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Brand foundation




Value through connection




Vision

We transform business complexity into
clarity, giving SMEs the power to grow
with confidence.
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Brand foundation Vision

We unify SaaS, operations, and embedded financial
services into one intelligent platform. As the one-stop
shop for ambitious SMEs, we combine Al-powered
workflows with a distribution flywheel from our
ecosystem, giving customers clarity, confidence, and
capital to scale.
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Brand foundation Design concept

We connect, interpret, and concentrate so the business is
more than the tools that make it. The visual language
treats intersection as the point of value, using overlapping

forms, shared space, and color held back until the
moment things meet.
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Ourlogo

Our logo is built on a single idea: two
parts becoming one. Value lives at the
point where they meet.

The mark combines anicon and a
wordmark. The icon carries the brand on
its own — at small sizes, in product
surfaces, as an avatar. The wordmark
gives the brand its name when context
allows.

Together they form the full logotype.
Used together when introducing the
brand, used apart when the brand is
already known.
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Logo colors

The logois rendered in one color at a
time. Black on light surfaces, white on
dark, Iris on neutral, and across our
gradient when the surface allows it.

Restraint is the rule. The logo never
combines colors within itself. The mark
carries weight by being whole, not
decorated.

When in doubt, use black on light. It is the
most honest version of the brand

Logotype

s Done

Logo colors
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Avatar

The icon doubles as our avatar wherever
a square is required — product surfaces,
social profiles, app icons, browser tabs.

|t sits on a soft gradient field. The shape of
the container — square, rounded, circle
— adapts to the surface, but the mark
inside stays the same: centered,
balanced, in proportion to the grid shown
on the left.

The avatar is never the wordmark
cropped down. ltis the icon alone.
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Preffered
placement

The logo prefers the corners. Top-left for
documents, top-left or top-center for
product, bottom-left for closing slides.

It earns its space. Always give the logo a
clear field on all sides equal to the height
of the icon. Never crowd it with text or
other marks.

Center placement is reserved for
moments that warrant emphasis — title
pages, hero compositions, brand-led
layouts. Avoid centering it as a default.
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Our Logo
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Separated
wordmark and
symbol

The wordmark and symbol can be used '
independently when the layout calls for it.

Use the symbol alone in compact spaces,
on repeating surfaces, or when the brand
is already established in context. Use the
wordmark alone for typographic
compositions where the icon would
compete for attention.

Place each with intention. The symbol
works best when it has air around it; the
wordmark works best when it sits
naturally within the type hierarchy of the
layout.

» Done

Done
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Product Logo

Done is one brand with many products.
The product lockup attaches a product
name to the Done wordmark, giving each
product its own identity while staying
anchored to the master brand.

The product name sits in a pill to the right
of the wordmark, scaled and weighted to
feel native to the logotype. Use this
lockup whenever a Done product needs
to be named directly — product
surfaces, marketing pages, app stores,
partner contexts.

Only Done-owned products use this
lockup. Done OS is the master surface;
specific products (Done Invest, Done Pay,
Done CRM) earn their own pill when
context requires it. When the Done brand
alone is sufficient, drop the pill and use
the wordmark.

Logotype Product

Done®

Done@=
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Partner Lockup

When Done appears alongside another
brand, the partner lockup gives both
marks equal weight while keeping each
independent.

Two formats: pressed together when the
brands act as one (integrations, joint
products) or separated by a vertical
divider when the brands are working
together but remain distinct (case
studies, co-marketing, partnership
announcements).

Both marks sit at the same optical height,

with clear space between them equal to
the height of the Done icon. The Done
mark always appears on the left,
anchored to its own visual rules. The
partner mark sits in its own canonical
form — we never restyle a partner to
match our system.

Logotype Partner Lockup

s Done
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Primary colors

Our primary palette is built around
restraint. Pearl white as the canvas. Black
for typography and structure. Iris as the
brand accent. Light Iris for soft fills and
depth.

Iris is the brand’s voice in color. It earns
attention, so it never floods. As a rule,
color covers no more than ten percent of
any surface — the rest belongs to white
space and structure.

The deepest Iris is used for dark surfaces
and high-contrast moments where the
brand needs weight.
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Secondary colors

Our secondary palette extends the
system into states and storytelling. Blue,
Green, Orange, and Red — each in three
steps from light to dark.

These colors are functional first. Green for
success, Orange for caution, Red for
errors, Blue for information. They serve
the work, not the look.

Used outside of state communication,
they bring warmth and human texture to
illustrations, charts, and editorial
moments — but never compete with Iris
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Color

Brand palette
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Brand gradients

Our gradients carry the same idea as our
logo: two parts meeting, value in the
overlap.

They live in three forms. Iris into Lavender
for warmth and depth. Blue into white for
cooler atmospheric compositions. Deep
Iris into light for hero surfaces and brand-
forward moments.

Gradients are reserved for hero
compositions, key visuals, and surfaces
where the brand needs to be felt. They
are never used as background fills behind
body text.

Note: Do not create your own gradients.
Use provided files.
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Color

Brand gradients
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Opacity scale/
Grayscale

Our opacity scales can be found in the
design system documentation. They are
sparingly used in brand work but feature
heavy in Ul design. Provided here if there
is a need to be used in brand work.

\ W

Color

Neutral colors
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Primary color
pairings

Our primary surfaces follow four pairings,
each calibrated for the moment it serves.

Light surfaces with black type carry the
working brand — documents, product,
editorial. Dark Iris surfaces with light type
carry hero moments — title pages, key
visuals, the brand at its most declarative.
Gradient surfaces carry brand-led
storytelling. Cool gradient surfaces carry
supporting content.

Pair with intention. Each pairing has a job;

mixing them dilutes both.

\ ¥
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Brand color
balance

A well-composed surface is mostly white
space, with color used like punctuation.

Across the brand, neutrals carry roughly
70% of any composition. Iris and its
variants carry 20%. The remaining 10% is
reserved for accents — secondary
colors, gradients, or moments of
emphasis.

This ratio is the brand’s center of gravity.
Keep most surfaces calm, and the
moments of color do real work.
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Color

Brand color balance
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Color specification

Primary

Iris 200

#E4DBFA
Pantone 366C
CMYK:12,16,0,0

Black
#000000
CMYK: 0, 0, 0,100

~
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Iris 500

#6323DD

Pantone 366C
CMYK:80,80,0,0

Greige
#F3F1ED
CMYK:0,2,5,9

Iris 800

#1C093E

Pantone 366C

CMYK: 100, 100, 80, 50

White
#FFFFFF

Grayscale

Gray 950
#2B2731

Gray 700
#45433B

Gray 400
#AFAA9D

Gray 100
#F3F1ED

Color

Gray 900
#161513

Gray 600
#58554B

Gray 300
#DAD7CD

Gray 50
#FBFAF9

Gray 800
#292823

Gray 500
#7C776A

Gray 200
#EAESE1

Specification

Secondary

Blue 200
#ECFOFF

Green 200
#EGF8ED

Orange 200
#FFEOCA

Red 200
#FFDAE2

Blue 500 Blue 800
#93AAFF #1A254D

Green 500 Green 800
#43C672 #274D34

Orange 500 Orange 800
#FF8AS50 #4D2C1C

Red 800
#DD365C #4D1A25
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Typeface

Done Sans is our voice in type. A sans-
serif built for clarity at any size, designed
to feel calm and confident across
product, document, and brand.

It comes in two weights. Regular for body
text, headlines, and most of the work.
SemiBold reserved for moments of
emphasis — never for body, never as
decora tion.

Typo

Done Sans

graphy

The operating system
for your business.

abcdefghijkimn
opqgrstuvwxyz

A

BSCD

-FGHIUKLMN

OPQRSTUVWXYZ

1234567890!@#$% " &*

abcdefghijklmn
opgrstuvwxyz
ABCDEFGHIJKLMN
OPQRSTUVWXYZ
1234567890!@#%$% " &*
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ierarchy

Our type system uses size and space, not
weight, to build hierarchy.

Titles set the page. Headlines carry the
argument. Paragraphs do the work. Ul
elements get smaller, denser sizing for
product contexts.

Tracking tightens as size grows —
negative tracking on titles, neutral on
body. Leading opens up on paragraphs
for readability, tightens on titles for
impact. Bold appears rarely, used only
when a single line needs to break the
rhythm.
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Typography Hierarchy

Title / Done Sans / Regular / Leading 110% / Tracking -2%

The operating system for your business.

Headline / Done Sans / Regular / Leading 120% / Tracking -1%
Everything in one place.

Headline / Done Sans / SemiBold / Leading 120% / Tracking -1%

You're the integration your tools don't have.

Paragraph /Done Sans / Regular / Leading 135% / Tracking 0%

Your CRM doesn’t know what your accounting knows. Your
invoices don't reflect your inventory. Your month-end close takes
a week because three systems need to agree on the same
number, and they never do.

Ul Element / Done Sans / Regular / Leading 100% / Tracking 0%
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Treatment

Type can carry secondary meaning by
treatment. Color, weight, and scale layer
onto the same word to add dimension
without adding noise.

A muted second line behind a primary
headline gives context without
competing. Words in a row of capsules
tells a sequence — the Done OS and its
connected apps.

Gradients can fill hero copy when enough
contrast is provided.

Use these treatments sparingly. They
earn impact by being rare.

Typography

Done OS

Done OS

Treatment

The operating

system fory
business.
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Fallback

When Done Sans is unavailable — in
shared documents, third-party tools, or
system contexts — fall back to
Instrument Sans on the web (a free
Google Font) or Arial on system contexts.

Both maintain the brand’'s geometric,
restrained tone. Neither is a substitute for
Done Sans in brand-led work, but both
will hold the brand’s character when the
primary typeface cannot be used.

\ ¥

Typography Fallback

Instrument Sans

abcdefghijkimnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#S% " &*

Arial

abcdefghijkilmnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#5% " &*
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Photography

Our photography follows the same
principle as the rest of the brand:
observed rather than performed.

Subjects look off-camera. Light falls
naturally, usually from a window.
Foregrounds blur into atmospheric mass
— acolleague’s shoulder, the edge of a
workbench — framing the subject as if
witnessed.

The register is editorial documentary, not
corporate or staged. Real moments,
gently warmed in color, slightly
desaturated. The viewer feels like they
walked in mid-conversation.

\ v

Photography

Style
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Transformation
prompt

Most source photography we use is
transformed to match our visual
language.

The prompt anchors lens behavior
(135mm at f/1.2), foreground bokeh, and
our split-tone color grade. The resultis a
consistent series register — warm
honey-peach highlights, cool neutral
shadows, soft film texture — applied
across different photographers and
source conditions.

Prompt:

"Editorial documentary photograph, 135mm
f/1.2, razor-thin depth of field. Subject sharp,
looking off-camera, naturally lit, original face
lighting preserved. Extreme foreground blur —
a real physical object or person inches from the
lens, dissolved into a soft tonal mass, no
texture, no edges, no detail. Foreground on the
opposite side from the light source. Color
grade: warm honey-peach highlights, gently
warm midtones, slightly cool neutral shadows
— a film-emulation split-tone treatment like
Kodak Portra 400 with a warm push, or Fuijifilm
Eterna. Skin tones lean warm peach. Saturation
reduced by 10-15%, soft rolled highlights, lifted
shadows with preserved detall, slightly muted
overall. Not sunset, not golden hour — daylight
with a warm grade layer. Film grain, natural skin
texture. Editorial magazine register. Saul Leiter
— heavy abstract foreground bokeh,
beautifully lit subject. Photorealistic.”

