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Our Brand Welcome

Welcome
Dent Global are worldwide leaders in strategy and
technology for entrepreneurial businesses.
Since 2010, we’ve built our global small business, with offices in the UK,
USA, Singapore and Australia.
Each year we work with over 500 businesses globally to help them stand
out, scale up and do good in the world. We’ve launched four best-selling
books on business, won major awards and donated more than £450,000
to charities around the globe.
Our flagship Key Person of Influence Accelerator features celebrated
business leaders who mentor rising stars over 40 weeks of training and
development.
As a result, our clients have won awards, grown internationally, been
featured in the press, increased their revenue and profit, and raised millions
in funding.
This brand book should inspire creativity, while explaining the core beliefs
and messaging that makes Dent unique. If you have questions as you
work with our brand, just ask info@dent.global
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Our Brand Our Vsion, Our Mission

Our Vision
To see a world full of entrepreneurial teams solving
meaningful problems.

Our Mission
We exist to develop entrepreneurs who stand out,
scale up and make a dent in the universe.
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Our Brand Our Essence, Our Personality

Our Essence
You are already standing on a mountain of value.
Your story, your experiences, your insights and
your ideas are the key to your growth.

Our Personality
Inspirational, Credible, Resourceful, Helpful
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Our Brand Our Values

Our Values
Be brave
Step outside your comfort zone.

Have fun
Enjoy the process.

Make a dent
Do something that has a meaningful impact.
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Our Logo
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What We Do Scale-up Strategy

Scale-up Strategy
After working extensively with thousands of fast growth businesses we
have devised on overarching strategy for improving revenue-per-person
and scaling-up. Each accelerator we offer focuses on one of the core
components - proving value, establishing influence, getting oversubscribed
and formalising assets.
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What We Do Accelerators

Accelerators
Dent’s core offering is business accelerators. Regardless of where your
business is on its journey currently, we have the accelerator that will get
you to where you want to be. These accelerators Include:

Entrepreneur Journey
Another of our favourite images is the Entrepreneur Journey. It helps our clients
to understand that Entrepreneurship is a journey; more predictable than you
might think. Now is the time to accelerate towards the business you desire.

The
ENTREPRENEUR
JOURNEY

Formalise
assets.

Expand
influence.

7.5M

VCA
2M

Establish
value.
Seed
50K

VCB
10M

50M+
IPO
100M
PE
25M

2M
Angel
500K

1%
4%

300K

20%
75%
STARTUP

Dent.

Brand Book

WILDERNESS

LIFESTYLE

DESERT

PERFORMANCE UNICORN

p. 11

What We Do Publications

Publications
We have four best-selling books, a wide range of special reports, and a
vast library of media. We are more than happy for excerpts to be taken
from these, but remember to properly reference them when you do.

Our Books:
“This book explains exactly how to get into the
inner circle of any industry, fast. Read this book!”

“The Oversubscribed principles and methods have helped us become the world’s
#1 in our industry in under 5 years.”

“This book is a powerful new look at how to build
a business that makes an impact in the world.”

Mike Southon, Financial Times columnist and best-selling author

Michael Carter, CEO, BizEquity.com - the world’s largest business valuation provider,
completing over 10Mil business valuations per year.

Paul Lindley, Founder of Ella’s Kitchen

OVERSUBSCRIBED
HOW TO GET PEOPLE LINING UP TO DO BUSINESS WITH YOU

24Assets

KEY PERSON

OF INFLUENCE
The Five-Step Method to become one of the most
highly valued and highly paid people in your industry

24Assets

®

Create a digital, scalable, valuable and fun
business that will thrive in a fast changing world

DANIEL PRIESTLEY

THINK PRESS

Dent.

Brand Book

DANIEL PRIESTLEY

ENTREPRENUER AND BESTSELLING AUTHOR
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What We Do Publications

Scorecards:

Special Reports:

Build an
Influential
Organisation

The
Entrepreneur
Journey

1 Report: THE ENTREPRENEUR JOURNEY

5 Global
Trends

1 5 GLOBAL TRENDS Report

Podcasts:
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What We Do Our Services

Our Services
To accelerate growth we have exclusive access to a range of products
and services through our network of partners. These include:
 Technology and design
 Video and animation
 Publishing and report writing
 Legal services including intellectual property and HR law
 Accounting services
 Funding
 Consulting and advisory
 Training
 Professional services
 Sponsorship
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Our Logo

