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In today�s increasingly tough business climate, where the technical distinctions between 
products can often become blurred, the global strength of the ESAB corporate identity is of 
growing importance in the battle for competitive advantage. A strong and consistent visual 
identity helps create a positive business environment for our customers, for us as employees 
and for our investors. 

Since the last review in 2000, we have refocused our business, revitalised our organisation 
and entered into new markets. Throughout this period the unique strength of the ESAB brand 
has stood to both protect us during tough times and to enhance our expansion. Our identity 
represents a key business asset that needs to be carefully managed and protected. It is a 
corporate resource that impacts on every part of our organisation.

These revised guidelines take into consideration the many new forms of media, including 
online and display technologies we now use, as well as accommodating new style  
preferences. The graphic interrelationships of typeface, colour and logotype result from 
careful considerations by professional designers and re�ect the values by which we want  
to be recognised. If there are any situations on identity usage not covered in this manual, 
you should always contact Central Marketing Communications for guidance.

As a global group the ESAB corporate identity is our most visible binding factor. It is a shared 
strength that reaches out across languages and cultures to deliver a sense of pride, unity 
and involvement. For that reason the ESAB visual identity can never be open to individual 
interpretation or modi�cation. It is not optional. It is a mandatory part of business process. 
To act otherwise would gradually erode the very asset that binds us.

With this understanding, I rely on all of you engaged in the production and commissioning 
of materials and products that carry our identity to adhere strictly to these new published 
guidelines.

Jon Templeman
CEO, ESAB Global

The ESAB corporate identity  
– our most visible binding factor
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Visual identity overview 1. V is  U al   ide   N tit   Y 
ove   R view  

ESAB�s visual identity is based on a few 
strong cornerstones: the logotype, our 
corporate colours, standard typefaces  
and company signage. When applied to 
product packaging, buildings or business 

cards, in exhibitions, brochures or ads,  
it is recognised and respected worldwide. 
Our visual identity represents an important 
part of our brand value and offers legal 
protection against intellectual property 

Helvetica Neue 55 Roman

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVW
1234567890

The ESAB logotype must always be 
presented in black, whenever possible 
on an ESAB yellow background. 
Please refer to sections 1.1, 1.2  
and 1.4 for more information.

The ESAB standard typeface is 
Helvetica. For several of our external 
publications, templates are provided to 
help establish a consistent typographic 
appearance. Please refer to section 1.3 
for more information.

For internal purposes or in-house 
productions, Helvetica may  
be replaced by Arial.

The recommended exhibition  
and display modules are designed  
to obtain distinct and consistent 
appearance in all our business 
premises and at exhibitions and 
events. Consult section 8 for more 
information.

infringements. A strong brand is a  
prerequisite for any successful business, 
which is why each one of us is responsible  
for keeping the ESAB identity clear, consistent 
and distinct.
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Logotype and clear zones 1.1 V is  U al   ide   N tit   Y 
ove   R view  

The ESAB logotype must be presented in 
black and, whenever possible, on a yellow 
or white background. A minimum size for 
the yellow area has been established. It is 
based on the width of the letter E in the 
ESAB logotype and is always proportional  

to the size of the logotype. The same  
measurement doubled also forms the 
minimum free zone. Always use approved 
logotype artwork. Never distort, change 
colour or reverse (e.g. a black into a white 
background).

Minimun size of yellow 
background = 1X on all 
sides of the logotype. 

Minimum free zone  
= 2X on all sides of the 
logotype.

Minimum size of logotype 
= 15 mm wide.  
Excludes giveaways.

15 mm

Download the ESAB logotype from the SP Centre, Media Bank or contact the Central Marketing Communications at marcom@esab.net.

*X represents the width of 
the letter �E� in the ESAB 
logotype.

*

Guidelines for giveaways are under 
development and will be available in  
phase two of the ESAB visual identity guide. 
Meanwhile, for assistance and inquiries, 
please contact marcom@esab.net
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Corporate colours 1.2 V is  U al   ide   N tit   Y 
ove   R view  

Yellow is the corporate colour of ESAB. 
Combined with the ESAB logotype it forms 
the basis of our visual identity and is central 
to brand recognition. For that reason it is 
essential that the ESAB yellow is always 
reproduced in a consistent manner. The 
original colour NCS S 0580-Y is de�ned for 
the most common print and screen colour 

systems. However, all inks and dyes will 
vary in colour according to the surface and 
materials they are used on. Your aim should 
be to keep the resulting �nished colour 
consistent with ESAB yellow, so the original 
colour reference number is only given as a 
guide. You should always compare proofs 
and test prints with an ESAB yellow colour 

Original ESAB yellow: 
NCS S 0580-Y

ESAB yellow Pantone:
PMS 012

ESAB yellow CMYK:
Cyan 0%
Magenta 5%
Yellow 100%
Black 0%

ESAB yellow RGB:
R 255
G 242
B 0

ESAB yellow RAL:
1018

ESAB yellow Hex-code:
#FBE400

In order to obtain the correct ESAB 
NCS S 0580-Y yellow on any basic 
material, always include a colour guide 
with all orders. Comparisons must be 
made in daylight or 5,000°K. 

