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DAB+ corporate design
Guidelines on basic elements
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This manual is an important tool and 
has been designed to make working 
with DAB+ communication easier. It 
defines the communicative frame-
work within which you move.

The guidelines which follow will help 
create a uniform appearance for 
the brand across all communication 
channels. These guidelines and all key 
components of the corporate design 
can be found on worlddab.org. 

The newly designed brand identity 
has been developed by ARD and its 
creative partner SCHOLZ & FRIENDS 
Berlin and is available free of charge 
for promotional purposes to all mar-
ket partners.

Introduction

DAB stands for “digital audio broadcasting”,  
which means digital transmission of audio sig-
nals via an antenna. 

The new design of DAB+ embodies the mod-
ern, digital way of listening to the radio as a 
powerful and fresh brand that gets people 
excited about the possibilities and range 
offered by DAB+. The newly created, icono-
graphic composite mark in the form of a radio 
explains in a universally understandable and 
easily recognisable way what the DAB+ tech-
nical standard represents. When combined 
with the modern fonts and a dynamic colour 
gradation, the brand is given a distinct guiding 

design principle across all communication channels. 
A recognisable, inviting brand experience is created, 
rounded out by the slogan “More radio” which is in use 
in Germany and might be used, at no obligation, as an 
example claim for your country.

A campaign for the DAB+ brand uses emotional im-
agery and an authentic atmosphere to focus on the 
listening experience that lets every listener hear their 
favourite programme as if they were there in person. 
With the motto of “Just like being there” the technical 
aspects of DAB+ are not the only component high-
lighted, but also the enjoyment factor and pleasure of 
listening to the radio.

Contacts:

Bernie O’Neill
Project Director
WorldDAB
Tel.: +44 20 7010 0740
Email: bernie.oneill@worldab.org

Brigitte Busch
ARD Koordination Kommunikation 
und Marketing DAB+ 
Tel.: +49 (0)30 8503-6848
Email: dabplus@mdr.de
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lorem.com

Lorem ipsum 
dolore est

Characteristics

The main visual characteristics
are the logo, the colouring with the 
gradation from cyan to green, the 
company fonts of Comfortaa and 
Open Sans, and the DAB+ brand 
quadrangle with slanted side, which 
functions as the common design idea 
throughout all media.

The main component of the logo is 
the iconographic radio with
receiver antenna.

It has been simplified slightly and is 
thus compact and contemporary. The 
slant of the antenna is taken up again 
by the DAB+ quadrangle with DAB+ 
gradation.

The design elements can be used 
flexibly.

1	 Brand design

1.1	 Characteristics
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1	 Brand design
1.2	 Basic elements and design principle 

1.2.1	 Logo – components, minimum margin, size, behaviour in text

Components

The DAB+ logo is a word/figurative 
mark. The logo’s shape is based on 
that of a radio.

Minimum margin

In order for the logo to unfold its 
full impact and not be impinged on 
by distracting elements, a minimum 
margin around the logo must be 
maintained.

This margin is created by the exclu-
sion zone. It is based on the size of 
the plus symbol in the word mark.

No other elements, such as logos, 
images or text, may be placed within 
the exclusion zone.

In cases where limited space is an 
issue, as an exception, the exclusion 
zone can be reduced by 0.5x on all 
sides.

Size

In order to guarantee
readability and recognisability
of the logo, its minimum size 
is defined via width:

Width: 4.5 mm
x height dab: 0.81 mm

The logo can be scaled accordingly 
depending on intended use. In order 
to ensure a uniform appearance in all 
media, at a minimum, the logo exclu-
sion zone must be maintained. 

The logo is available as a digital tem-
plate in a variety of file formats.

Minimal size of logo (width: 4.5 mm)

Logo with standard and with reduced 
exclusion zone (the dotted line).

Behaviour in text

In written form, DAB+ is always with a 
mathmatical plus symbol.

The logo must never be integrated 
into text, neither as a replica or as an 
original artwork. Quotation marks or 
emphasis should be omitted. 

DAB+ is set in the color and font of 
the rest of the text.

