


Chemistry creates new futures powers 

sustainable solutions feeds a growing 

population transforms medicine inspires 

creativity changes everything
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Strategy Our brand strategy powers the entire 

business, giving clarity and energy to 

everything we do, every day.

It defines our purpose, proposition and 

values, shaping how we make decisions 

and driving how we create value for all of 

our audiences.



Purpose
Our purpose is the driving force behind every company decision.



Proposition
A succinct expression of our core business activity and what sets us apart.



Idea
A long-term aspiration for how we move forward and the future we hope to create. Our vision helps clearly identify our ambition and reason for 

being.



Change principles
Core beliefs that shape our internal culture and how we show up in the world.



Messaging
Index

Our voice

The Dos

Name

Tagline

Messages using the construct

Messages by theme

Messages by audience

Final check

Our brand is about change.

Our voice reflects how we’re changing 

things:

- The speed we’re moving.

- The impact we’re having.

- The way we’re shaking up chemistry.
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Our voice

1.Super fast
There’s no time to waste, reinventing chemistry. So we don’t. We get 

to the point with everything we say.

What does that mean?

Think short: for sentences and paragraphs. Use one idea per sentence.

Cut: there will always be words you can lose from your draft.

2.Super positive
We’re a positive force for change. We reinforce that by always being 

upbeat and warm.

What does that mean?

Find the bright side: of your message—the good news, the breakthrough.

Informality: use contractions like ‘you’re’ as they’re warmer.

3.Super clear
We’re doing things differently. We show that by making things 

simple and easy for all our audiences.

What does that mean?

Explain things: don’t assume everyone knows scientific and technical terms.

Precision: as that’s clearer. If a change is ‘significant’ can you quantify if?



The Dos
To make your words super impactful.

Do avoid clichés

Change and impact needs fresh phrases, not overused 

ones.

Do use the active voice

‘The chemist did the experiment’ not ‘The experiment 

was done by the chemist.’

Do be direct

Address readers as ‘you’ as much as possible. It’s more 

inviting.

Do go easy on the idioms

As they don’t necessarily resonate with international 

audiences.

Do dial down hyperbole

We’re confident but don’t shout. No exclamation marks.

Do use British English

For spelling, grammar, and punctuation to maintain 

consistency.

Do check it

Get someone to read it to check if it makes sense, and to 

spot any mistakes.

Do edit

Keep refining your words, until they get shorter and 

clearer.

Do say it out loud

You’ll then hear if what you’ve written sounds natural.

Do have fun

When you write, as that’ll come through in your words.



Name

This is our brand name.

Tagline
This is our tagline. It reminds everyone of what we’re here to do. The impact that we’ll have.

If you’re creating a communication which doesn’t use the tagline, then your headline or lead message MUST mention the word ‘change’.

Change chemistry. Change everything.

In copy, we always write it like this;

one word and in capitals.

SUPERFORM



Messages Using the construct
We can make greater use of our tagline, so it becomes the main way we get our impactful messages across.

We do this is by swapping out the word ‘everything’ for a word that’s relevant for the audience we’re aiming to reach.

This is our main messaging construct.

Change chemistry. Change [this].

When talking to partners in industry.

Be direct and refer to the industry, or the aspect of it, that your communication is about.

Change chemistry. Change energy.

Change chemistry. Change sustainability.

Change chemistry. Change health.

You can also be more creative.

Change the word to create a less literal, more evocative effect in your message.

Change chemistry. Change futures.

Change chemistry. Change imaginations.

Change chemistry. Change performance.



Messages by theme

Solution platform

A platform for change.

Solutions that change everything.

Change starts here.

Wonderful impact

Change for the good.

Game-changing chemistry.

One reaction can change the world.

Velocity + Agility

Change it up.

Change the pace.

Move fast and change things.

Human powered

When we change, everything is possible.

Change starts with all of us.

Change chemistry. Change minds.

Enriching everything

All change.

Make change work for everyone.

The shape of change to come.

For lives

Be on the right side of change.

Positive change for all of us.

Change chemistry. Change lives.



Messages by audience

Internal

You can also our Change Principles as headlines.

Open to change.

Change how you think.

Change it up.

Customers

Change chemistry. Change your results.

Get ahead of change.

Change today—and tomorrow.

Talent

The wonder of chemistry.

Change your career for the better.

What will you change?

Join the company changing everything.

World

Change the planet.

Change chemistry with AI.

From lab to life, we’re changing chemistry.



