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Project goals:

1. To respond to data gathered from our audience 
regarding the way they consume media and their 
preferences

2. To build a more ‘sophisticated’ brand identity

The Egress brand underwent another refresh at the 
beginning of 2022. The requirements for the brand had 
been updated, where the brief was to make the brand feel 
‘sophisticated’.

This was achieved by restricting wider colour usage across 
materials, where CTAs would be permitted that wider 
range only, and increasing the amount 
of white space used. The line element 
from the previous design was replaced 
with lightweight lines and patterns, 
which did not encroach on the effect of 
the white space.

Brand identity design
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Colour
Usage 

Proportion and appropriate use of colour
can be as relevant as the logo-mark itself. 
Our colour palette is mostly neutral 
blues, with limited splashes of colour.
When using the Egress palette, try to
use a proportion close to the one you can
see on this page.

1. Background colours 
Our background colours are colours which 
have the most coverage on our materials, 
typically as 100% colour or as paler tints. 
Dark Blue mixed gradients may also be 
used for backgrounds.

2. Foreground colours
Our foreground colours are used to provide 
contrast and to draw attention to specific 
areas of our materials. These should be 
used alongside our dominant background 
colours. These colours should be used 
more frequently than our accent colours.

3. Accent colours
The accents palette is used to add 
flexibility and contrast. These typically 
work best on a dark background, and 
should be used sparingly on external 
materials. These may be used for CTAs.

4. Tints and white
These can also be used for text. Please 
limit use to tints of our background 
colours, where using these over large 
areas.

10% Dark Blue 10% Cyan 40% Dark BlueWhite 60% Dark Blue

Background colours
1.

Foreground colours
2.

Tints and white
4.

Accent colours
3.
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Typograhy
Banners

Visual hiearchy is a key element of banner 
design, whether for print or web.

Headlines should utilise the Rubik Medium 
typeface.

Any (optional) supporting copy may be in 
Rubik, and should not include a period/ 
full stop.

Any CTA button text should be in Rubik 
Medium. Buttons should be rectangular 
shaped (with small rounded corners) or 
circular (only on banners with very limited 
space). CTAs may be in a contrasting 
palette colour.

Most banners will require the Egress logo 
to be added, but some banners (such as 
email signatures) will be used alongside 
the Egress logo- in which case the 
addition of a logo is unnecessary.

Please note: It is recommended to keep 
the amount of characters (text) on a 
banner to the minimum possible, to ensure 
impact.

This is a banner 
headline
This is the optional supporting copy of a banner

CTA button

This is a 
print banner 
headline
This is the optional supporting 
copy of a banner

www.egress.com

This banner headline 
has limited space

No important (text) content is 

permitted to be below average knee 

height (50mm) on printed banners





Project goals:

1. To increase conversions on product webpages by 
making information more easily accessible

2. To give a wow factor to visitors on the website

This was a project I initiated to improve how the company 
website communicated the benefits of our software. The 
original design had key information hidden behind tabs. 
This made for a limited user experience and was not good 
for effective communication.

I designed the new webpage as made up of widgets, 
which allowed for a more flexible layout depending on the 
product. Key points include:

• Clear CTAs

• A video front and centre to demonstrate the product

• Top benefits of the product stand out

• Clear, scannable use-case headlines and short text 
blocks

• Illustrations and mockups of the product in use

• Include a ‘wow factor’

View the web archive here: https://bit.ly/3QP27V7

Product webpage design
Egress Defend

Stop sophisticated and targeted inbound email threats

Book a demoContact us

so that you can detect the most sophisticated threats that slip through 
traditional email security solutions. 

Stop more targeted phishing 

attacks

Contact us for your 

personalised demo

Stop more  

inbound threats

Reduce  

admin overheads

Make people  

cybersecurity assets

Egress supports the following integrations

Find out more about our technology integrations >

Spot the Phish game

Contact us

Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some 

lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. 

Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. Some 

lovely text. Some lovely text. Some lovely text. Some lovely text. Some lovely text. 

Talk to an advisor

Egress Prevent is part of Egress Intelligent Email Security

Watch our overview video here >

Administrators do not need to manually configure rules, manage quarantine  
or handle triage. Our technologies and quick reporting capabilities cut 
through the noise, turning data into the intelligence you need to eliminate 
risk. 

Free up security resources

Learn more >

Rated 4.5 out of 5 by G2 Crowd Read our reviews   >

Daniel Volk, CIO, Crawford & Company

“We selected Egress Defend and Prevent as added security layers in our 

Microsoft 365 environment to ensure we are minimising our risk profile.”

Talk to an expert

See Egress Defend in action

Stop more targeted 

phishing attacks

Make people  

cybersecurity assets

Identify risks across 

inbound email flows

Watch the video Watch the video Watch the video

Learn more >

Our real-time alerts, feedback and guidance clearly explain why there’s  
a risk, providing active learning that transforms users from vulnerabilities  
into cybersecurity assets, all while reducing your training bill! 

Make people your first line of 

defence

Learn more >

Chat with an expert

Book a demo Get datasheet

Frequently asked questions
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Project goals:

1. To create consistent branding for a campaign 
identity, which also supports the overall business 
brand identity

2. To communicate campaign messaging effectively

3. To communicate that the campaign is about 
everyday people

This successful campaign described how employees posed 
a security risk to businesses in three key ways.

This was a six month campaign which required a unique 
visual identity, whilst still clearly needing to relate to 
existing brand identity. This design was presented to senior 
members of the executive team before use. 

The chosen campaign visuals showed blocks breaking the 
‘secure layer’ line graphic and also the image itself. These 
breaks represented the gaps in security, which are a part of 
any business.

The portrait imagery used on key materials showed people 
looking directly at the viewer. The imperfect and serious 
characters feel more relatable than those with perfect hair 
and skin. These people needed to feel genuine.

‘Only Human’ campaign



Project goals:

1. To create consistent internal campaigns

2. To show that the business cares about its 
employees

These designs were concepts for internal promotions. They 
showcased a bolder illustrative style and made greater use 
of the range of colours available in the brand, in order to 
feel more fun and be more appealing than the main brand. 
This project also showcases some of my illustration skills.

Employee focus
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