
October 2016

CEPSA 
IDENTITY 
MANUAL



2October 2016

Cepsa | Identity Manual Welcome 

This manual contains all the elements that make up the 
Cepsa identity. By using these guidelines correctly, you 
will contribute to the success of the brand, ensuring that 
its clarity and consistency are not diluted over time.

Together, we will build a strong brand that will be an asset 
in all of our points of contact. Since we are all responsible 
for protecting the brand, we ask you to please take the time 
to read the entire document in order to understand all the 
rules before using any of these elements.

If you have any questions, please contact: brand@cepsa.com
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About this manualCepsa | Identity Manual

HOW SHOULD IT  
BE USED?
This document is in PDF format so it 
will be very easy to search for contents.
Here you will find the basic guidelines 
that define Cepsa´s visual and verbal 
style and how to implement them in 
multiple applications.

If you need additional information not 
found in this manual, please contact 
brand@cepsa.com

WHAT IS THIS 
MANUAL FOR?
This manual will help you understand 
the essence of the Cepsa brand. It 
will teach you about the brand idea 
that defines us, our values and our 
personality.

It will also help us ensure that the 
elements of our identity are correctly 
and consistently used in all our 
messages and points of contact.

This work is based on Cepsa´s strategic 
plan. A strong and consistent brand 
helps us optimize the company 
resources and makes communication 
and marketing much easier.

This manual is an essential tool that will 
help maintain a strong identity always.

WHO IS THIS 
MANUAL FOR?
This manual is for anyone who 
is part of Cepsa.

It is also for all those who, directly or 
indirectly, work with the brand: partners, 
suppliers, designers, distributors, etc.

We all share the responsibility for 
protecting and caring for our brand. If we 
work together, we will ensure Cepsa has 
a coherent, unified, strong, recognized 
and admired brand every day.
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IntroductionCepsa | Identity Manual  | 1. Strategy

Our brand is the promise of an experience fullfilled, 
based on our DNA and our Adaptable Energeering 
positioning.

It must be present at all points of contact: products 
and services, our culture, communications and 
environments.

As well as being an asset, the brand allows us to 
optimize the company resources. We must work 
together to maximize its value, ultimately turning 
it into the greatest management tool we have.
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Cepsa | Identity Manual  | 1. Strategy Brand idea

Our brand idea

ADAPTABLE 
ENERGEERING

With our brand idea we intend to portray 
the shortest and simplest expression of 
what Cepsa represents: the core thought 
that rules all our current and future 
actions.

It reflects what we are and what we 
want to be. It helps us evolve; it drives 
and inspires us. Bringing it to life will 
not only allow us to be better, it will 
also enable us to be unique.
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Cepsa | Identity Manual  | 1. Strategy Manifesto

At Cepsa, we believe that energy is a great 
source of progress for society and, since we 
have the privilege and responsibility for being 
energy generators, we believe that we can only 
do this by striving for excellence; by developing 
complete, integral and integrated energy 
engineering.

A recognized blend of experience and 
knowledge, of research and technical capacity, 
of technological innovation and undeniable 
responsibility compels us to discover new, better 
and more sustainable ways of generating and 
using that energy, inspired by a clear mission: 
making it available to people.

ADAPTABLE ENERGEERING

Science may help us, but it is people who 
inspire us. By understanding our most basic 
needs, those of our neighbors or our partners, 
we have managed to influence the efficiency 
and evolution of many of the sectors that affect 
the improvement of people’s day to day. And 
along the way we have learned that science 
is accurate only to the extent that it is able
 to adapt to different realities with empathy.

This is the mix that makes us different; in a 
hypercompetitive world in constant change, 
we are large, solvent, skilled and versatile 
enough to provide the best energy products 
and services anywhere in the world.

And yet we feel we are small enough to 
remain close, to build relationships, to 
understand needs, to recognize aspirations 
and to listen and get to know everyone.

The result? A unique ability to adapt and offer 
the most effective energy solutions for every 
situation.

The technical excellence and adaptability 
that enables us to offer the best energy for 
every situation.

The Manifesto is a written statement 
describing our spirit, Adaptable 
Energeering. It is the verbalization 
of our promise to each of the target 
markets we impact.
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Every company should put its promise 
at the center of everything it does, at the 
center of the 4 vectors on which a brand 
operates:

-  The products and services it develops
-  Communication, both internal and  
   external.
-  Its culture and the way it behaves both 
    on a corporate as well as an 
    individual level.
-  And the environments and locations 
    where it is located.

At Cepsa, it is everyone’s duty to position 
Adaptable Energeering at the core of our 
business every day to ensure we always 
fulfill our promise.

Cepsa | Identity Manual  | 1. Strategy The 4 brand vectors

Products and services

The products and services 
that you offer

Culture & Behavior

What you believe in and 
what you fight for every day 

Communication

How you describe who you 
are and what you do 

Environments

Points of sale, factories, 
offices, etc.

Adaptable
Energeering
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Cepsa | Identity Manual  | 1. Strategy Cepsa values

Our values are the foundations of 
everything we do. They are the guidelines 
that define our behavior. They are what 
we believe in and what we fight for  
every day. 