Final check
If you can say yes to all the questions, your words are good to go.

1.Is what you’ve written:

Super fast?

Super positive?

Super clear?

2.Do you have change — as a word or an idea — somewhere in 

what you’re saying?



Wordmark

The wordmark is the primary 

identifier of our brand. It’s not just 

our name; it's a promise of quality 

and innovation, serving as a 

constant reminder of our mission to 

drive change.



Overview

In most cases, we use the wordmark with tagline as it keeps our brand idea central to the 

identity.

We use our wordmark on our own when placed alongside similar messaging and when it 

visually feels appropriate.

*See brand examples for reference



Wordmark

Asset downloaded Asset downloaded

DOWNLOAD DOWNLOAD

https://live.standards.site/download/https%3A%2F%2Ffirebasestorage.googleapis.com%2Fv0%2Fb%2Fstandards-site-beta.appspot.com%2Fo%2Fdocuments%252Fs36j9b8irkh%252Fkvmanxjzhex%252FMaster%2520Wordmark%2520with%2520tagline.zip%3Falt%3Dmedia%26token%3Df638ae2b-0e6e-4df2-aa2f-81436ea9aab1


Clear space
Don’t crowd the logo. When placing other elements nearby, ensure minimum clear space for brand consistency.

Wordmark with tagline



Minimum size
To maintain the clarity of the logo, a minimum size requirement is established. This ensures that the logo remains legible 

and impactful, regardless of the application.

Minimum size should 28px, 5mm

Minimum size should be 18px, 2.5mm



Positioning
The wordmark is typically positioned in the top 

left, bottom left or bottom center. Especially when 

the content is full bleed in the canvas.

When we don’t have any content and the visual 

conditions of the background allow, we can center 

the logo in the screen and enlarge it appropriately 

to emphasize the brand.



In use

Wordmark with tagline in the email signature



Wordmark in use, centered and bold to present the brand



Co-branding
For co-branding, we use a single line as a divider. Use our wordmark with tagline as a template giving an equal space to place partner logo.

Wordmark alongside 
partner wordmark



Symbols
Our brand symbols 

represent continuous 

transformation, reflective 

of the industry-changing 

potential of our company.



Stacked lockup used alongside partners with 

similar lockup

*Limited use logo



Symbols overview
These are our four brand symbols.

Full symbol
We use our symbols boldly and confidently. Our main application style is one symbol at a time, centred in the canvas.

DOWNLOAD

https://firebasestorage.googleapis.com/v0/b/standards-site-beta.appspot.com/o/documents%2Fs36j9b8irkh%2Fkvmanxjzhex%2FSymbols.zip?alt=media&token=b521e4f5-3619-4be9-8871-130facc9c589


Symbol in use



Crops
We can also crop our symbols. Showing different sections, bringing variety to the application of them.

In any canvas, the cropped symbol should be maintained at 30%-40% of the frame, leaving a large amount of white 

background.





Close-ups
For use as backgrounds we have a fixed set of close-ups inspired by our symbols.

DOWNLOAD

https://firebasestorage.googleapis.com/v0/b/standards-site-beta.appspot.com/o/documents%2Fs36j9b8irkh%2Fkvmanxjzhex%2FClose-ups.zip?alt=media&token=3ebbf390-1aa2-42f8-aec7-badeb2d378af






Social icon
When only a single symbol is required, such as on social profiles or a favicon, we use our triangle 

symbol, and it should always be set straight.





Colour

Index

Primary colours

Secondary colours

Monochrome colours

Master gradients

Colour plays an important 

role in how our brand comes 
to life. Our palette has been 

chosen to provide visual 

impact and flexibility across 

communications.

https://live.standards.site/superform/colour?e=fqur9ql5c4m
https://live.standards.site/superform/colour?e=9p8iq38r324
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Primary colours
Our primary colours are our core brand elements and are used in our symbols. We can also use them as single colours 

for certain applications.





Master gradients
Our master gradients blend our primary and secondary colours giving us further depth across digital applications such as 

presentations and our website.

*Not for use in print.

DOWNLOAD

https://live.standards.site/download/https%3A%2F%2Ffirebasestorage.googleapis.com%2Fv0%2Fb%2Fstandards-site-beta.appspot.com%2Fo%2Fdocuments%252Fs36j9b8irkh%252Fkvmanxjzhex%252FMaster%2520Gradients.zip%3Falt%3Dmedia%26token%3D105dbdbc-81cb-4042-8f51-8592860fb7cc


Typography

At the heart of the brand 

is our typographic voice. 