Technical final artwork for the three logo variations: 
Logo, logo with slogan, special logo with slogan adjacent 

Structure of file names
DABplus_Logo_Colourvariant_Coloursystem.Fileformat

Colour systems
CMYK	� Four-colour print
K	� Black and white/greyscale
P…C	� Special colour (spot colour, Pantone coated)
P…U	� Special colour (spot colour, Pantone uncoated)
sRGB	� Monitor colours (standard RGB)

File formats 
eps 	�Encapsulated PostScript (Adobe Illustrator 12/CS2)
jpg 	�JPEG image (with sRGB colour profile, no transparency, only in emergen-

cies!)
pdf 	�Portable Document Format (PDF 1.4)
png 	�Portable Network Graphics (with sRGB colour profile)
svg 	�Scalable Vector Graphics (Internet Vector, SVG 1.1)
wmf 	�Windows Metafile (for MS Office 2002/XP+, OpenOffice)
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The DAB+ logo is firmly defined.
Any and all changes, distortions 
or presentations other than those 
described in this document are 
prohibited.

Only this way can a constant, 
brand-faithful and uniform percep-
tion of the brand be guaranteed. 

Primary logo

For print applications, the logo with 
DAB+ gradation is used. Foreign col-
ours (or other colours in the design) 
are not permitted.

If the logo is placed on the DAB+ 
brand quadrangle with colour gra-
dation, it is used in its negative white 
variant.

Secondary logo

For usage in black and white
media, e.g. on the fax sheet, or in 
special cases, such as usage of the 
logo in various applications or as a 
co-branding, the logo is set in either 
100% black or in negative white, de-
pending on the type of background. 

1	 Brand design
1.2	 Basic elements and design principle 

1.2.1	 Logo – colours, backgrounds

Secondary logo on white, black or other coloured background

Exceptional cases

For exceptional cases, a version of the 
logo exists in the special colour 1C 
green; however, its usage is generally 
not intended.

Primary logo on white background Primary logo on DAB+ gradation
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1	 Brand design
1.2	 Basic elements and design principle 

1.2.2	 DAB+ Audio-Toolbox with sound logo

For on-air usage on TV and radio, an audio toolbox with the 
DAB+ sound logo is available which guarantees recognition of 
the brand in on-air channels too.

The sound logo for DAB+ consists of several sequenced sound 
elements of the tone sequence “DAB” (three tones) and a 
plus tone with sonar finale for the “+”. In this way, the sound 
logo becomes the acoustic equivalent of the visual word and 
design mark.

In TV and radio ads, the DAB+ sound logo will be used for 
the outro. It is recommended that the country-specific DAB+ 
brand slogan be recorded and played directly after the sound 
logo in the outro.

The audio toolbox will be completed by a sound bed, for 
usage as required, and the plus tone with sonar finale in a 
separate sound file, for use as an intro sound or a separator.

DABplus_sound-logo_sound-bed.wav 
DABplus_sound-logo_plus-tone_sonar.wav 
DABplus_sound-logo_pure.wav
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Lettering 

To enhance uniformity of overall 
brand presentation, the slogan 
is primarily set in lowercase 
characters below the logo. The slogan 
can be set in one or two lines, either 
below or beside the logo. The slogan 
can also be used independently of 
the logo as a headline.

Position
 
The primary logo combination is 
defined as being the variation with 
the brand slogan placed below the 
logo. The width of the slogan is 
determined visually based on the 
width of the logo. The secondary logo 
combination is the variation with the 
slogan next to the logo. 

If the translation of the slogan 
does not fit on two lines below the 
logo, then the slogan is positioned 
at the side of the logo; this logo 
combination is then the primary 
combination.

This combination is used in extreme 
formats, such as narrow banners or 
very small sizes, or for promotional 
materials with correspondingly small 
area, such as pens.

Size

For the primary combination, the 
width of the slogan is determined 
visually by the width of the logo. Text 
size should not be smaller than one-
fifth of the logo height. 
 