SAFETY 
SUSTAINABILITY
CONTINUOUS
IMPROVEMENT 
LEADERSHIP
SOLIDARITY

Safety
Safety is the cornerstone of our activities; we 
make an unwavering commitment to protect 
the people we deal with on a daily basis – our 
employees, business partners, contractors, 
suppliers, distributors, customers and neighbors 
- and to ensure the operational integrity and 
reliability of our facilities and processes; we aim 
to meet the highest standards of operational 
excellence and best practices, relying on 
prevention as the key to eliminating risks 
and hazards and promoting a safety culture 
throughout our organization and beyond.

Sustainability
We seek to contribute to economic prosperity 
through the long-term sustainable growth of 
our businesses in a way that is socially and 
environmentally responsible; we respect and 
care for the environment and the welfare of 
society as a whole, focusing particularly on the 
communities where we work and live; and we 
maintain relationships based on ethical conduct, 
trust and transparency with our stakeholders.

Continuous improvement
We develop and retain talent and expertise, 
embedding a culture of excellence across the 
organization; we focus on consistently delivering 
operational reliability and efficiency; we 
rigorously comply with the law and implement 
effective measures and controls to prevent 
possible irregularities or misconduct.

Leadership 
We conduct ourselves with honesty, integrity 
and respect for others;  we work with care, take 
responsibility for our actions and follow through 
on our commitments; we help, drive, motivate 
and inspire one another as a basic key to our 
success and boldly, decisively and innovatively 
search for new ideas and opportunities.

Solidarity 
We uphold the value of teamwork, endeavoring 
to do what is best for the overall interest of the 
Group, through cooperation among our different 
areas and close and productive relationships 
with our customers and suppliers, always 
maintaining a positive and respectful attitude 
towards one another.
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Cepsa | Identity Manual  | 1. Strategy Brand personality

Personality dictates the style of our 
brand. It suggests how we should 
express ourselves, a special and different 
tone of voice and an easily recognizable 
and memorable appearance, consistent 
with the idea and values of our brand.

CLOSE
PROFESSIONAL
INTERNATIONAL
RELIABLE

PROACTIVE
AGILE
RESOURCEFUL
REALISTIC

Close 
Accessible, recognized, close, family.  

Professional
Undertaking our activity capably and through 
good team management. 

International
A global company, large and growing in markets 
and activities.

Reliable
Well-established, solvent, that conveys strength 
and management quality.

Proactive 
Lively, always looking for improvements  
and opportunities, in constant motion.

Agile
We adapt naturally to different realities, 
dynamic, responsive.

Resourceful
We know, understand, act and solve.

Realistic
Messages, promises and meaningful  
solutions, but real. Moving forward with  
our feet on the ground.
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Cepsa | Identity Manual  | 1. Strategy Cepsa visual styles

To learn more about the Cepsa visual 
styles, please refer to section “3. Design 
Principles” of this manual.

The visual expression of an 
organization emerges from the 
brand idea, its values and its 
personality.

The new Cepsa visual identity has 
been developed to demonstrate 
what the company is in its essence 
and to help communicate it in a 
distinctive and memorable way.

Considering how diverse Cepsa 
business is and all the different 
customers we communicate with, 
the visual expression work has been 
developed from two complementary 
angles culminating in the brand 
strategy:

The primary visual style is used at 
all corporate and commercial points 
of contact and in communications 
targeted at all audiences.

The visual expression is cleaner 
and more sober. It is based on hues 
of gray and white with the red as an 
accent color. The photographic style 
also includes people, albeit to a 
lesser extent, since the landscapes 
and scientific-technical imagery will 
be used more often.

This style should be used sparingly 
and only in environments where 
there is a lot of other information. 
Its objective is to draw attention to 
itself.

The promotional and retail style 
is targeted at the end customer in 
commercial points of contact.

By definition, it has a warmer 
visual expression, with a wider 
range of color since the red is the 
protagonist. It also uses very close-
up images of both people  
and products.

PRIMARY
STYLE

PROMOTIONAL
AND RETAIL 
STYLE
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BASIC 
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Typeface
Color
Graphic devices
Illustrations
Photographic style
Pictograms
Infographics
Verbal identity



October 2016 14

Introduction
Basic elements

1. Logotype 2. Typeface

6. Pictograms

3. Photographic style

7. Verbal identity

Flama Light
Flama Light Italic
Flama Semibold
Flama Semibold Italic

Cepsa | Identity Manual  | 2. Basic elements

The basic elements help us build 
the Cepsa image. 

If we use these elements correctly, 
we will convey and project a consistent 
brand image. 

Summary of the elements: 

1. Logotype
2. Typeface
3. Photographic style
4. Colors
5. Graphic devices
6. Pictograms
7. Verbal identity

4. Colors

5. Graphic devices Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Logotype
Primary version 

The Logotype is one of the basic 
elements of the Cepsa identity. It’s 
our main “signature” and the main 
identification element of all our 
organization. 

The primary version of our logotype 
is shown on this page. Our logo can be 
printed in different colors, as shown on 
page 33, but the primary version is the 
one shown on the left; logotype in red 
on a white background.

Our brand now lives on bright, clean and 
technological backgrounds and red is the 
color accent that comes to life through 
our logotype.

To see how the different versions of the 
logotype should be applied, please refer 
to the table on page 20 of this manual.