Type influences the tone 

and brand expression.

Typeface
Roobert is our typeface. Where possible we should use this across all communications.





Headlines
For communications keep things bold and simple. Use Roobert Medium with the leading set to 1.1x the type 

size.





Hierarchy
For longer copy ensure there is a purposeful difference between type sizes. Size, scale and position all play a 

factor in how information is read. Type sizes are for example only.





Photography
Index

People

Partners

Photography plays an important role in 

communicating stories of change internally and by 

our partners.

https://live.standards.site/superform/photography?e=8bwlx3giozu


People

When highlighting individual stories 

of change we use photographs of 

people. They should feel positive 

and brightly lit on a white 

background.

*All of the images below are for 

illustrative purposes only



Partners
To capture the stories of customers we use imagery showcasing their innovations.

*All of the images below are for illustrative purposes only



Index

Introduction

Brand film

Symbol animation

Wordmark animation

Animation

Change is constantly 

moving. Animation brings 

this to life, showcasing 

change in action.

https://live.standards.site/superform/layout?e=0cwmphccwn8
https://live.standards.site/superform/layout?e=e24jrw9i2h0
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Brand film
Our brand film is a leading communications tool. We use it to inspire internal and external audiences. It serves as 

one of the first introductions to our brand.

https://firebasestorage.googleapis.com/v0/b/standards-site-beta.appspot.com/o/documents%2Fs36j9b8irkh%2Fkvmanxjzhex%2FSUPERFORM%20Brand%20Film.mp4?alt=media&token=23cf9a12-5489-497e-8aa2-6e283879585f


Symbol animation
Triangle to square

DOWNLOAD

https://live.standards.site/download/https%3A%2F%2Ffirebasestorage.googleapis.com%2Fv0%2Fb%2Fstandards-site-beta.appspot.com%2Fo%2Fdocuments%252Fs36j9b8irkh%252Fkvmanxjzhex%252FSymbol%2520Animation%2520-%2520Triangle%2520to%2520square.mp4%3Falt%3Dmedia%26token%3D003a234a-3111-4923-9b0c-028e62a13398


Symbol animation
Triangle to square

DOWNLOAD

https://live.standards.site/download/https%3A%2F%2Ffirebasestorage.googleapis.com%2Fv0%2Fb%2Fstandards-site-beta.appspot.com%2Fo%2Fdocuments%252Fs36j9b8irkh%252Fkvmanxjzhex%252FSymbol%2520Animation%2520-%2520Triangle%2520to%2520square.mp4%3Falt%3Dmedia%26token%3D003a234a-3111-4923-9b0c-028e62a13398


All symbols

DOWNLOAD

https://live.standards.site/download/https%3A%2F%2Ffirebasestorage.googleapis.com%2Fv0%2Fb%2Fstandards-site-beta.appspot.com%2Fo%2Fdocuments%252Fs36j9b8irkh%252Fkvmanxjzhex%252FSymbol%2520Animation%2520-%2520All%2520symbols.mp4%3Falt%3Dmedia%26token%3D7590b95a-46f5-4e54-96e8-4aa8a89692f6


Wordmark animation

DOWNLOAD

https://live.standards.site/download/https%3A%2F%2Ffirebasestorage.googleapis.com%2Fv0%2Fb%2Fstandards-site-beta.appspot.com%2Fo%2Fdocuments%252Fs36j9b8irkh%252Fkvmanxjzhex%252FSUPERFORM%2520Wordmark%2520Animation.mp4%3Falt%3Dmedia%26token%3D58d3467f-e582-46c9-abd5-f01953e7cefa
https://live.standards.site/download/https%3A%2F%2Ffirebasestorage.googleapis.com%2Fv0%2Fb%2Fstandards-site-beta.appspot.com%2Fo%2Fdocuments%252Fs36j9b8irkh%252Fkvmanxjzhex%252FSUPERFORM%2520Wordmark%2520Animation.mp4%3Falt%3Dmedia%26token%3D58d3467f-e582-46c9-abd5-f01953e7cefa


Applications
Index

Out of home

Office

Stationery

Merchandise

Social Media

Digital

Presentation

Packaging

Event

From physical communication 

materials to digital platforms, these 

applications demonstrate the 

versatility and coherence of our brand 

identity in real-world scenarios.
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Out of home



Office



Stationery



Merchandise



Social media



Digital



Presentation



Packaging



Event



Thank You
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