Colours

When using the primary logo 
combination, the slogan in DAB+ 
cyan appears below the logo. In the 
secondary logo combination the 
slogan appears in DAB+ green. If the 
logo is printed in the special colour 
DAB+ green, the slogan appears in 
the same colour.

Behaviour in text

If the logo is used in combination 
with the brand slogan, the following 
spellings are recommended for the 
slogan: DAB+ “more radio”, DAB+  
more radio. It is important to make 
sure that the slogan is not separated 
from the brand name by a blank 
space or a hyphen. The name and 
slogan should be in the colour and 
font of the other text. 

1	 Brand design
1.2	 Basic elements and design principle 

1.2.3 	 Slogan – lettering, position, size, colours, behaviour in text

Examples of incorrect slogan placement

Slogan may not be wider than logo Slogan may not be three lines or more

Primary logo combination with slogan

Secondary logo combination / special case

With a one-line slogan in the 
secondary logo combination, the font 
size of “dab+” is to be used.

If, however, a two-line slogan is 
placed to the right of the logo, the 
x-height of the slogan is determined 
by the inside upper and lower edges 
of the logo, as in the example shown 
on the previous page.
 
The colour and behaviour in text 
are determined by the rules for the 
English slogan.

5x

At least 1x

Limit lines for the secondary logo combination
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There are three options to use or create the slogan. 

1. Use your existing slogan in your language 
	
If your slogan is already succesfuly established you can 
use your slogan with the DAB+ logo. 
 
The slogan must then be designed in accordance with 
the information on the next page. 

2. Use the English slogan „more radio“
 
You can also use the Englisch slogan „more radio“ for 
any print or digital appearance.  

The English slogan must be designed in accordance with 
the information on the next page. 

3. Translate the English slogan into your language 

If you don’t have an existing slogan and you don’t want 
to use the English slogan you can translate the English 
slogan into your language. 

Translation of idea: 
DAB+ is radio with a clear sound, wide variety of stations 
and a new level of quality. In short: “more radio”.
 
If the “more radio” slogan does not translate clearly into 
two words in other languages, a non-exact translation 
can be used. For the translation, care should be taken 
that the slogan does not use a superlative, but rather the 
comparative expression. Translations using the idea of 
“ultimate” or “maximum” are not desired (e.g. ultimate 
radio).

The slogan must still be designed in accordance with the 
information on the next page

1	 Brand design
1.2	 Basic elements and design principle 

1.2.3	 Slogan translation

Primary German trans-
lation

Primary French trans-
lation

Secondary German translation

Secondary French translation

plus de radio

mehr radio

Primary English sloganPrimary Italian slogan Secondary English sloganSecondary Italian slogan

il suono perfetto
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The Comfortaa font

The brand font is Comfortaa. This 
font is used in the logo and for the 
slogan and is used in particular for 
titles, headlines and lead copy texts.

Comfortaa is a free font for both 
commercial and private use and is 
available to any user for free online. 

The font is primarily used in its Bold 
style. In titles, emphasis can be set 
using the Light style, e.g. for sublines.

It is particularly suited to contempo-
rary, cross-medial applications and 

functions equally well in electronic 
media and print materials as well as 
in media designed to be viewed at a 
distance. 

The Comfortaa font is a rounded-off, 
geometric, non-serif font, designed 
by Johan Aakerlund and is particularly 
suitable for large-scale applications/
large sizes.

The Open Sans font 

For body text and sub-headings, two 
different styles of Open Sans are 
used.

The style Regular is used for running 
text. The Bold style is used for 
sub-headings, emphasis (margin 
notes, captions, etc.).

Open Sans is a humanist, non-serif 
font and was created by the font 
designer Steve Matteson. 

Open Sans features elegant, open 
forms and impresses with its neutral, 

yet likeable appearance. It has been 
optimised for print, web and mobile 
use and offers outstanding reada-
bility even in very small sizes and 
with reduced resolution (fax, screen 
presentation).

Comfortaa Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!“§$%&/()=?

Comfortaa Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!“§$%&/()=?

Open Sans Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!“§$%&/()=?

Open Sans Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!“§$%&/()=?