Typographic markEmblem

Logotype

Cepsa | Identity Manual  | 2. Basic elements
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Logotype
Primary detached version 

The detached version of the primary 
logotype allows more flexibility when 
using it as a sign-off because it is less 
rigid. For vertical pieces, it is acceptable 
to use the logotype in a bigger format 
without needing to resort to the 
secondary version.

The disconnection also allows you to 
give more prominence to the emblem 
and create greater identification with 
the Cepsa brand.

The proportions specified on this page 
must always be used for the detached 
version of the logotype. The emblem 
and the name must always be visible 
together on the same surface and should 
never be separated.

To know where to apply each of the 
versions of the logotype, please refer 
to the table on page 20 of this manual.

 

Cepsa | Identity Manual  | 2. Basic elements

Minimum distance between the 
emblem and the typographic mark 

4 x x
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Logotype
Primary detached version

Cepsa | Identity Manual  | 2. Basic elements

When the primary detached version is 
applied in a horizontal or vertical format, 
the emblem and the typographic mark 
must not be too close together.

This page shows the minimum clear 
space that must be applied. x

x

x

Example of a horizontal format

Minimum distance between the 
emblem and the typographic mark
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There are two versions of the Cepsa 
logotype: 

1. Attached version
2. Detached version

How the logotype should be used is 
explained in this manual but will be 
subject to the different needs that may 
arise when applying it or to the specific 
requirements of certain media and 
materials.

The detached version of the logotype, 
the emblem and the name, must always 
be visible together on the same surface. 
They must never appear on their own.

To know where to apply each of the 
versions of the logotype, please refer 
to the table on page 20 of this manual.

Always use the original final artwork we 
provide and never reproduce or modify 
the logotype.

For more information about how to 
apply the logotype or reproduce any of 
its versions, please contact the Brand 
Office: brand@cepsa.com

Logotype
Versions of the primary logotype

1.

2.

Cepsa | Identity Manual  | 2. Basic elements
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Logotype
Vertical secondary version

The vertical secondary version of 
the logotype is an exception and should 
only be used in special cases, such as 
photocalls and signage.

For more information about how to 
apply the logotype or reproduce any of 
its versions, please contact the Brand 
Office: brand@cepsa.com

Cepsa | Identity Manual  | 2. Basic elements

3.5 x

x/2

x
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The attached version should be used in 
all institutional applications, like stands, 
ephemeral architecture, merchandising, 
office materials, product identification 
and sponsorships, as well as on 
stationery and for digital media.

The detached version should be used in 
communication materials, advertising 
and leaflets or posters amongst others.

The table on this page shows how to 
use both versions of the logotype.

Logotype
Using the different versions 
of the logotype

Aplicaciones

Stationery

Literature

Advertising

Digital media

Email signature

PowerPoint© Presentation

Principal applications

Optional applications

Attached logotype Detached logotype

Internal documents

Office© documents

Cepsa | Identity Manual  | 2. Basic elements

Uniforms

Stand, events

Signage

Vehicles

Product, Packaging

Service stations

Merchandising

Sponsoring



October 2016 21

Logotype
Example of how to use both 
versions of the logotype

Attached logotype

Detached logotype

On this page you can see examples of 
how to use the attached and detached 
versions of the logotype.

Stationery

Advertising

Merchandising Digital media

Poster

Exhibition stand

Scientific publicationAdvertising

Cepsa | Identity Manual  | 2. Basic elements

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Logotype
Arabic version

There is an Arabic version of the Cepsa 
logotype that can be used whenever it 
is needed. In all cases, the ratio and the 
proportions of these elements are fixed 
and the final artwork must never be 
altered. 

Phonetically the Arabic word means 
Cepsa, but its only purpose is 
pronunciation, it has no other meaning.

For more information about how to 
apply the logotype or reproduce any of 
its versions, please contact the Brand 
Office: brand@cepsa.com

Cepsa | Identity Manual  | 2. Basic elements

Vertical secondary logotype Primary logotype detached

Primary logotype attached

Distancia mínima entre el símbolo  
y la marca tipográfica

4 x

x 2 x

x

x/2

x

x
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Logotype
Chinese version

There is a Chinese version of the Cepsa 
logotype that can be used whenever it 
is needed. In all cases, the ratio and the 
proportions of these elements are fixed 
and the final artwork must never be 
altered.

The Chinese word means “petroleum 
from the west” or “petroleum of Spain”.

For more information about how to 
apply the logotype or reproduce any of 
its versions, please contact the Brand 
Office: brand@cepsa.com

Cepsa | Identity Manual  | 2. Basic elements

x/2

x

x

4 x

Minimum distance between the 
emblem and the typographic mark

Vertical secondary logotype Primary logotype detached

Primary logotype attached

x x/2

x
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Logotype
Bengali version

x/2

x

x

4 x x

x 2 x

There is a Bengali version of the Cepsa 
logotype that can be used whenever it 
is needed. In all cases, the ratio and the 
proportions of these elements are fixed 
and the final artwork must never be 
altered. 

Phonetically the Bengali word 
means Cepsa, but its only purpose is 
pronunciation, it has no other meaning.

For more information about how to 
apply the logotype or reproduce any of 
its versions, please contact the Brand 
Office: brand@cepsa.com

Cepsa | Identity Manual  | 2. Basic elements

Vertical secondary logotype Primary logotype detached

Primary logotype attached

Minimum distance between the 
emblem and the typographic mark
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Logotype
Hindi version

x/2

x

x

4 x x

x 2 x

There is a Hindi version of the Cepsa 
logotype that can be used whenever it 
is needed. In all cases, the ratio and the 
proportions of these elements are fixed 
and the final artwork must never be 
altered. 

Phonetically the Hindi word means 
Cepsa, but its only purpose is 
pronunciation, it has no other meaning.

For more information about how to 
apply the logotype or reproduce any of 
its versions, please contact the Brand 
Office: brand@cepsa.com

Cepsa | Identity Manual  | 2. Basic elements

Vertical secondary logotype Primary logotype detached

Primary logotype attached

Minimum distance between the 
emblem and the typographic mark
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Clear space 
Primary version

To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height and width 
of the upper right blade, or the lower left 
blade, around the logotype.

Cepsa | Identity Manual  | 2. Basic elements
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Clear space
Emblem

To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height and width 
of the upper right blade, or the lower left 
blade, around the emblem.

Cepsa | Identity Manual  | 2. Basic elements
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Clear space
Typographic mark

To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height of the 
letter “C” in the typographic mark.

Cepsa | Identity Manual  | 2. Basic elements
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To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height of the 
letter “C” in the typographic mark.

Cepsa | Identity Manual  | 2. Basic elements Clear space 
Vertical secondary version
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To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height and width 
of the upper right blade, or the lower left 
blade, around the logotype.

Clear space 
Arabic version

Cepsa | Identity Manual  | 2. Basic elements
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Clear space
Chinese version

Cepsa | Identity Manual  | 2. Basic elements

To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height and width 
of the upper right blade, or the lower left 
blade, around the logotype.
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Cepsa | Identity Manual  | 2. Basic elements

To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height and width 
of the upper right blade, or the lower left 
blade, around the logotype.

Clear space
Bengali version
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Cepsa | Identity Manual  | 2. Basic elements

To ensure the correct readability of the 
logotype, the clear space must always 
be respected. (shown in the margin).

This is equivalent to the height and width 
of the upper right blade, or the lower left 
blade, around the logotype.

Clear space
Hindi version
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Minimum size 

30 mm

4 mm

4 mm

Although there is no maximum size for 
our logotype, it is important to delimit its 
reduction.

The minimum size for the attached 
version is 30 mm.

For the detached version, the minimum 
size is set by the height of the letter 
“A”, which is 4 mm, as in the attached 
version. This is also the case for the 
vertical secondary version.

The word Cepsa should never be less 
than 4 mm in height.

The same guidelines apply to the 
versions in Chinese and Arabic.

Primary logotype attached

Primary logotype detached

Vertical secondary logotype

Cepsa | Identity Manual  | 2. Basic elements

4 mm



Minimum size
Arabic and Chinese versions 

4 mm

Primary logotype attached

Primary logotype detached

Vertical secondary logotype

Cepsa | Identity Manual  | 2. Basic elements

4 mm

Although there is no maximum size set 
for our logotype, it is important to delimit 
its reduction.

The minimum size for the attached 
version is 30 mm.

For the detached version, the minimum 
size is set by the height of the letter 
“A”, which is 4 mm, as in the attached 
version. This is also the case for the 
vertical secondary version.

The word Cepsa should never be less 
than 4 mm in height.

30 mm

16 mm

4 mm

4 mm

4 mm

October 2016 35

16 mm 4 mm



30 mm

16 mm

4 mm 4 mm

4 mm 16 mm

4 mm 4 mm

4 mm

Minimum size
Bengali and Hindi versions 

Primary logotype attached

Primary logotype detached

Vertical secondary logotype

Cepsa | Identity Manual  | 2. Basic elements

Although there is no maximum size set 
for our logotype, it is important to delimit 
its reduction.

The minimum size for the attached 
version is 30 mm.

For the detached version, the minimum 
size is set by the height of the letter 
“A”, which is 4 mm, as in the attached 
version. This is also the case for the 
vertical secondary version.

The word Cepsa should never be less 
than 4 mm in height.

October 2016 36
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The logotype only exists in two color 
versions: red and black. It also has a 
negative version (white), which is used 
on a red background. 

The primary version, which is the one 
that should be used in most applications, 
both print and digital, is red on a white 
background. 

Secondary versions also exist which can 
be used in exceptional circumstances 
for graphics, but not for signage, and 
their use will depend on the needs of the 
communication, the media, etc.

The version in black on a white 
background is only applicable for 
documents in black and white, and 
it should be used for exceptional 
circumstances only. 

The version in silver on a black 
background should only be used for 
interior signage. 

To see examples of how the logotype 
is used incorrectly and things to avoid, 
please refer to pages 34 and 35 of this 
manual.

Color versions

1. Red version on a white  
    background 

2. Red version on a gray 
    or silver background 

3. Negative version on 
    a red background

4. Black version on a 
    white background

Cepsa | Identity Manual  | 2. Basic elements

5. Silver version on a 
    black background
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When using the logotype on 
photographic backgrounds, please 
ensure the logotype is reproduced to 
a good quality and is readable.

The use of images with a strong contrast 
must be avoided, as they may weaken 
the power of the brand and reduce its 
visibility, such as images with a strong 
presence of blue, green or orange.

To see examples of how the logotype 
is used incorrectly and things to avoid, 
please refer to pages 34 and 35 of this 
manual.

Color versions on backgrounds

6. Red version on a 
    light image

8. Red version on 
    a dark image

Cepsa | Identity Manual  | 2. Basic elements

7. Red version on a light 
    image with graphic 
    device

9. Red version on a 
    dark image with 
    graphic device Note: The images in the examples are for 

reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Incorrect uses
Logotype on backgrounds

The incorrect use of the logotype damages the 
impact of our communication because it sends 
an inconsistent message to our audiences.

Its correct use is as per the descriptions given 
in this manual. Any variation of color, orientation, 
proportion or combination is incorrect and is 
therefore forbidden.

This page shows examples of how the logotype 
on backgrounds with images and graphic devices 
should not be used.

Cepsa | Identity Manual  | 2. Basic elements

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Incorrect uses

1. 2. 3.

7.

4. 6.

9.8.

14.

5.

The incorrect use of the logotype damages the 
impact of our communication, because it sends 
an inconsistent message to our audiences.

This page shows examples of how the logotype 
on backgrounds with images and graphic devices 
should not be used.

This page shows examples of how the logotype 
is used incorrectly:

1.  Do not distort the logotype.
2.  Do not rotate the logotype in any way.
3.  Do not change the color.
4.  Do not add gradients.
5.  Do not recreate the logotype in a 
      different typeface.
6.  Do not use the logotype in line.
7.  Do not add any effect.
8.  Do not use the logotype in low resolution.
9. Do not use the logotype with shadowing.
10. The logotype must never appear 
      crossed-out.
11. Do not apply the logotype in white on 
      any other colored background other 
      than those specified in this manual.
12. Do not apply the logotype in red on 
      any other colored background other 
      than those specified in this manual.
13. Never encase the logotype.
14. Do not use the logotype in negative 
      in white or black.

11. 12.

Cepsa | Identity Manual  | 2. Basic elements

13.

10.
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Cobranding

WHAT IS IT AND WHAT IS IT FOR?

• INCREASE THE VISIBILITY OF OUR BRANDS.  

• GENERATE VALUE.  

• BUILD A MORE ATTRACTIVE OFFERING.  

• STRENGTHEN OUR STRATEGIC VALUES.  

• PROFIT FROM THE RELATIONSHIP.

Cobranding is when two or more brands 
establish a relationship to generate 
synergies between them and obtain
a profit.

Cepsa | Identity Manual | 2. Basic items
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Depending on the objectives there are 
two types.

Cobranding
Types

Cepsa | Identity Manual | 2. Basic items

CORPORATE COMMERCIAL OR 
INSTITUTIONAL
/SOLIDARITY

When, for strategic business reasons, Cepsa 
establishes an alliance with another company 
to perform complementary business operations 
through a joint venture.

Cepsa carries out  joint actions with the
firm’s own or external brands with the aim
of enhancing the value and/or profitability
of each of the brands involved.
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THE BRANDS WITH WHICH WE ASSOCIATE OURSELVES 
MUST HAVE A STRATEGY OR PERSONALITY THAT ALIGNS 
WITH OURS (SAME TARGET, VALUE PROPOSITION, 
COMMON VALUES...) SO THAT CONSUMERS CAN 
UNDERSTAND THE COOPERATION AND CONSIDER IT TO 
BE CONSISTENT AND CREDIBLE BEYOND COMMERCIAL 
PROFITABILITY. 

CEPSA MUST ALWAYS HAVE A MINIMUM SIZE IN THE 
VENTURE SO THAT THE UMBRELLA BRAND IS NOT 
HARMED. 

TO AVOID SATURATING COMMUNICATION AND TO 
FACILITATE UNDERSTANDING OF THE MESSAGE, 
THE NUMBER OF BRANDS DISPLAYING THEIR LOGOS 
ALONGSIDE CEPSA  MUST BE LIMITED.

Cobranding
Decision making

Cepsa | Identity Manual | 2. Basic items

When we face a situation in which 
Cepsa coexists with one or more brands, 
we must take into account the following 
premises.
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Cobranding
Coexisting brands

Cepsa | Identity Manual | 2. Basic items

According to the types detected in 
Cepsa, we establish the following 
coexistence scenarios.

Legend

Cepsa sub-brand  
(product, service, initiative)

Joint Venture

Sub-brand resulting 
from the Joint Venture (e.g. Product)

Strategic Cobranding (Long term)

Occasional Cobranding (Short term)
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Cobranding

DESIGN 

PREMISES

Cepsa | Identity Manual | 2. Basic items
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In all cases of cobranding or brand 
coexistence, we must always use the 
connected version of our logo.

In cases of coexistence, we recommend 
enlarging the size of our connected 
version to ¼ of the width of the format.

Detail

1/4 of the total 
surface area

14 14

14

14

4 4

DIN A4 format (210 x 297 mm)

Cobranding
Size of logotype

Cepsa | Identity Manual | 2. Basic items
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In cobranding formats, we divide 
the communication as shown in the 
illustration on the left.

Who is the issuer?
The issuer is always Cepsa. 

Who leads the communication? 
The communication is led by the brand  
or sub-brand that promotes the 
objective or content of the message. 

If the sub-brand leads, it must always 
maintain a reasonable proportion to the 
Cepsa brand so that the umbrella brand 
is not harmed. 

More than 3 logos must never appear 
together in the communication, and 
preferably 2.

To avoid including logos we can 
replace them with the products/
services to which they refer by
using images.

For example:
We use the Xtar lubricants packaging 
instead of their logo.

10%
COMMUNICATION LEADER

75%
MESSAGE

15%
ISSUER

Cobranding
Division of the format

Cepsa | Identity Manual | 2. Basic items
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Cobranding
Area system

Cepsa | Identity Manual | 2. Basic items

Depending on the type of coexistence
logos may occupy 100%, 75% or 50% 
of the space, calculated using the same 
system of areas.

When the sub-brand leads the 
communication it occupies 75% 
of the total area:

When the sub-brand is applied in the 
body of the communication it occupies 
50% of the total area:



Cobranding
Area system
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Cobranding Joint Venture 
and Strategic cobranding

The following pages show examples
of coexistence of brands that have 
been correctly applied and the visual 
references for calculating each
brand’s area.

We must respect our minimum size,
as well as reserve spacein all scenarios.

October 2016 49

Construction of horizontal logos

Construction of square logos

Construction of vertical logos



Cobranding
Area system
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The sub-brand leads
the communication

When the sub leads the communication 
it occupies 75% of the total area, while 
Cepsa’s logo occupies 100%.

We must respect our minimum size
and also reserve space

October 2016 50

Construction of horizontal logos

Construction of square logos

Construction of vertical logos



Cobranding
Area system
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Sub-brand in the message body

When the sub-brand is applied in the 
body of the communication, it occupies 
50% of the total area, while Cepsa’s 
logo occupies 100%.

We must respect our minimum size
and also reserve space

Construction of horizontal logos

Construction of square logos

Construction of vertical logos

October 2016 51
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Cobranding

COEXISTENCE 

SCENARIOS

Cepsa | Identity Manual | 2. Basic items

Format:

Below are vertical formats with visual 
examples of each. 

Currently the other formats are being 
developed and will be incorporated
into the manual when they are finished.
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CEPSA Scenarios:

• 100% Cepsa Formats
• Cepsa + 1 sub-brand
• Cepsa + 2 or more sub-brands
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Cobranding
Coexistence scenarios

Cepsa | Identity Manual | 2. Basic items

Scenario: 100% Cepsa Formats

We use the guidelines contained 
in the Cepsa format manual.

Examples
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100%

75%

902 545 545
www.cepsa.com

EL DESCUENTO PARA 
PEQUEÑOS NEGOCIOS 
LISTO PARA LLEVAR

Solicítala ya en esta 
estación de servicio.

Cobranding
Coexistence scenarios
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Scenario: Cepsa + 1 sub-brand

Communication leader
The communication is led by the 
brand or sub-brand that promotes the 
objective of the message. The size of the 
sub-brand must be 75% the size of the 
Cepsa logo.

Communication issuer
The communication issuer is always 
Cepsa. We sign using the connected 
version of our logo to ¼ width 
of the format.

Construction Example
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902 545 545
www.cepsa.com

ELEGIRÍA OPTIMA

SI TU MOTOR 
PUDIERA ELEGIR

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Quisque 
porta risus nibh, sed ultrices nunc commodo elementum. Etiam 
mollis ipsum lacus. Aliquam magna eros, rutrum a facilisis in, 
blandit ac orci. Vestibulum ante ipsum primis in faucibus orci 
luctus et ultrices posuere.

902 545 545
www.porquetuvuelves.com

LLÉVATE
GRATIS
EL PAN
Si repostas al menos 30€, pasa
tu Tarjeta Porque Tu Vuelves
y no olvides pedir tu barra de pan.

Cobranding
Coexistence scenarios
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Examples

Scenario: Cepsa + 1 sub-brand

Communication leader
The communication is led by the 
brand or sub-brand that promotes the 
objective of the message. The size of the 
sub-brand must be 75% the size of the 
Cepsa logo.

Communication issuer
The communication issuer is always 
Cepsa. We sign using the connected 
version of our logo to ¼ width 
of the format.
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Si hay más de una marca el resto
apareceran en el cuerpo de la comunicación
preferiblemente como texto o producto o servicio.
Si es necesario que aparezca su logotipo
sera de un 50% el tamaño de Cepsa.

50%

cepsaviajes.com

100%

75%

Sigue repostando en Cepsa y tus 
ventajas llegarán cada día más lejos.

902 545 545
www.porquetuvuelves.com

cepsaviajes.com

902 545 545
www.cepsa.com

CON CEPSA TUS 
VENTAJAS VIAJAN 
MÁS LEJOS
Ahora con cepsaviajes.com disfrutarás de los mejores destinos, 
ofertas especiales en vuelos y trenes y hasta de un 5% de 
descuento en una gran selección de hoteles de todo el mundo.

Cobranding
Coexistence scenarios
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Scenario: Cepsa + 2 or more
sub-brands

Communication leader
The communication is led by the 
brand or sub-brand that promotes the 
objective of the message. The size of the 
sub-brand must be 75% the size of the 
Cepsa logo.

