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Brand Identity ï Elements & Types 
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Å3 elements 

ïRainbow Flower 

ïWipro 

ïApplying Thought 

 

ÅAll 3 elements must always 
appear together 

 

Brand Identity - Elements 

Wipro - Founded on values (Spirit of Wipro)  &   

Driven by the credo of óApplying Thoughtô   
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Brand Identity - Elements 

ÅRainbow Flower 

 

ïAlways refer to it as a óRainbow Flowerô 
 

ïSymbolizes the energy of our diversity, the dynamism of Team Wipro 
and the Yin-Yang balance we strive for.  

 

ïConnotation: Youthful & Energetic, Multifaceted, Innovative & Vibrant  

 

ïSignificance of the colours : 

ÅGreen Ą Fields, Prosperity, Freshness, Growth, Youth  

ÅYellow Ą  Sun, Warmth, Vitality, Aspirations  

ÅRed Ą Blood, Life giving, Dynamic, Auspicious  

ÅViolet Ą  Intelligence, Innovation, Mystery  

ÅBlue Ą  Sky, Sea, Transparency, Natural 
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óWiproô 
ÅFont:  A unique handwritten creation to reflect Wipro as a humane corporation   
ÅThe typography is a scaled grid  
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Brand Identity - Elements 

ÅóApplying Thoughtô 
 

ÅIs Wiproôs commitment & credo - to uphold the Wipro values in our quest to 
deliver Innovation, Quality and Superior Value to all our stakeholders.  

ÅConnotation: Powerful, Intellectual, Futuristic, Maturity & Commitment to 
Innovation  

 

ÅDimensions 

ÅThinking for the customer  

ÅApplication of Thinking 

ÅContinuous Application 

 

ÅFont:  
ÅGill Sans 

ÅInclined typography 

ÅReflects the dynamism of Wipro 
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Brand Identity - Forms 

ÅNormal identity 

ïFor white background 

 

ÅCircular identity 

ïFor colour background 

ïThe circular contour is always blue    

óWipro Caresô and óWipro Applying Thought in Schoolsô are exceptions and can use the 

Wipro Logo with a blue contour on a white background. This is to avoid the interference 

of words 
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ÅColour 

ïNormal                  
ČWhite background 

 

ïCircular                           
Č Colour background 

 

ïHorizontal                       
Č Explicitly stated      
cases 

 

Brand Identity - Forms 
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Brand Identity - Forms 

ÅColour 
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Brand Identity - Forms 

ÅB & W 
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Brand Identity - Forms 

ÅB & W 
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Brand Identity - Forms 

P 

ÅTo be used on white background 

ÅMost recommended Identity 
Colour ï 
Normal 

ÅTo be used on coloured background 

ÅThe outline should always be blue 

ÅDownload the correct identity - do not draw a circular outline 
around the normal identity 

Colour ï 
Circular 

ÅTo be used on white background 

ÅFor B&W communication; 
B&W ï 
Normal 

ÅTo be used on black background 

ÅFor B&W communication; 
B&W ï 

Circular 

ÅTo be used in when there is a restriction of space 

ÅPress ads ï where the size is less than 60 cc 

ÅCorporate Hoardings - bereft of any message  & horizontal 
in shape 

ÅSelected  Merchandize ï e.g. Pen (on a circular surface) 

Colour ï 
Rectangular 

P 
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Brand Personality & Tone of Voice 
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Brand Identity - Personality 

 ñA successful, innovative and humane corporation focused on consumer 

needs, offering a variety of products, solutions and services that fulfils those 

needs, keeping in mind the socio economic realities of the markets it serves.ò  
 

ñA competent, trustworthy and honest business partner & employer, that 

places a premium on long term, mutually beneficial relationships and offers 

strong growth opportunities with an inspiring work & business atmosphere.ò 

 

 

Č 

Č 

Č 

Wipro - Brand Personality  
 

Successful & Innovative, a Global 

Corporation 
 

Humane, Concern for the Society & 

Ecology 

 