1	 Brand design
1.2	 Basic elements and design principle 

1.2.4	 Typography – fonts and usage
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DAB+ green

RGB
CMYK
Special colour

134.221.37 
45.0.100.0
Pantone® 376 C 
Pantone® 382 U

DAB+ cyan

RGB
CMYK

0.189.210 
70.0.10.0

DAB+ white

RGB
CMYK

255.255.255 
0.0.0.0

DAB+ black

RGB
CMYK

0.0.0 
0.0.0.100

DAB+ cyan
Colour 100% 
Position 0%

DAB+ green
Colour 100% 

Position 100%

Colour transformation
Position 37%

Company colours

The colour green is a symbol of the 
DAB+ brand and is thus a key identifi-
cation element in the brand presenta-
tion, both offline and online. Green 
is used inside the logo and also as a 
design element or a special colour.

The colour cyan is also a company 
colour, but is used less often than 
green. In electronic and print media 
it is also used as a design element, 
in the gradation and thus also in the 
logo. 

Both colours are future-oriented, 
emotional and accessible.

Special colour

Should the gradation not be ex-
pedient in a given communication 
medium from a technical production 
standpoint or for visual reasons, it 
is possible to print the logo in the 
special colour green. 

If the logo is set in the special colour, 
the 4C printing of the gradation may 
not be printed on that same medium.

If green is chosen as the special col-
our, the various Pantone colours for 

uncoated and matte coated paper are 
to be applied.

Colour ratio and gradation

The DAB+ corporate design ensures 
high recognisability through its 
consistently applied ratio of green to 
blue. 

This ratio between the company col-
ours is based on the DAB+ gradation. 
It flows linearly from cyan to green, 
and the colour transformation occurs 
at 37%.

Colour proofing

The colours shown here may vary 
from the colours as printed. For 
colour proofing, please refer to the 
Pantone® colour chips.

1	 Brand design
1.2	 Basic elements and design principle 

1.2.5	 Colours – company colours, special colour, colour ratio and gradation
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Primary imagery 

Images make a crucial contribution to 
the DAB+ brand presentation. Mod-
ern motifs from the target group’s 
daily lives address and move our 
audience at an emotional level.

The DAB+ imagery is documentary,
not posed, and shows real moments 
– authentic situations of enjoyed 
listening.

The primary DAB+ imagery shows the 
joy that can be had listening to the  
radio in an authentic atmosphere, 
with high personal proximity. These 
examples have been used in Germa-
ny and give an idea on how to use 
imagery in DAB+ campaigns.

1	 Brand design
1.2	 Basic elements and design principle 

1.2.6 	 Examples of primary imagery
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Construction

In addition to the logo, the DAB+ 
quadrangle is the main design ele-
ment and features a slanted side with 
a slope of 12°, determined by the 
antenna of the brand logo. 

The height of the area can be ad-
justed flexibly based on the amount 
of information needed, but should 
never take up more than half of the 
entire format and should always have 
four corners – no more, no less. 

It can be placed at the top or bottom 
of the format or in the middle, 
stretched to fill the format horizon-
tally. 

When placed at the top, it serves an 
informational purpose. The logo and 
headlines are placed within it. 

When placed at the bottom, the 
area is well suited as a stage for the 
logo or other information about the 
originator.

The area can also be placed as need-
ed in the form of a parallelogram. 
In such cases it either spans the full 
width of the format or is centred and 
free-standing within the medium. 

Application of gradation

The area is always filled with the 
DAB+ gradation and never shown 
in a different company, design or 
third-party colour.

The DAB+ brand quadrangle has a side slanted at 12° and colour gradation

Placement of the DAB+ brand quadrangle at top or bottom or in the middle – shown here on DIN A4

1	 Brand design
1.2	 Basic elements and design principle 

1.2.7	 DAB+ brand quadrangle – construction, application of gradation
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Incorrect placement of the DAB+ brand quadrangle – here on DIN A4

1	 Brand design
1.2	 Basic elements and design principle 

1.2.7	 DAB+ brand quadrangle – special cases and incorrect placement

Special case extreme landscape format

Special cases

In special cases, e.g. an online banner 
with an unusual landscape format, 
the area needs to be cropped and 
can take up more than half of the 
format, depending on the amount of 
information.

Ideally, the area should begin in the 
upper right-hand corner in order to 
achieve a maximum length along the 
slanted side and a maximum size of 
the gradated area/informational level.
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1	 Brand design
1.3	 Usage 

1.3.1	 Corporate materials – press folder
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The small print

All information is supplied without 
guarantee. magnimporis sum quodissitis 
nossim volor aliti consequos mo est, iscipsa 
perumquam autectia que prepta nat.

Absolut Hot
Antenne Frankfurt
Antenne Mainz
ERF Pop
FFH
harmony.fm
interviewRadio
lulu.fm
Mega Radio SNA
planet radio
Radio Teddy
Radio X
Rheinwelle 92,5

Bayern 1 Franken
Bayern 1 Main
Bayern 2 Nord

Absolut Relax
Deutschlandfunk
Deutschlandradio Kultur 
DRadio DokDeb
DRadio Wissen
ENERGY
ERF Plus
Klassik Radio
Radio Bob!
Radio Horeb
Schlagerparadies
Schwarzwaldradio
Sunshine live

Channel 11 C 

Channel 10 A

Channel 5 C

DAB+ in 
your region 
lorem.com

Channel 11 D

Channel 7 B

B5 aktuell
B5 plus 
Bayern 1 Nby/Opf
Bayern 1 Obb
Bayern 1 Schw
Bayern 2 Sued
Bayern 3 
Bayern+
BR Klassik
BR Heimat
BR Verkehr
PULS

hr-iNFO
hr1
hr2
hr3
hr4
YOU FM

Lorem ipsum dolor

Igendanihit recturior 
molut quiam, et la susam 
doluptate vendign iendip-
sam et omni dus aspitas 
es nobis mint.

Qui con est, con et voluptae essitia conse
ribus mos estiassimped mo int quia quiam, 
omniasperem si aute utenit que.

Id ullit autae la aut et a cusam sed ma nossed 
molorum que velignis quunt od quaspelignam 
ut re dolendanim sim aute inctem fugiass umquae 
consequatus exeruptatium nam ratiat utem.

DAB+ Otae  
volorro ilines  
culluptatem. 27.4

Danim sim aute inctem fugiass umquae consequatus 
exerupta tium nam ratiat utem endam Harum sunti-
aest quam nectum.

1	 Brand design
1.3	 Usage 

1.3.1	 Corporate materials – publications

Info sheet and flyer based on two sample double pages
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Lore peribus  
sinullit, estsit.
consed quamus ma nulpa volo optat magnis lorum 

quae etures quis as dolest alis ad eiciis issimod ions-

equae. consed quamus ma nulpa volo 

Consetetur sadipscing1

12345 - 56879926
 
consed quamus ma nulpa volo optat magnis  

doluptate conecuptaes ex essita ento ommo  

remqui con comnim qui ut eari occus aut dolup 

tam odisci odit vit odis et, idescid enimint  

porehenis eum quaectis recto ommodit.

www.lorem.com

Lorem dorore estsit quaturem.

Quiscil liquidi veleceriae. Sitaeratur re sunt eatem 

ut ut ut que rehendi dolupie magnim es porerum 

eiur sequatin nestium rerferum. Volupta quidus non 

provit am qui officiet volore volora dit ut aut quibus 

ex eum quatusc iendanimint landellandem quisquam 

num accum. 

Lore peribus sinullit, cores quatur

Qui is et perro dus incipit maximporrum as que ven-

tota simpor sum, con re dolore, se voloriendanimint 

landellandem quisquam num accum qui is et perro 

rendaeatatur alibus eat. cuptas eos rererum exerfe-

re ellabo. consequ maximporrum untotae nihiliatum 

ressin rerferum.

40% Ria nestim 
to dolorundis.

Fero voloresequae enihicid molor accusam, et plictat. 
Pa perepti te que pellabor 
1 Pellaborias mod eic te comnien daerum

Fero voloresequae enihicid molor accusam, et plictat. Pa perepti 
te que pellaborias mod eic te comnien daerum ini aute volorae et 
plictat. Pa perepti te que pellaborias mod eic te comnien daerum ini 
aute volorae oditiis ma dolores adi.

1 Pa perepti te que pellaborias mod eic te comnien daerum

More
radio.

more radio

Lorem dorore 
est situm ma 
quat uretlemi 
Ipsum Dolo  
loreglos Pichle
magnum est.

Henis nat. Ucipsum erspe ratur?  
Quiscil liquidi storpor ehenimint 
modip andis apercipsam,  
tin nestium rerferum debitia  
sinvella sam esed eos eat.

conecuptaes 85%

conecuptaes 85%

Lore peribus sinullit, cores quatur

Consed quamus ma nulpa volo optat magnis  
doluptate conecuptaes ex e eiciis ssita ento 
ommo dolorum quae etures quis as dolest alisad 
eiciis issimod ionsequae.  

consed quamus ma nulpa volo optat magnis dolupta-

te conecuptaes ex essita ento ommo dolorum quae 

Volupta quidus non provit am qui officiet volore vo-

lora dit ut aut quibus ex eum quatusc iendanimint 

landellandem quisquam num accum qui is et perro 

dus incipit maximp. 

Vitat. Raest ommolupta dolore vel is exerrunt labo. 

Tur? Otam sanis volore cor sum fuga. Igendisque 

evellec aecus, consecto con es nullor magni unture 

apient faccata spiendestrum rendiss usdant.

Lore peribus sinullit, cores quatur

Quiscil liquidi veleceriae. Sitaeratur re sunt eatem 

ut ut ut que rehendi dolupie magnim es porerum 

eiur sequatin nestium rerferum. Volupta quidus non 

provit am qui offim accum qui is et perro rendaea-

tatur alibus eat. cuptas eos rererum exerfere ellabo. 

consequ maximporrum untotae nihiliatum ressin 

rerferum.Quiscil liquidi veleceriae. Sitaeratur re sunt eatem ut 

ut ut que rehendi dolupie magnim es porerum eiur 

sequatin nestium rerferum. 

27,4
• Volupta quidus non provit am qui officiet   

 volore volora voloreptatur simpor. 

• Volupta quidus non provit am qui officiet   

 volore volora voloreptatur simpor.

1	 Brand design
1.3	 Usage 

1.3.1	 Corporate materials – publications

Baseline grid:		  divided every 5 pt
Printing space and columns: 	 set as needed  
			   (here: at top 15 mm,  
			   rest 10 mm;  
			   6 columns, margin: 5 mm)

Large headlines: 		  Comfortaa Bold, 55/60 pt
Headlines:		  Comfortaa Bold, 30/35 pt
Sublines: 			  Comfortaa Bold, 13/20 pt
Body text:		  Open Sans Regular, 9/15 pt
Captions:			  Open Sans Regular, 7/10 pt

Sample DIN long flyer (exterior) Sample DIN long flyer (interior)
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Epum rem 
non perum 
iluis nulitat 
um eiur ac 
cus dolo mi, 
quitum Glo.

more radio

40% Ria nestim 
to dolorundis.

Lorem dorore estsit quaturem.

Quiscil liquidi veleceriae. Sitaeratur re sunt eatem ut 

ut ut que rehendi dolupie magnim es porerum eiur 

sequatin nestium rerferum. Volupta quidus non provit 

am qui officiet volore volora dit ut aut quibus ex eum 

quatusc iendanimint landellandem quisquam num 

accum. 

Qui is et perro dus incipit maximporrum as que ven-

tota simpor sum, con re dolore, se voloriendanimint 

landellandem quisquam num accum qui is et perro 

rendaeatatur alibus eat. cuptas eos rererum exerfer. 

Fero voloresequae enihicid molor accusam, et plictat. 
Pa perepti te que pellabor 
1 Pellaborias mod eic te comnien daerum

Lorentem ant molenis sint dissi nempeligende dit 
reped eum int. Usant od ea pa sunt harchic tiaeria  
eiumqui dendae sunt lab ilibus doluptatur? 