Other sub-brands
The other sub-brands will appear in 
the message communication area 
preferably in the body text or as a 
product/service. Where we have to show 
the sub-brand in logo format, its size 
will be 50% of the size of Cepsa’s logo. 
More than one sub-brand must never 
appear more in logo format.

Communication issuer
The communication issuer is always 
Cepsa. We sign using the connected 
version of our logo to ¼ width
of the format.

Construction Example
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Y si el repostaje lo haces con Cepsa Pay ¡el triple!

Lorem ipsum dolor sit amet, consectetur adipiscing elit quisque 
porta risus nibh, sed ultrices nunc commodo elementum.

Lorem ipsum dolor sit amet, consectetur adipiscing elit quisque 
porta risus nibh, sed ultrices nunc commodo elementum.

De puntos 
descuento con 
cada repostaje

De puntos 
descuento con 
cada repostaje
con Cepsa Pay

LLEGA UNA OPORTUNIDAD 
PARA MULTIPLICAR TUS 
PUNTOS-DESCUENTOS

902 545 545
www.porquetuvuelves.com

AL MAL TIEMPO,
PARAGUAS GRATIS

902 545 545
www.cepsa.com

Ahora, al realizar un repostaje mínimo
de 40€ y pasar tu Tarjeta Porque TU 
Vuelves o Visa Cepsa Porque TU Vuelves,
te regalamos un fantástico paraguas.

Y si compras algún lubricante Xtar 
te regalamos dos paraguas.

902 545 545
www.lubricantesxtar.com

Cobranding
Coexistence scenarios
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Examples

Scenario: Cepsa + 2 or more
sub-brands

Communication leader
The communication is led by the 
brand or sub-brand that promotes the 
objective of the message. The size of the 
sub-brand must be 75% the size of the 
Cepsa logo.

Other sub-brands
The other sub-brands will appear in 
the message communication area 
preferably in the body text or as a 
product/service. Where we have to show 
the sub-brand in logo format, its size 
will be 50% of the size of Cepsa’s logo. 
More than one sub-brand must never 
appear more in logo format.

Communication issuer
The communication issuer is always 
Cepsa. We sign using the connected 
version of our logo to ¼ width
of the format.
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JOINT VENTURE Scenarios:

• Cepsa and Joint Venture
• Cepsa and Joint Venture
   and 1 sub-brand
• Cepsa and Joint Venture 
   and 2 or morE sub-brands
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Scenario: Cepsa and Joint Venture

If we are in a joint venture and we adopt 
a compound name for strategic reasons 
or because our partner requires it, we 
must apply Cepsa and the partner’s 
logos as shown on this page.

This relationship helps the joint venture 
to grow thanks to the recognition and 
trust both brands enjoy on the market. 
As the name already includes the 
partners’ names it does not require 
additional verbal support.

This configuration enables the joint 
venture brand to migrate to the Cepsa 
brand exclusively, if circumstances so 
permit in the future.

For more details on the Cepsa brand 
architecture, please refer to the Brand 
Architecture Manual.

Compound name
The application of a compound 
name (joint venture)

Cepsa | Identity Manual | 2. Basic items
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902 123 456
www.cepsasinarmas.com

CEPSA Y SINARMAS 
SE UNEN PARA 
HACER TU MUNDO 
MÁS EFICIENTE

Cobranding
Coexistence scenarios
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Scenario: Cepsa and Joint Venture

When in a joint venture we adopt a 
compound name for strategic reasons 
or because our partner requires it, we 
must apply Cepsa and the partner’s 
logos as shown on this page. 

Communication issuer
The issuer of communication will 
always be Cepsa and then the Joint 
Venture.

Construction Example
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75%Submarca JV ALCOPAL

LOS NUEVOS 
DETERGENTES 100% 
BIODEGRADABLES

902 123 456
www.cepsasinarmas.com

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Quisque 
porta risus nibh, sed ultrices nunc commodo elementum. Etiam 
mollis ipsum lacus. Aliquam magna eros, rutrum a facilisis in, 
blandit ac orci. Vestibulum ante ipsum primis in faucibus orci 
luctus et ultrices posuere.

Cobranding
Coexistence scenarios
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Scenario: Cepsa and Joint Venture 
and 1 sub-brand

Communication leader
The communication is led by the
brand or sub-brand that promotes
the objective of the message. The size
of the sub-brand must be 75% of the 
size of the Cepsa logo.
 
Communication issuer
The issuer of communication will 
always be Cepsa and then the
Joint Venture.

Construction Example



October 2016 63

Submarca JV

Si hay más de una marca el resto
apareceran en el cuerpo de la comunicación
preferiblemente como texto o producto o servicio.

75% ALCOPAL

902 123 456
www.cepsasinarmas.com

LOREM IPSUM DOLOR 
AMET DETERGENTES 
BIODEGRADABLES

Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Quisque porta risus nibh, sed ultrices nunc commodo 
elementum. Etiam mollis ipsum lacus. Aliquam magna 
eros, rutrum a facilisis in, blandit ac orci. Vestibulum ante 
ipsum primis in faucibus orci luctus et ultrices posuere.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Quisque porta risus nibh, 
sed ultrices nunc commodo elementum.