Trustworthy & Honest; Responsible 

& Going beyond Compliance 

Values ð Spirit of Wipro  

Å Intensity to Win 

 

Å Act with Sensitivity 

  

ÅUnyielding Integrity 
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Brand Wipro ï Tone of Voice 

ÅThe receiver of any Wipro communication from Wipro should 
experience a sound & feel that is aligned to its Brand Personality & in 
synch with its core Values  

 

ÅThe communication must reflect a quiet confidence that Wipro: 
ÅBelieves in itself 

ÅWill complete what it set out to do & achieve its objectives 

ÅCan & will to deliver on its brand commitment : ñApplying Thoughtô 

ÅIs a óResponsible Global Corporationô 

 

ÅThe key tone of voice elements are: 
ÅIntelligent, Innovative & Quietly Confident 

ÅFair, Humane & Sensitive 

ÅForthright , Transparent &  Responsible 
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Brand Wipro ï Tone of Voice ï E.g. 

 

X 
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Brand Wipro ï Tone of Voice ï E.g. 

 

P 
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Brand Usage Guidelines 
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Brand Usage Guidelines 

Background: 
 

ÅThe Wipro Brand identity is clearly one of our key assets. It enjoys 
the trust of our customers & other stakeholders, who believe that 
Wipro stands for quality, reliability & superior value. 

 

ÅGiven our global footprint across diverse businesses, the challenge is 
to communicate the Wipro brand personality - consistently, accurately 
& with maximum impact. 

 

ÅThe intent is not to curb creativity but to provide a framework for 
consistent & focused usage of the Wipro brand identity across all 
forms of communication across various touch-points, with a view to 
create a distinct & enduring brand image. 
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Brand Usage Guidelines 

 

ÅTo increase or decrease the size of the identity, drag-

and-drop from any of the 4 corners of the Identity 
 

 

 

 

 

ÅClearance equivalent to the letter óPô in óWIPROò 

should be provided between the identity and the 

edges of the copy 
 

 

 

 

 

ÅDesign layout of any communication should not use 

any visual imagery of the Sunflower X 
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Brand Usage Guidelines 

ÅCommon Usage Violations 
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Brand Usage Guidelines 

 

 

Common Usage Violations 

 

ÅCreation of Logos (images) for Products, Solutions and Business 

Units is not permissible.  

 

ÅAll such logo or name units should be restricted to óFont Basedô 

units. The font used for these unite should be óArialô 

 

ÅAll such Font based units should be approved by the Brand team 
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Brand Usage Guidelines 

ÅVisiting Card  

 
ïFont: Gill Sans 

 

ïException to the guideline for Rear side only 
ÅOnsite details for onsite employees 

ÅDouble language cards    
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Brand Usage Guidelines 

ÅVisiting Card  
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Brand Usage Guidelines 

ÅVisiting Card  
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Brand Usage Guidelines 

ÅVisiting Card  



© 2012 WIPRO LTD | WWW.WIPRO.COM 28 

ÅLetterhead 

ïFont: Gill Sans 
 

ïWipro logo:  

ÅNormal Colour 

ÅCentre aligned 
 

ïAddress 

ÅCorporate Letterhead 

ï Corporate Address ï Bottom 

of the page & Centre-aligned 

Å BU Letterhead 

ï Bottom of the page & Centre-

aligned 

1.Line1:   BU Address  

2.Line 2:  Corporate - Bottom of the  

page & Centre-aligned 

 

 

Brand Usage Guidelines 
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Brand Usage Guidelines 

Å Letterhead for Corporate 
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Brand Usage Guidelines 

Å Letterhead for Business Unit 
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Brand Usage Guidelines 

Å  Letterhead for Business Unit 
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Brand Usage Guidelines 

ÅEnvelopes 

ïWipro logo  

ÅSize: Minimum 2 cms 

ÅPlacement : Top-left-hand corner 

ÅType: B&W / Colour can be used 

 

 

 

 

 

ïAddress  

ÅFont: Gill Sans 

ÅPlacement 

ïHorizontal envelopes: 

Bottom, within 2 lines, Left-

aligned 

ïVertical envelopes: Bottom-

left-hand corner 
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Brand Usage Guidelines 

ÅPresentation template 

 

ïDownload standard template from: 
http://channelw.wipro.com/news/announcements/informatio
n/wipro_presentation_template.php 

 

http://channelw.wipro.com/news/announcements/information/wipro_presentation_template.php
http://channelw.wipro.com/news/announcements/information/wipro_presentation_template.php
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Brand Usage Guidelines 

ÅApparels ï Shirts / T-shirts 
ïPreferably on light coloured shirts / t-shirts 

ÅAvoid dark colours as óApplying Thoughtô will not be visible 
 

ïSize:  Normal identity: 4.2 cms ;  Circular identity: 6.5 cms 
 

ïPlacement:  
ÅAlways on left-top left-hand-side (of the person wearing the Shirt / T-shirt)   

Å2.5cms above the pocket (or an imaginary pocket) 

ÅCentre-aligned to the pocket 
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Brand Usage Guidelines 

ÅApparelsï Shirts / T-shirts 

ïWriting the name an internal event / initiative 

ÅFront left-hand side below the identity & only on the pocket 

ÅFront right-hand side 

ÅSleeve, cuff, shoulder or back 

Note:  The above guideline is also applicable to half 

sleeve shirts  
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Brand Usage Guidelines 

ÅApparels ï Shirts / T-shirts 

ï For special events with partners where both the logos have to appear 

ÅClearance:  

ïEquivalent to the size of óPô in WIPRO between the logos or a minimum of 1cm 

 

ÅIf partner has a horizontal logo 

 

 

 

 

 

 

 

 

ÅSample must be approved by Corporate Brand (logo reproduction, colour of 

the apparel, etc.) 
 

 

Å If partner has a vertical logo 

 

Note:  The above guideline is also applicable to half sleeve shirts  
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Brand Usage Guidelines 

ÅMerchandize ï Other items 

ïAll 3 elements of the Brand Identity must be used together 

ïNormal identity on white background & Circular identity on coloured 

background 

ïFor Coffee Mugs  

ÅSize: 2 cms 

ÅPlacement:  Center-vertical alignment 

ÅType: 

ïColoured Ceramics surfaces : Circular identity 

ïWhite Ceramics surfaces : Normal identity 

ïTransparent  surfaces : Normal B&W identity 

 

ïFor Pens / other cylindrical objects 

ÅType: 

ïHorizontal Colour identity 
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Brand Usage Guidelines 

ÅMerchandize ï Other items 

 

ïLeather items 

ÅType: Normal B&W identity 

ÅPlacement: Suitable prominent area 

ÅTreatment: Embossing 

 

 

ïClocks & Watches 

ÅType: Normal Colour identity 

ÅPlacement:  

ïCenter of the dial 

ïIf centre-placement is not possible, please forward your proposal at 

corporate.brand@wipro.com  

 

mailto:corporate.brand@wipro.com
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Brand Usage Guidelines 

ÅMerchandize ï Other items 

 

ïName of internal event / initiative 

ÅIt should not be written above the identity 

 

ÅIt can be written below the identity 

ïOn the front face of a Coffee Mug 

 

ïOn the eye-shade area of a Cap 

 

ïNote:   

ÅFor any other kind of merchandize, broadly, the essence of the 

recommended guidelines would apply.  