Our Logos
16 Dent Logo
17 Elements and Versions
18 Watch the Details
19 Size and Space
20 Accelerators and Services Logos
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Our Logos Dent Logo

Dent Logo
Our logo symbolises the synchronicity between people making a dent in
the industry they love, and our role in helping them to achieve that through
strategy, media and tech solutions.
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Our Logos Elements and Versions

Elements and Versions
Our logo is made up of our “Dent” wordmark set in Helvetica Neue
Bold and the Strap “STRATEGY | MEDIA | TECH” set in Helvetica Neue
Regular.
Our wordmark can be blue on a white background or white on our blue
background, the full stop must always remain in red. The Strap can be
white on our blue background or red on a white background.
The wordmark can be used without the Strap.
The R registered trademark sign must always be included with the
wordmark.
Do not make logo by yourself. Always use original files.

Helvetica Neue Regular
Helvetica Neue Bold

Dent.
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Our Logos Watch the Details

Watch the Details
 High resolution versions should always be used
 The wordmark can be used without the Strap
 Don’t capitalise letters in Dent, other than the letter D
 The strap should not ever be lowercase
 Don’t remove the full stop at the end of Dent
 Don’t change the font
 Don’t squish or skew our logo
 Don’t use Dent without the ‘e’ denting into the ‘D’
 The letters of our logo should not appear in different colours

Dent.
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Our Logos Size and Space

These follow the Accelerator and Services
Logos rules, but as our core offering we have
two variations that can be used when marketing
these accelerators.
 The wordmarks can be in all white with the
red full stop.
 The small dented blue block versions are
white acronyms of these products, with the
red full stop. The registered trademark logo
must be included in each.

Size and Space
We like our logo to be easy to read and notice. Keep the size legible and
don’t put it next to others that may cause the space to look cluttered.
Minimum Size

Space
½D
D

½D

PRINT:
width 23 mm
SCREEN: width 50 pixels

½D
D

½D

PRINT:
width 15 mm
SCREEN: width 20 pixels

Dent.
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Our Logos Accelerators and Services Logos

Accelerators and
Services Logos
We offer a number of remarkable accelerators, publications and services
to our clients and have logos for each. We also like to include the Dent
logo with quotes that we feel are really powerful, to inspire others quickly
and effectively.
These logos should not altered. Colours, font, size and space must all
remain the same. Remember to include TM and R where appropriate on
each version.
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Colours Registered trademarks

Registered trademarks
Dent has registered trademarks that we protect:
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Colours
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Colours

Colours
22 Primary Colours
23 Secondary Colours
24 Greyscale Colours
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Colours Primary Colours

Primary Colours
Our favourite colours are:
BLUE
c100 m91 y30 k12
r38 g50 b104
#263268
Pantone 662C

RED
c10 m100 y86 k2
r209 g18 b41
#D11229
Pantone 199C
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Colours Secondary Colours

Secondary Colours
Our secondary colours are:
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ORANGE
c0 m75 y96 k0
r235 g92 b24
#EB5C18

YELLOW
c10 m21 y92 k1
r234 g195 b28
#EAC31C

LIGHT GREEN
c46 m0 y98 k0
r160 g197 b34
#A0C522

DARK GREEN
c64 m0 y100 k0
r105 g180 b47
#69B42F

p. 25

Colours Greyscale Colours

Greyscale Colours
Our greyscale colours are:

65% BLACK
c0 m0 y0 k65
r124 g124 b123
#7c7c7b

Dent.
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40% BLACK
c0 m0 y0 k40
r178 g178 b178
#b2b2b2

20% BLACK
c0 m0 y0 k20
r218 g218 b218
#dadada

10% BLACK
c0 m0 y0 k10
r237 g237 b237
#ededed

5% BLACK
c0 m0 y0 k5
r246 g246 b246
#f6f6f6
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Colours Use of colours

Use of colours
Although our primary colours are red and blue, we want to make
sure they’re used in a minimal, modern and clean way. We do not
use the primary block reds or blues for our slide backgrounds, image
backgrounds, content backgrounds or landing pages. We use white or
lighter shade variations. We like to keep the focus on the content - the
copy, the images, the videos, and not lose focus with heavy coloured
backgrounds. We only use block blue for covers of brochures or
workbooks, and for certain small image/logo designs. If you’re unsure, take
a look at our website to get a real feel for our design - www.dent.global
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Colours
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Typography

Typography
26 Our Fonts
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Typography Our Fonts

Our Fonts
We use Helvetica Neue. We use it in print and on the web. We don’t
mind which you use, whether it be Regular, Bold, Light or Italic in copy.
The key is to be consistent to ensure readers remain engaged.
Helvetica Neue Thin
Helvetica Neue Light
Helvetica Neue Regular
Helvetica Neue Medium
Helvetica Neue Bold
Helvetica Neue Light Condensed
Helvetica Neue Regular Condensed
Helvetica Neue Medium Condensed
Helvetica Neue Bold Condensed

Dent.
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Helvetica Neue Thin Italic
Helvetica Neue Light Italic
Helvetica Neue Regular Italic
Helvetica Neue Medium Italic
Helvetica Neue Bold Italic
Helvetica Neue Light Condensed Italic
Helvetica Neue Regular Condensed Italic
Helvetica Neue Medium Condensed Italic
Helvetica Neue Bold Condensed Italic
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Photography, Video & Illustration
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Photography, Video and Illustration Photography

Our Photo Approach
Photographic images are an important part of our Dent brand. We use
photos that highlight success, captivate our audience, and demonstrate
our vision of entrepreneurial people, leaders and teams solving
meaningful problems. We use photos in both black and white and full
colour. We only use high resolution images.
We use our own photos and illustrations where possible, and try to
minimise our use of stock images – especially when talking about our
brand, our events, our products and our community.
We want everyone who interacts with our brand to feel inspired,
motivated and itching to make a dent in the industry they love.
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Photography, Video and Illustration Photography

Dent.

Brand Book

p. 33

Photography, Video and Illustration Headshots

Headshots
When we use headshots we want to make sure we only use the most up
to date, high resolution, and approved versions.
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Photography, Video & Illustration Quotes

Quotes
We often use quotes from our mentors, founders, special guests, and
those who inspire us. We have a template we use for these, and this can
be adapted according to the medium it is being created for e.g. Twitter,
Instagram, Facebook, and Pinterest. It’s important to correctly credit any
headshots that are used that do not come for our database, or where
you have not already got express permission to use them.

“PROLIFIC BEATS

“PROLIFIC BEATS

PERFECT

PERFECT

GLEN CARLSON

GLEN CARLSON

”

“

“

You are already standing on a mountain of
value. Your stories, experiences, ideas and
insights are more valuable than you think they are the key to your growth.

DANIEL PRIESTLEY

You are already standing on a mountain of
value. Your stories, experiences, ideas and
insights are more valuable than you think they are the key to your growth.

DANIEL PRIESTLEY

”

I think it is possible for ordinary
people to choose to be extraordinary.

I think it is possible for ordinary
people to choose to be extraordinary.

©2015 by Steve Jurvetson
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Photography, Video & Illustration Quotes

SIZES, SPACING, COLOURS - BW photos/short quotes
1.5 X

MEDIUM CONDENSED =
65% BLACK
short quotes: UPPERCASE

X

LIGHT CONDENSED =
UPPERCASE - Dent. RED 100%

1/3 X

“PROLIFIC BEATS
GLEN CARLSON
GLEN CARLSON

GLEN CARLSON

MEDIUM CONDENSED =
65% BLACK

PERFECT
GLEN CARLSON
GLEN CARLSON
GLEN CARLSON

LINES WEIGHT = X / 20
65% BLACK

”

LOGO = 70% transparency

EXAMPLE

44 pt

14,67 pt

“PROLIFIC BEATS
GLEN CARLSON
GLEN CARLSON

GLEN CARLSON

66 pt

PERFECT
GLEN CARLSON
GLEN CARLSON
GLEN CARLSON

2.2 pt
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Photography, Video and Illustration Video

Video
We create and use videos that represent our vision and mission. We use
videos to present valuable information about the world of strategy, media
and tech for entrepreneurial businesses. We also use them to motivate
and celebrate our clients and partners.

Tips for videos:
 Remember, at Dent it’s not about just one person – we work as a
team and get known by the success of our clients.
 Think about your why. Why are you creating the video? What is its true
purpose and does it fit with the brand?
 A video needs to engage the viewer quickly, and capture them in the
first 10-20 seconds. Otherwise, we risk losing them forever.
 Have fun with it. It’s one of our brand values, after all!