Perforated colour swatches may be 
ordered from the Central Marketing 
Communications at marcom@esab.net.

sample and always include a colour sample 
with printing and production orders so that 
the supplier can make an accurate compa-
rison. Colour samples can be obtained from 
the Central Marketing Communications  
at marcom@esab.net
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Complementary colours 1.2.1 V is  U al   ide   N tit   Y 
ove   R view  

ESAB yellow is central to our brand  
recognition. However, of equal importance 
is the way in which we use other, comple-
mentary colours. Chief amongst these is 
black and tints of black. The ESAB logotype 
must always be presented in 100% black 
on a yellow or white background.

An additional colour set is created by  
the colours used at exhibitions. Display 
materials, furniture and products all serve  
to create a contrast to the ESAB yellow 
whilst reinforcing Swedish brand nationality.

Black:
100% black

Grey 1:
50% black
PMS Cool gray 8

Grey 2:
25% black
PMS Cool gray 4

Complementary colours for  
display material, furniture, etc.  
and exhibition and reception areas. 

Silver/steel metal Wood (birch)

Wood (oak) Glass (transparent)
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Typography 1.3 V is  U al   ide   N tit   Y 
ove   R view  

Helvetica has been selected as the 
standard ESAB typface. Its form and 
character corresponds well with our 
business activities, is easy to read and 
internationally accessible.  

Helvetica Neue fonts are used for all 
external communication and in all  
templates. For certain productions, such  
as �nancial reports and other corporate 
information, Times may be used within 

The Times font may be used for body text  
in certain corporate publications containing 
large areas of text.

Helvetica Neue 45 Light Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Helvetica Neue 55 Roman

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Helvetica Neue 76 Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Helvetica Neue 85 Heavy

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Helvetica Neue 96 Black Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Times Roman

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Times Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Arial Regular

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

For non-Latin languages, fonts with a similar visual character  
to Helvetica/Arial should be used.

body text. For in-house use, Helvetica may 
be substituted with Arial. External design 
and print agencies should always use 
Helvetica.

Arial substitutes Helvetica Neue  
for in-house productions and is  
used as a web font.
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Logotype do’s and don’ts 1.4 V is  U al   ide   N tit   Y 
ove   R view  

Global consistency is the golden rule for any 
company�s branding. The ESAB logo is no 
exception � always present it in 100% black 
on an ESAB yellow or white background. 
Always use approved logotype artwork. 

Never distort, change colour or reverse  
(e.g. a black onto a white background). 
Never use the logotype in relief, as the 
appearance is altered depending on  
each individual�s angle of view.

Never angle, tilt or  
otherwise change or  
distort the original 
artwork.

X

Never print without refe-
rence to a colour sample. 
Avoid yellow backgrounds 
that are too light or too 
dark, or are graded/uneven.

X

Never use as a pattern 
or for other decorative 
purposes.

X

Never use the  ESAB 
yellow to create a shape 
or a new symbol that 
includes the logotype.

X
Never allow other logo-
types within the double 
clear zone or on the ESAB 
yellow background.

X

OTHER
LOGO

Never show only a part  
of the logotype.

X

Never play with
the logotype.

X
MERRY

XmAS

The correct logotype reproduction is 
a 100% black logo on a 100% ESAB 
yellow background.

If yellow is not available, a tint of 25% 
black is allowed in black & white ads 
(min. print quality should be 120 l/inch).

The logotype can also be presented 
on a white background.

Never present the logo-
type, as yellow on black.

X
Never add a frame to  
the yellow background.

X
Never convert to outline.
Never apply shadow or 
emboss.

X

Never place directly  
onto an image  
background.

X

Check below for the most common 
examples of incorrect usage and compare 
with the correct examples. If in doubt, 
always consult with Central Marketing 
Communications at marcom@esab.net

Never use the old, stripe 
version logotype.

X
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Trademark rules 1.5 V is  U al   ide   N tit   Y 
ove   R view  

When a company or product name  
appears in a document as a trademark, it  
is important that our ownership of the mark  
is protected by using the correct symbol. 
Names that are registered trademarks 
should include the fi symbol in superscript 
immediately after the name.  

Other trademark names should be  
followed by � as superscript and in 
capitals. ESAB is a registered trademark 
name so the fi symbol should be used on  
all products and in all marketing materials to 
protect it. That is why the fi is an integral  
part of the ESAB logotype. 

The size of the fi symbol is 1/3 of the height of 
the black rectangular fields that appear above 
and below the ESAB name. The fi symbol 
should be aligned with the top of ESAB name.

Example of how to use the trademark symbol

In product naming, always use the  
� or the fi symbol.

Family name� �space� MMC 
Family name fi  �space� MMC

Aristo™ MA4

In headings and in body copy, only include 
the � or the fi symbol the �rst time 
it appears. In all other situations, the �  
and the fi symbol can be excluded.

The fi should also be used to follow all 
registered names when used as straight text. 
e.g. ESABfi, OKfi, FILARCfi and ARCOSfi. 
For all other names use the � symbol. 
Contact trademark@esab.net for any 
trademark related questions.

Contact trademark@esab.net for any trademark related questions.

Brand trademark: ProdUct trademark:


