portfolios are diversified, but  

they’re not. The edges of conventional wisdom offer no 

edge at all. Our advantage exists in non-traditional 

places—intuition guides us there, access and ingenuity 

unleash its potential. That’s how we create the unique 

building blocks for smarter, more diverse portfolios.

Innovation means embracing uncertainty, pushing 

convention aside, and forging ahead with smart, highly 

specialized strategies. We play the players and the  

game, developing invaluable expertise and differentiated 

products for truly diversified portfolios.

We offer alternative thinking and intellectual capital no 

one else has. Enlightening smart investors as partners  

is essential. We succeed when they think differently and 

build better portfolios that outperform expectations.

This is where big thinkers bring unconventional  

strategies into the mainstream and push the boundaries 

of our industry. We’re combining entrepreneurial spirit 

with an academic mindset to make a meaningful difference 

in the way people approach investing.

Narrative
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1.2 OUR STORY

Short Form Narrative

Beyond 
convention
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1.3 OUR STORY

Brand Character

Enlightened Maverick Resilient Exemplary

We transcend old wisdom and 

open our clients’ minds to new 

opportunities. Our intellectual 

curiosity is contagious, and 

our knowledge is shared. We 

combine entrepreneurial spirit 

with an academic mindset, so 

our clients can invest with the 

confidence of foresight and 

the clarity of hindsight. 

We’re challenging group think 

and old conventions. Redefining 

volatility is bound to shake up 

our industry. Our approach to 

portfolio construction is at 

the forefront of a new era of 

investing. This isn’t just about 

being different—it’s about 

thinking differently to find 

new ways to build uniquely 

diversified portfolios.

We’re reliable, dependable, 

and built to thrive in all market 

conditions, no matter which 

direction they take us.  

We’ll be the first to say that 

our vast knowledge of the 

past can’t predict the future. 

Instead, we plan for known 

unknowns, and our track 

record proves there’s success 

in a highly versatile approach. 

No matter what conventional 

thought tells us, we’re 

undeterred in our commitment 

to our clients’ success.

We stand out because our 

people and their strategies 

are outstanding. We lead by 

example because action 

speaks louder than wisdom. 

Our strategies are proven, 

and our results are undeniable. 

We have the confidence that 

comes from knowing that 

we’re on to something big.
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2.0

Brandmark
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2.1

Definitions

BRANDMARK

SYMBOL

BRANDMARK

WORDMARK

The Salient brandmark is made up of 

two elements: the wordmark and the 

symbol. These pieces make up the 

brandmark or logo, and should never 

be used separately.
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2.2

1

10pt288pt

1/3

2/3

Symbol

BRANDMARK

Made up of two rectangles  

seen in two different perspectives, 

the Salient symbol suggests the 

unconventional thinking and vision  

at the heart of the brand.

The geometry or weight of the symbol 

should not be altered.
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2.3

Primary Lock-up

CLEAR SPACENOTE

1

1

1

2 2

2 2

BRANDMARK

The preferred version of the 

brandmark is in a horizontal lock-up, 

and should be used with the primary 

teal on white wherever possible.

To ensure the integrity of the 

brandmark, use a minimum amount of 

clear space equal to two times the 

size of the symbol’s inner square.



FULL COLOR: POSITIVE (PREFERRED) ONE COLOR: REVERSED

FULL COLOR: REVERSED ONE COLOR: POSITIVE
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2.5

Variations & Sizes

VERTICAL LOCK-UP CLEAR SPACE

VERTICAL LOCK-UP MINIMUM SIZE: SCREEN

MINIMUM SIZE: PRINT

75pt

1

1

1

1

1

1

3/4

1

.375” .5”

55pt

BRANDMARK

In certain circumstances, such as in a 

square format, it may be preferable to 

use a vertical lock-up of the 

brandmark. The preferred version is 

on white with ample clear space.

To ensure legibility, the brandmark 

should not be used smaller than these 

minimum sizes.

NOTE

Subbrands cannot be added to the 

vertical lock-up.
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2.6

Brandmark 
Placement

BRANDMARK

As a general rule, the brandmark 

should be placed in one of the four 

corners of a layout.

Content should align with the  

symbol on the vertical axis, but with 

the wordmark on the horizontal.
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2.7

Incorrect Usage 1

3

5

7

2

4

6

8

BRANDMARK

It is important to use the Salient 

brandmark in the proper way. Below 

are some (but not all) incorrect uses 

of the brandmark.