Tincidu cilit, qui volupisciis moluptatatem ni dolupta-

tus digenditi volorem eati omnia corerun tiorum 

quunt dolores edipsum et in etur as qui renditae. Uci-

dellibus, consedi aecabo. Itaque sima aliquatusam do-

lestrum si blabor molum es ant que sundae doluptius, 

ommoluptatem litiusd aectasi soloris cillaborro et om-

nis erionsed moditionsed quuntinctum ium et evellaut 

quis et, quatenda veles quia sedigent volorem.

Lorem dorore 
est situm ma 
magnum est.

Henis nat. Ucipsum erspe raturscil  
liquidi storpor ehenimint modip  
andis apercipsam, tin nestium sit.
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1	 Brand design
1.3	 Usage 

1.3.1	 Corporate materials – publications

Baseline grid:		  divided every 5 pt
Printing space and columns: 	 set as needed  
			   (here: at top 15 mm,  
			   inside 20 mm, 
			   rest 10 mm;  
			   4 columns, margin: 5 mm)

Large headlines: 		  Comfortaa Bold, 55/60 pt
Headlines:		  Comfortaa Bold, 30/35 pt
Sublines: 			  Comfortaa Bold, 13/20 pt
Body text:		  Open Sans Regular, 9/15 pt
Small print:		  Open Sans Regular, 7/10 pt

Sample DIN A5 brochure (cover) Sample DIN A5 brochure (interior)
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1	 Brand design
1.3	 Usage 

1.3.2	 Position of logo with technical logos

The DAB+ logo is purely a marketing 
logo and can be combined with other 
logos, for example on packaging, that 
indicate technical features. An example 
is the “tick mark” depicted here.  
 
When placed besides “technical logos”, 
the logo uses the plus symbol found 
within the wordmark as an exlusion 
zone. There should always be the 
space of two plus symbols between 
the logo and other “technical logos”.

Other logos can’t be placed within the 
standard exclusion zone.

Example of logo next to technical logo including exclusion zone
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1	 Brand design
1.3	 Usage 

1.3.3	 Branding on packaging – �integration of logo

Example: integration of the design 
elements with colour gradation on 
an existing packaging from Pure

Example: integration of logo in black and negative white on an existing packaging from Dual

Example: integration of logo with slogan in grey on an 
existing packaging from Hama
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Examples of integration 
of the DAB+ logo as an eye-catcher in 
the form of a sticker

1	 Brand design
1.3	 Usage 

1.3.3	 Branding on packaging – logo as eye-catcher
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Example: sleeve as eye-catcher with DAB+ logo 
and colour gradation design element

1	 Brand design
1.3	 Usage 

1.3.3	 Branding on packaging – logo as eye-catcher

Example: sticker as eye-catcher with DAB+ logo 
and colour gradation design element
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SWR1.DE

ALLER ZEITEN.
HITS

DIE GRÖSSTEN 
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Theater
„
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ander.ausein
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Ohne Theater
„

fällt alles
ander.ausein

CHARLY HÜBNER

Hören und genießen

1	 Brand design
1.3	 Usage  

1.3.4	 Eye-catchers – on third-party communication media

Integration as eye-catcher into an existing campaign design  
using white DAB+ logo on brand quadrangle. Example on 
German campaign designs. See the examples of eye-catchers 
on the next page.

Also on DAB+.
Digital radio in 
top-notch quality.

SWR1 is also 
available on DAB+.

Also on

More information at 
specialist retailers 
and on dabplus.de.
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Also on DAB+.
Digital radio in 
top-notch quality.

SWR1 is also avail-
able on DAB+.

Also onAlso on

More information at 
specialist retailers 
and on dabplus.nl

More information 
can be found on  
dabplus.be

A variety of descriptive and supplementary variants 
are available for the eye-catcher text. Preferably, the 
eye-catcher should reference the website and specialist 
retailers. It is also possible to use the eye-catcher both 
with or without reference to a particular station.