Dent.
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Photography, Video and Illustration Illustration

Illustration
We use illustrations all the time. We keep our icons stylised, simple and
flat, with no gradients. We take our primary colours and use them in
different shades to ensure our icons look fresh and different.
Make sure your illustration matches your audience and the accelerator,
publication or service you are talking about. We use playful, clever and
colourful illustrations that evoke a sense of joy. Whether simple, fun, or
elegant, our icons should always be easy to identify at a glance.

Dent.
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Photography, Video and Illustration Illustration

Illustration Colours
Graphics and icons should only use the 3 basic colours and their colour
shades.

Dent.
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Photography, Video and Illustration Illustration

Illustration Examples
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Language and Copy Our Favourites

Our Favourites
Some of our favourite and most recognisable illustrations are these:

1
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Photography, Video and Illustration 24Assets Heatmap

24Assets Heatmap
www.dent.global
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Language and Copy Copy Tone

Copy Tone
Our brand voice is smart, friendly, genuine and straight to the point.
Instead of thinking like a faceless business, think like a global small
business made up of passionate Key People of Influence bursting to
spread the word about what we know. Everything we write is written by a
person, for a person.
It is important we remain professional. If Dent was a person, we’d be a
friendly knowledgeable expert, who knows how to deliver content without
leaving the audience feeling overwhelmed or out of their depth.
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Language and Copy Tips and Tricks

Tips
Use acronyms purposefully
Key Person of Influence, Campaign Driven Enterprise, 24Assets. They are
long titles, but they are powerful titles. Use them in all their glory with leads,
new clients and even current and alumni clients if the time is right.

Be casual, but not too casual
While we like short, personal emails but we don’t drop in LOLs or shorten
words inappropriately like obvs or arvo. We’re a pretty cool organisation,
but we’re also a smart, professional one.

Be accurate
Just because we are casual doesn’t mean we are careless. Proofread
everything. Twice. Typos are not alright. Grammar is there for a reason and
should be correct. Check statistics and then get someone else to check
them for you too. Remember, prolific beats perfect, but not if words are
misspelt or you’ve got your information wrong.

Be friendly and positive
Communications should feel personal and real, while still being clear and
concise. Positivity is key here. Our vision is a world where entrepreneurial
people, leaders and teams solve meaningful problems. That is something
to be positive about, so taking the time to ensure that vibe is felt is worth it.

Dent.
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Language and Copy Tips and Tricks

Tips

continued

Be engaging
Try to inspire and engage the audience with your content. We know what
we are providing is valuable and we want them to know that too.

Be brief
People are busy. Respect their time. Say what you need to, then stop.
Tweets, emails, subject lines, blog posts etc. should always be appropriate
to their medium. A tweet is 140 characters for a reason.

Talk about real people
As mentioned, our fame is gained through the success of our clients. Use
case studies of real people we work with, and connect them to the reader.
The proof is in the pudding, and real life successes are what people want
to know about.

It’s not me, me, me
Remember, what people care about is you sharing your knowledge,
experiences and advice, but not when you present it in a way that’s all
about you. We are team players in a team business. Let’s keep it that way.
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Language and Copy Social Tone

Social Tone
We use social media to inform current and future clients about our
upcoming events and promotions. We also use it to celebrate the little wins
and quantum leaps of our clients particularly on Facebook in our private
forum.
While we still keep things professional, we think of social media as a place
where we can demonstrate personality, have fun, and relate to our clients.
Much like our brand voice, our social voice is written in a human tone. Our
posts are typically full of optimism, celebration and useful information.
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Language and Copy Our Favourite Platforms

Our Favourite Platforms
Facebook
http://www.facebook.com/dentglobal
http://www.facebook.com/keypersonofinfluence
We love Facebook because it’s the place where our clients
share their successes, and where we can promote our events,
accelerators and services to a wide audience.

Twitter
http://www.twitter.com/dentglobal
Twitter is another great venue for engagement. It’s a strong traffic
driver, and we love the immediacy.

YouTube
http://www.youtube.com/keypersonofinfluence
YouTube is the ideal place to share case studies, tell stories and
show highlight reels of events. It’s great for awareness and feedback.

Instagram
http://www.instagram.com/dentglobal
Instagram is perhaps the most creative and visual platform we use.
We use it to give our community and our audience some behindthe-scenes insight into our team and our events, and to also share
wins and what we’ve got coming up.
Questions? Comments? Email us at info@dent.global
Dent.
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Company #: 07602936 | VAT #: 136309816
4 Old Park Lane, Mayfair, London
W1K 1QW, United Kingdom
P: + 44 207 898 3991
info@dent.global
www.keypersonofinfluence.com