1 Do not alter the symbol and 

wordmark’s size relationships.

2 Do not change symbol alignment.

3 Do not rotate the brandmark.

4 Do not stretch or distort  

the brandmark.

5 Do not use unofficial colors.

6 Do not change the wordmark’s font.

7 Do not apply effects to the 

brandmark.

8 Do not use the wordmark  

without the symbol.
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3.0

Color
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3.1 COLOR

Color Palette

PRIMARY SECONDARY TERTIARY
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SKY BLUE

71R 180G 231B 

#47b4e7

BRIGHT MAGENTA

252R 10G 252B 

0C 100M 33Y 10K 

PMS 813

PRIMARY TEAL (T0)

37R 187G 184B 

68C 0M 23Y 0K 

PMS 326 

#25bbb8

BRIGHT TEAL

38R 209G 209B 

#26d1d1

T1 (Hyperlinks)

34R 152G 150B 

#219996

T2

30R 117G 115B

T3

27R 82G 81B

T4

28R 52G 59B

3.2

Color Specs

BRIGHT YELLOW

255R 224G 0B 

0C 16M 76Y 0K 

PMS 115

RED

199R 28G 87B 

11C 80M 30Y 1K 

PMS 214

PRIMARY NEUTRAL (N0)

60R 46G 72B 

76C 80M 45Y 43K 

PMS 276 

#3c2e48 

N1 240R 240G 240B

N3 176R 171G 181B

N4 138R 130G 145B

N5 107R 99G 117B

N6 77R 69G 89B

N7 46R 36G 54B

N8 31R 23G 36B

N9 15R 10G 18B

N2 217R 214G 217B

COLORS

The primary palette, composed of teal 

and aubergine, represents the overall 

Salient brand.

The secondary palette should be used 

for highlights, charts, and graphs.

The tertiary palette should be used 

sparingly for fine lines and .

Red should only be used to represent 

negative values and concepts.

As a general rule, use the bright 

colors sparingly but impactfully.  

A ratio of 90% white/neutral to 10% 

bright color is a good rule of thumb.

BRIGHT GREEN

9R 215G 3B 

#0ad603

BRIGHT ORANGE 

248R 160G 2B 

#f8a002

BRIGHT BLUE

89R 28G 250B 

#591cfa

GREEN S2

8R 158G 0B

BLUE S2

66R 18G 189B

GREEN S3

5R 128G 0B

BLUE S3

56R 13G 158B

GREEN S4

5R 107G 3B

ORANGE S4

194R 79G 0B

BLUE S4

46R 10G 135B

GREEN S5

3R 82G 0B

ORANGE S5

178R 64G 0B

BLUE S5

38R 5G 112B

GREEN S1

13R 194G 0B 

#0dc200

BLUE S1

77R 23G 219B 

#4d17Db

ORANGE S1

242R 133G 0B 

#f28500

ORANGE S2

227R 110G 0B 

#e36e00

ORANGE S3 

212R 94G 0B 

#d45e00

SECONDARY COLORS

LIME GREEN

183R 212G 51B

OLIVE GREEN

109R 112G 46B 

PMS 5757

BRIGHT PURPLE

150R 37G 134B 

#962586

TERTIARY COLORS



V1.6 18Salient | Brand Guidelines

3.3

Color & Product 
Architecture

COLOR

Single Asset 
 Equities 
 Real Assets 
 Fixed Income & Credit

Multi Asset

Hedged Strategies

Color is used to differentiate funds 

across the top-level categorization.
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4.0

Typography
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4.1

Primary Typeface

TYPOGRAPHY

Produkt 
Light, 
Medium 

& Semibold 
are our 
brand fonts.

Used in titles and headlines, Produkt is 

a distinctly modern slab serif that 

comes in a wide range of weights. 

Clean and crisp without feeling sterile, 

this typeface can be both functional 

and impactful.
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4.2

Secondary Typefaces

Rockwell Bold 

ABCDEFGHIJKLM 

NOPQRSTUVWXYZ 

abcdefghijklm 

nopqrstuvwxyz 

0123456789

Arial Bold 

ABCDEFGHIJKLM 

NOPQRSTUVWXYZ 

abcdefghijklm 

nopqrstuvwxyz 

0123456789

Rockwell Regular 

ABCDEFGHIJKLM 

NOPQRSTUVWXYZ 

abcdefghijklm 

nopqrstuvwxyz 

0123456789

Arial Regular 

ABCDEFGHIJKLM 

NOPQRSTUVWXYZ 

abcdefghijklm 

nopqrstuvwxyz 

0123456789

SYSTEM FONT: PRIMARY SYSTEM FONT: SECONDARY

Relative Bold, 
Medium & 
Book are our 
secondary & 
body copy fonts.

A workhorse typeface, Relative  

serves as body copy and captions.  

It performs its job seamlessly,  

without being bland.

TYPOGRAPHY

NOTE

If necessary, use these default system 

typefaces as stand-ins for the brand 

typefaces.
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4.3

Hierarchy

Lorem ipsum dolor sit 

amet consectetur.
Nunc posuere leo, sit amet.

Morbi volutpat eu ligula ut suscipit. Mauris 

semper massa vel quam facilisis pharetra. 

Pellentesque tincidunt tortor sit amet augue 

rhoncus pulvinar.

Vvamus velit felis, consectetur. 

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Etiam libero 

velit, egestas a vehicula sit amet, bibendum sed eros. Vestibulum sit 

amet ipsum nisl. Vivamus vitae commodo urna. Aliquam tristique orci 

nulla, sed ultrices arcu consequat ac. Aliquam ullamcorper vestibulum 

lectus, vitae dignissim ipsum feugiat faucibus. Nullam gravida, ipsum in 

aliquet euismod, augue urna euismod est, eu bibendum augue purus a 

justo. In tempus gravida leo id lobortis. Donec nunc orci, iaculis in lorem 

ut, pellentesque sodales nulla.

CAPTION LOREM

HEADLINES 

Produkt Light/Medium 

36/44 +0

SUBHEADS 

Produkt Semibold 

18/24 +0

CALL-OUTS/QUOTES 

Produkt Regular 

18/24 +0

H3 

Relative Medium 

18/24 +0

BODY COPY 

Relative Book 

12/25 +0

CAPTIONS 

Relative Bold (All caps) 

10/15 +50

TYPOGRAPHY
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5.0

Photography
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5.2

Landscapes

Wide-angle, aerial photography  

of landscapes and cityscapes suggest 

the “new perspective” at the heart  

of the brand by emphasizing unusual 

angles and intersecting lines.

PHOTOGRAPHY
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5.3

Perspective

Shooting from very low or very  

high angles, or with fisheye or 

panoramic lenses, can also create 

new and unique perspectives.

PHOTOGRAPHY
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5.4

People

The perspective system can be 

suggested in head shots by using 

a three-quarter view and/or a 

high angle.

Expression

Subjects should appear friendly and 

approachable, but professional—not 

flippant. Eye contact should always 

be maintained.

Background

Portraits should be shot against a 

neutral, plain background.

Tone/Temp

Color photos should appear slightly 

(≈10-20%) desaturated.

PHOTOGRAPHY
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5.5

Color

PHOTOGRAPHY

By default, photography can be used 

in full color or black and white. Brand 

colors can be applied as a monotone, 

duotone, or tone-on-tone, depending 

on the formality of the application.

COLOR

MONOTONE

GRAYSCALE
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6.0

Graphics
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6.1

Overview

GRAPHICS

The graphic language uses elements 

of dimension from the logo to reflect 

Salient’s alternative perspectives on 

investment and diversification.
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6.2

Angle Derivation

GRAPHICS

37º

45º

53º

90º

0º

The graphic language is generally built 

using angles derived from the symbol, 

which are 90º, 53º, 45º, 37º, and 0º.
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6.3

Patterns & 
Illustrations

GRAPHICS

ILLUSTRATIONS

PATTERNS

Patterns and illustrations add life  

to the brand system. These are 

generally created using the angles 

drawn from the symbol, and can  

be either abstract or literal.
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 Equity Income Funds  Growth Funds

Cumulative Weighted Average Total Return

 Equity Income Funds  Growth Funds

FIGURE 1

Total Returns for Equity Income vs. Growth Mutual Funds
December 31, 2000 – December 31, 2015

 TYPOGRAPHY

A. Figure number in Relative Bold, all caps, +50 

tracking, with .5pt top and bottom rule

B. Chart title in Produkt Medium, Primary Neutral

C. Date/Subtitle in Relative Regular, N6

D. Data points and Axis Scales in Relative Mono

E. Axis/column/row titles in Relative Bold

F. Years on axes should be in Relative Regular (not 

Mono) to avoid excessive crossed zeros

 VISUAL DESIGN

G. Gridlines in 0.25 pt Neutral N2

H. Primary/zero axes in 0.5pt Black

I. Data lines should be 0.5 – 2.0 pt, defaulting 

to 1pt. Use line weight to differentiate as 

well as color.

J. Bottom axis labels should be rotated 45° 

clockwise unless that’s not possible/practical 

(e.g. particularly short or long labels)

K. No vertical axis lines, save for scattergrams

 COLORS

L. Primary colors should be used primarily

M. Use brightest colors most sparingly to call  

out specific data

 TABLES

N. With rare exceptions to call out specific  

data, tables should not have any shading or 

“zebra striping”

O. Horizontal rows should generally be separated 

by 0.5 rules in Primary Teal

P. Vertical columns should generally be right/

decimal aligned and separated by whitespace

FIGURE 4

Diversification Potential 

January 2000 – December 2015

Annualized 

Return

Standard 

Deviation

Sharpe 

Ratio

Max 

Drawdown

  100% SG Trend Index 6.46% 14.37% 0.36 -17.66%

  Balanced 60/40 Portfolio* 4.20% 9.46% 0.30 -34.99%

 20% Trend, 80% 60/40 4.91% 7.95% 0.45 -25.80%

Sources: Bloomberg and Salient Advisors, L.P., as of December 2015

* 60% MSCI World Index and 40% Barclays US Aggregate Bond Index

Past performance does not guarantee future result. Index performance does 
not reflect the deduction of fees and expenses. An investor cannot invest 
directly in an index.

■

■

■

6.3

Charts, Graphs & 
Tables

GRAPHICS

O

K

L M

G H I

J

D

A

B

C

F

C

B

A

P E

E N

E
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6.4

Infographics

GRAPHICS

1.8% 3.8%2.6% 4.4% 6.9% 2.92% 2.51% 6.87% 8.52%

The infographic system reflects 

perspective like the rest of  

the identity, but the extrusion must 

not obstruct or detract from the  

data presented.

Step 2 

The outline of the graph is 

duplicated, scaled down, and sent 

to the back.

Step 1 

Begin with a standard,  

two-dimensional graph.

Step 3 

Connect the corners to create 

a solid object. The perspective 

should remain in outline.

CONSTRUCTION
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6.5

Icon Construction

GRAPHICS

144pt extrusion

48x48pt

20pt

Icons are drawn in a simpler style than 

other illustrations, in order to perform 

at a smaller scale.

The face of each icon is created 

within a square grid. Horizontal 

extrusion lines extend three units 

from the right edge of the face.  

The stroke is rounded at the  

corners and the caps.
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6.6

Icons

GRAPHICS

OUTLINE

FILL

Icons can be used filled in or in 

outline, with the former preferred for 

very small applications or on 

backgrounds with competing texture.
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6.7

Graphics & 
Typography

GRAPHICS

The perspective system can be 

applied to typography as well.

– Extrusion is only applied to the first 

and last letters of the type.

– Extrusions must be in opposing 

directions/perspectives,  and follow 

one of the primary angles.

– Extrusion should not go beyond 2.5 

cap height.

1/2

1/2

1

1

1

53º

45º

37º

PERSPECTIVE GUIDELINESNOTE

Certain angles of extrusion may not 

work for specific letterforms. The 

extruded form should always read as 

the letter in perspective.
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6.8

Perspective Frames

GRAPHICS

45º

45º

A simple and minimal way to introduce 

the dimension system into a layout  

is through the use of a frame put into 

perspective. By extruding a frame 

downward at a 45° angle, this device 

gives a subtle edge to simple call-out 

boxes. Content within the frame 

should highlight the dimension by 

centering on the inner square.
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6.9

Graphics & 
Photography

GRAPHICS

PHOTO GRID 

Multiple photos can be arranged using the 

dimension system as a grid.

PATTERN OVERLAY 

A single photo can be enhanced with an 

overlay of the dimension pattern. This can 

also highlight a portion of the image.

PATTERN MASK 

The dimension pattern can also be used as 

a clipping mask over a photo.
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6.10

Line Weight

GRAPHICS

Varying the line weight of an 

illustration can be useful in addressing 

different audiences.

This principle can be applied  

to abstract textures as well as 

illustrations and infographics.

Thin 

Institutional audience 

Refined

Thick 

General audience 

Friendly
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7.0

Example Gallery
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Thank you.