1	 Brand design
1.3	 Usage  

1.3.4	 Eye-catchers – on third-party communication media
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1	 Brand design
1.3	 Usage 

1.3.4	 Eye-catchers – on third-party communication media

The logo with slogan in white is a more subtle, minimum 
alternative for integrating DAB+ into third-party communi-
cation media, here on German campaign designs.

SWR1.DE

ALLER ZEITEN.
HITS

DIE GRÖSSTEN 

SWR1_CITYLIGHT_GroesstenHits.indd   1 28.11.16   16:31

Theater
„

“
ander.ausein

CHARLY HÜBNER

Ohne Theater
„

fällt alles
ander.ausein

CHARLY HÜBNER

Hören und genießen
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1	 Brand design
1.3	 Usage 

1.3.5	 POS material technology shop – ceiling dangler

Sample ceiling dangler

Sample usage of ceiling dangler
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Lorem DAB+ ipsum
More information at 
lorem.com

1	 Brand design
1.3	 Usage 

1.3.5	 POS material technology shop – shelf stopper, business card

Shelf stoppers, dimensions 121 x 87 mm

Shelf stopper and business card 
Sample usage in electronics store

Lorem DAB+ ipsum
dolore est

More radio

More information at 
lorem.com

More information at 
lorem.com

Business card, dimensions 106 x 77 mm

Business cards, dimensions 106 x 77 mm each
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lorem.com

Lorem ipsum 
dolore est

lorem.com

lorem.com

Flyer title design, dimensions 100 x 210 mm

Plexiglas holder, dimensions 92 x 40 mm

Sample flyer and plexiglas holder

1	 Brand design
1.3	 Usage 

1.3.5	 POS material technology shop – flyer, plexiglas holder
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More radio

1	 Brand design
1.3	 Usage 

1.3.5	 POS material technology shop – magnetic foil

Sample usage of magnetic foil in technology shop

Extreme format magnetic foil, dimensions 850 x 85 mm
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1	 Brand design
1.3	 Usage 

1.3.6	 Car dealership communication – rear-view mirror dangler

Sample usage of rear-view mirror dangler in dealership communication

Sample rear-view mirror dangler
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1	 Brand design
1.3	 Usage 

1.3.7	 Accessories – look of promotional giveaways

Pen

Display wipe

Car cleaning cloth

Paperweight

Mug

T-shirt

Gym bag

Powerbank
Post-it shaped like 
the DAB+ brand quadrangle – here 
as a parallelogram
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The sample elements shown here can 
be combined as needed depending 
on the size of the event and the 
event’s particular requirements.

The design elements can be used 
flexibly. 

Roll-up display, lighted pillar, flag, seats, tent

Sample set-up with counter, wall, ceiling dangler and flags

1	 Brand design
1.3	 Usage 

1.3.8	 Live communication – event sets
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1	 Brand design
1.3	 Usage 

1.3.8	 Live communication – stadium banners

Sample usage of a stadium banner
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1	 Brand design
1.3	 Usage 

1.3.9	 Examples of use in online media

Sample landing page of dabplus.de and of the German DAB+ Facebook page
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Sample usage on digitalradio.nl

1.	 Brand design
1.3	 Usage 

1.3.9	 Examples of use in online media
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Sample usage on dabplus.fr

1.	 Brand design
1.3	 Usage 

1.3.9	 Examples of use in online media
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Sample usage on digitalradio.it

1.	 Brand design
1.3	 Usage 

1.3.9	 Examples of use in online media
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Sample usage on getdigitalradio.com

1.	 Brand design
1.3	 Usage 

1.3.9	 Examples of use in online media
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DAB+ corporate design
Contact brand design:
ARD Koordination Kommunikation und 
Marketing DAB+ 
Brigitte Busch
Tel.: +49 (0)30 8503-6848
Email: dabplus@mdr.de 
 

WorldDAB Project Office:
c/o Bernie O’Neill
Project Director
55 New Oxford Street
London 
WC1A 1BS
Tel.: +44 20 7010 0740
Email: projectoffice@worldab.org