Preferred model: Nano Banana 2

Photography
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—xXamples

A series shot in our register. Each image
carries the same lens behavior,
foreground composition, and color grade
— even though the source photographs
were taken by different photographers in
different settings.

\ W

Photography

Examples
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Brand pattern
concept

Our pattern system is built on the same
idea as the logo: shapes meeting, value
appearing where they overlap.

The base unit is two shapes touching at a
single point. Circles or squares. Where
they meet, a new shape emerges — a
lens, a seam, the place where two
systems become one.

This pattern carries the brand’s strategic
idea visually. It can scale up to fill a poster
or down to anchor a corner.
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Brand pattern
variations

The pattern flexes. Two shapes can
become three, can intersect at different
angles, can pull apart or push together.
The rule is consistent: shapes overlap,
and the overlap is where the composition
lives.

Variations are used to differentiate
moments — annual reports, campaign
moments, product surfaces — without
breaking the underlying idea.

Avoid combining more than three shapes
in a single composition. The pattern earns
clarity through restraint.

Brand pattern

Examples
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Brand pattern
colors

The patternis rendered in Iris, gradients,
black, or a combination — but neverin
secondary colors. Iris is the brand’s voice,
and the patternis the brand at its most
declarative.

When overlapping, the intersection takes
on a color shift — darker where two
shapes meet, lighter at the edges. This is
the strategic idea made visible: value
concentrates at the point of connection.

Brand pattern

Examples




Brand Identity Guideline

Brand pattern
image mask

The pattern can act as a frame for
photography, treating images as objects
within the overlapping field.

Used this way, the pattern brings brand
identity into photographic compositions
without overwhelming the image. The
shape carries the brand; the photograph
carries the story.

Reserve this treatment for editorial
moments, campaign visuals, and brand-
led content. Itis not a default treatment
for allimagery.

\ W

Brand pattern

Examples
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Brand Ilcons

Our pattern system is built on the same
idea as the logo: shapes meeting, value
appearing where they overlap.

The base unit is two shapes touching at a
single point. Circles or squares. Where
they meet, a new shape emerges — a
lens, a seam, the place where two
systems become one.

This pattern carries the brand’s strategic
idea visually. It can scale up to fill a poster
or down to anchor a corner.

lcons

Brand
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System icons

For system icons we use the Lucide lcon
libary. Default settings is 1.5px stroke
width. If possible the icons should be
modified to use square stroke endings
instead of the default round.

lcons

System
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Layout

Our layouts are built on restraint and clear
hierarchy. Most of the surface is white
space; the brand appears in moments of
intentional emphasis.

We split the surface in half and use as a
guide for artwork, images and copy.

\ ¥

Brand pattern

Yearly report

s Done

Concept

Yearly report
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Layout examples

A range of layouts across formats —
covers, hero compositions, image-led
pages, and brand-only moments. Each
follows the same compositional logic:
clear hierarchy, mostly neutral, color used
as punctuation.

Use these as references when building
new surfaces. The brand holds together
not because every layout is identical, but
because they all follow the same
underlying rules.

\ v

Done OSis here

The operating system for

your business.

v Done

@
b

Brand pattern

Done OS is here

Concept

Done OSis here
The operating system
for your business.

» Done

system for
your business.
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VISA
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Reduction in
overdue Invoices

Better planning starts when every
system adds context.

4+ Whats on

28%

Goran § Tellander § E-commerce
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Application Email signature

Thank you for your time on Tuesday. | am writing to
summarize our discussion and outline the next steps for the
upcoming project rollout. We reviewed the timeline and agree
that north star and onboarding must be finalized by June 24.

Please review the attached draft and let me know if you have
any feedback or require further adjustments. Once approved,
we will schedule the kickoff meeting with the broader team.

Best regards,
Lars

Lars Rydtzander
CPO

e +46 70 01128 28
® |ars.rydtzander@done.ai
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If you have any questions regarding this y A
document please contact y b
haris.usman@done.ai 4 \




