


Primary Brand Marque The hummble brand identity is conceived from the Law of Vibration; 
the notion that everything in the universe is in a constant state of 
movement.
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Secondary Brand Marque The secondary brand marque (extracted from the primary brand 
marque) is a symbolic representation of movement. A nod to the 
historic foundations of the letter ‘M’, which takes the same form 
as the Egyptian hieroglyphic water wave sign.
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Minimum & Maximum SizesPrimary Marque

(1) No maximum size (2) Minimum Size
50mm wide

(1) The primary brand marque has no maximum size and can be scaled 
up to any size. The primary brand marque can only be scaled down 
to a minimum of 50mm wide for print use, as displayed at (2).
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Arial Rounded MT Pro – BoldTypeface

adaptogenic
superfoods

plant medicine
nourishing

A friendly and warm expression of a well-known font. The rounded 
qualities brings an approachable human sensibility. 
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The hummble brand appears in all lowercase where possible to rep-
resent the casual, calm and approachable nature of the brand. The 
following rules help create a consistent and recognisable brand 
approach across all outcomes:

 — Left aligned
 — All lowercase
 — Tracking: 0
 — Kerning: Metrics
 — Only formal names and place names to be in title case

Example of all lowercase

certified organic ingredients.
pure peruvian cacao (47%), panela, botanical blend (activated maca, 
astragalus), mushroom blend (cordyceps, shiitake, maitake, turkey tail), 
masala spice blend (cinnamon, star anise, ginger, cardamom, clove, 
peppercorn), chilli powder, sea salt. 
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Type Styling Body Copy

Example of all title-case for place name

hummble Pty Ltd
7/10 Thomas Street
Noosaville, QLD 4566

The hummble brand appears in all lowercase where possible to rep-
resent the casual, calm and approachable nature of the brand. The 
following rules help create a consistent and recognisable brand 
approach across all outcomes:

 — Left aligned
 — All lowercase
 — Tracking: 0
 — Kerning: Metrics
 — Only formal names and place names to be in title case
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Dusty Cacao 1
*RGB* 217, 183, 187
*HEX* #D9B7BB

*CMYK* 16, 32, 20, 0 *PMS* 5025 U

Dusty Cacao 2
*RGB* 217, 183, 166
*HEX* #D9B7A6

*CMYK* 15, 30, 33, 3 *PMS* 7590 U

White
*RGB* 255, 255, 255
*HEX* #FFFFFF

*CMYK* 0, 0, 0, 0 *PMS* –

Palette Core Brand Colours8



Elevate Cacao
*RGB* 154, 119, 109
*HEX* #9A776D

Calm Cacao
*RGB* 80, 70, 100
*HEX* #504664

*CMYK* 30, 50, 45, 30

*CMYK* 70, 70, 40, 25

*PMS* 1665 U

*PMS* 7525 U

*PMS* 669 U

Palette Product SKU Colours

Awaken Cacao
*RGB* 216, 77, 30
*HEX* #D84D1E

*CMYK* 9, 80, 95, 2
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Ceremonial Cacao
*RGB* 69, 32, 15
*HEX* #45200F

Plant Mylk
*RGB* 255, 215, 137
*HEX* #FFD789

*CMYK* 0, 20, 55, 0 *PMS* 7403 U

*CMYK* 45, 80, 86, 70 *PMS* 7630 U

Palette Future Product SKU Colours NB. Ensure to do a wetproof to test all future SKU colours for legi-
bility and colour reproduction.
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Pulsing EnergyPalette Treatment Colour palette is a key visual and touch point that represents the 
energy and vibration of the brand. These soft gradients are also 
representative of a salty, sun-faded look reminiscent of a beachy, 
outdoor lifestyle.

->
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Moments of rest

Moments of nature

Moments of the surf

Art Direction A warm and sunny outlook.  — Aspirational
 — Unexpected angles
 — Clever use of light
 — Warm, saturated tones to compliment brand colours
 — Mixture of indoors and outdoors
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Primary Heading  — Maruhiro Hasami Block Mugs
 — Saturated, warm colours that match SKU colours
 — Modern

Art Direction Ceramic Mugs13



Social Media Cover Image14



(1) Nature (2) Surf/Beach (3) Calming Interiors (4) People in Spaces

 Social Media Art Direction  & Content Pillars Using the hummble core brand colours to help guide the visual 
approach to art direction.
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Is there any knowledge in the world which is 
so certain that no reasonable man could doubt 
it? This question, which at first sight might not 
seem difficult, is really one of the most difficult 
that can be asked. When we have realised the 
obstacles in the way of a straightforward and 
confident answer.
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hummblehummble hummble

Social MediaConceptual Mock-up

take a minute just for you.

new flavour coming soon
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Customised Ceramic MugsConceptual Mock-up17



Packaging Sample SachetsConceptual Mock-up18



Market BagConceptual Mock-up19



organic. plant-based. nourishing.
hummble.com.au

healing products for vibrant lives.
hummble.com.au

introducing
awaken cacao.

with fig and 
chamomile, 
for a soothing 
and nourishing 
night cap.

Shelf TalkerConceptual Mock-up20



Secondary HeadingPrimary Heading

organic. plant-based. nourishing.
hummble.com.au

organic. plant-based. nourishing.
hummble.com.au

Street PostersConceptual Mock-up21
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Secondary HeadingPrimary Heading
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Packaging: 150g and 500gConceptual Mock-up24



Packaging Range

150g 500g

Both the 150g and 500g boxes have the same sized fronts, how-
ever the SKU colour in the gradient is shorter in the 150g pack, and 
wider on the 500g pack.

Conceptual Mock-up25
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