 

 

X 

P 

P 

http://images.google.co.in/imgres?imgurl=http://images.usoutdoorstore.com/usoutdoorstore/products/full/b_tonal_cap_blk_06.jpg&imgrefurl=http://www.ski-n-ride.com/shop/brands/burton.php&h=480&w=480&sz=38&hl=en&start=11&tbnid=KJfTzFGKRmLtsM:&tbnh=129&tbnw=129&prev=
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Brand Usage Guidelines 

ÅSignage  &  Boards 
 

ïStatutory Signage 

ÅBackground: White  
 

ÅIdentity  

ï Type: Circular Colour Identity 

ï Size: 1/3rd the size of the board 

ï Placement: Center-vertical alignment 

 

ÅLanguage: 

ï English (left-hand-side) 

ï Regional / Local Language (left-hand-side)  

 

 
 

 

 

 

 

 
 

 

 

ÅFor offices outside India 

ïMail the foreign statutory 
requirement to 
corporate.brand@wipro.com  

ïIn absence of foreign 
statutory requirement, use 
the above guideline 

 

mailto:corporate.brand@wipro.com
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ÅSignage & Boards 
ï Reception-area Signage 

ÅTheme: Spirit of Wipro 

ÅSize: 
ï Standard:  

» Large:  6.0 * 4.0 ft 

» Medium:  4.5 * 3.0 ft 

» Small:  2.0 * 1.5 ft 

ï Others: Made-to-order  

ÅPlacement: Behind / beside 
reception desk in of every 
Wipro office 

ÅHow to arrange for the same: 
ï Mail requirement to 

corporate.brand@wipro.co
m  

» Location, Size, Quantity 

» Contact personôs name, 
email ID & mobile no. 

 

Brand Usage Guidelines 

mailto:corporate.brand@wipro.com
mailto:corporate.brand@wipro.com
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Brand Usage Guidelines 

ÅPress Advertisement 

ïIdentity size & clearance will vary as 

per the ad size.  

 

 

 

 

 

 

 

 

 

ïIdentity placement 

ÅCorporate / BU ad: Bottom right-

hand-corner  
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ÅPress Advertisement 
ïIdentity placement 
ÅProduct / Service ad: Top 

right-hand-corner 

ïProduct shot can be placed 
as per product managerôs 
discretion 

ïIf the size of the Wipro 
identity in the product shot 
is: 

» Equal or larger than the 
specified size ï separate 
Wipro identity need not be 
placed 

» Less than the specified size 
ï a separate Wipro identity 
has to be placed 

 

Brand Usage Guidelines 
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Brand Usage Guidelines 

ÅPress Advertisement 

ïIdentity placement for rectangular press advertisement 
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Brand Usage Guidelines 

ÅPress Advertisement 

ïIdentity placement 

ÅProduct / Service ad: E.g. of Product shot 
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Brand Usage Guidelines 

ÅPress Advertisement 

ïFor Irregular sizes 
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Brand Usage Guidelines 

ÅPoint-of-Purchase (POP) 

material 

ïPosters, Danglers, Streamers, 

Brochures  & Pamphlets 

 

ïPlacement of identity left to 

discretion of product manager 

 
 

 
 

ïE.g. of how surface area of a 

dangler is to be determined 
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Brand Usage Guidelines 

ÅPoint-of-Purchase (POP) 

material 

ïDo not use horizontal identity 

POPs 

ÅException:  

ïCover page of Brochure / 

pamphlet of size smaller than 

6ò * 6ò                                

ÅE.g. of a Product / Service 

Poster with a Product shot 

ïIdentity placement 
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Brand Usage Guidelines 

ÅPosters 
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Brand Usage Guidelines 

Å Danglers 
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Brand Usage Guidelines 

Å Streamers 
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Brand Usage Guidelines 

ÅIrregular Sized 

POPs 
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Brand Usage Guidelines 

ÅIrregular Sized 

POPs 
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Brand Usage Guidelines 

Å Brochures & Templates 
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Brand Usage Guidelines 

ÅHoardings 

ïIdentity Placement 
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Brand Usage Guidelines 

ÅHoardings 
 

ïFor corporate hoarding bereft of any other message 
ÅIdentity Size: Large & proportionate to the hoarding size 

ÅIdentity Placement: Centre  

ÅIdentity Type: Normal Colour 

 
Note: If the hoarding is rectangular in shape, the Horizontal Colour Identity can be used 
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Brand Usage Guidelines 

ÅHoardings 
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Brand Usage Guidelines 

ÅPackaging 

 