Cobranding
Coexistence scenarios
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Scenario: Cepsa and Joint Venture 
 and 2 or more sub-brands

Communication leader
The communication is led by the brand 
or sub-brand that promotes the object 
of the message. The size of the sub-
brand must be 75% the size of the 
Cepsa logo.

Other sub-brands
The other sub-brands will appear in the 
message communication area in the 
body text only or as a product/service. 
Another sub-brand must never appear 
as a logo alongside the leader of the 
communication.

Communication issuer
The issuer of communication will 
always be Cepsa and then the Joint 
Venture.Construction Example
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STRATEGIC 

COBRANDING

Strategic cobranding is a long-term 
agreement or one that is strategically 
important to the company.

Scenarios:

• Cepsa strategic cobranding
• Cepsa strategic cobranding 
   + 1 Sub-brand
•Cepsa strategic cobranding 
   + 2 o more sub-brands
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100%100%

Con cada repostaje pasa tu tarjeta
El Club Carrefour o paga con tu tarjeta
Pass Carrefour y acumula el 4% del importe
en tu Cheque  Ahorro Carrefour.

SIGUE LLENANDO
TU NEVERA CON
CADA REPOSTAJE

902 262 100
www.cepsaconcarrefour.com

Cobranding
Coexistence scenarios
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Scenario: Strategic cobranding

We will use the area guidelines system 
to calculate the size of the various 
logos. Both must have the same visual 
weight. 

Communication issuer
The issuer of communication will 
always be Cepsa or Cepsa and then the 
cobrand. The brands must be located
at the same level in opposite corners
of the format.

Minimum space between logos

Construction Example
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100%100%

75%

De descuento consectetur 
adipiscing elit. Quisque porta 
risus nibh, sed ultrices nunc 
commodo elementum.

De descuento consectetur 
adipiscing elit quisque porta.

902 545 545
www.cepsa.com

¿QUIÉN QUIERE
MÁS DESCUENTO
EN CARBURANTE?

Cobranding
Coexistence scenarios
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Scenario: Strategic cobranding
+ 1 sub-brand

Communication leader
The communication is led by the 
brand or sub-brand that promotes the 
objective of the message. The size of 
the sub-brand must be 75% of the size 
of the Cepsa logo. In strategic branding, 
the sub-brand will be the same size as 
Cepsa’s brand.

Communication issuer
The issuer of communication will 
always be Cepsa or Cepsa and then the 
cobrand. The brands must be located at 
the same level in opposite corners
of the format.

Construction Example
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Si hay más de una marca el resto
apareceran en el cuerpo de la comunicación
preferiblemente como texto o producto o servicio.

100%100%

75%

902 262 100
www.cepsa.com

SIGUE LLENANDO
TU NEVERA CON
CADA REPOSTAJE

Y si el repostaje lo haces con Cepsa Pay ¡el triple!

Lorem ipsum dolor sit amet, consectetur adipiscing elit quisque 
porta risus nibh, sed ultrices nunc commodo elementum.

Del importe en tu 
Cheque Ahorro 
Carrefour

Adicional si pagas 
usando Cepsa Pay

Cobranding
Coexistence scenarios
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Scenario: Strategic cobranding 
+ 2 o more sub-brands

Communication leader
The communication is led by the 
brand or sub-brand that promotes the 
objective of the message. The size of the 
sub-brand must be 75% the size of 
the Cepsa logo. In strategic branding, 
the sub-brand will be the same size as 
Cepsa’s brand.

Other sub-brands
The other sub-brands will appear in the 
message communication area in the 
body text only or as a product/service. 
Another sub-brand must never appear 
as a logo alongside the leader of the 
communication.

Communication issuer
The issuer of communication will 
always be Cepsa or Cepsa and then the 
cobrand. The brands must be located
at the same level in opposite corners
of the format.

Construction Example
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OCCASIONAL 

COBRANDING

Occasional cobranding is performed 
for a specific period or a transitional 
period.

Scenarios:

• Cepsa and occasional cobranding
• Cepsa and occasional cobranding 
  + 1 Sub-brand
• Cepsa and Occasional cobranding 
  + 2 o more sub-brands



October 2016 69

Si hay más de una marca el resto
apareceran en el cuerpo de la comunicación
preferiblemente como texto o producto o servicio.
Si es necesario que aparezca su logotipo
sera de un 50% el tamaño de Cepsa.

100%

100%

50%

902 545 545
www.cepsa.com

REPOSTAR EN CEPSA
TE PERMITE HACER 
MÁS KILÓMETROS

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit quisque porta risus nibh,
sed ultrices nunc commodo elementum.

902 123 456
www.feuvert.com

Ahora con Cepsa y FeuVert disfrutarás de un descuento 
exclusivo para tu próximo cambios de neumáticos de hasta
un 15% de descuento en una gran selección de fabricantes.

Cobranding
Coexistence scenarios
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Scenario: Cepsa and occasional 
cobranding

Occasional cobranding will be located 
in the message communication area, 
preferably in the body text, or as a 
product/service. Where we have to show 
the sub-brand in logo format, its size 
will be 50% of the size of Cepsa’s logo. 

Communication issuer
The communication issuer must always 
be Cepsa. The Cepsa logo can be 
placed at the bottom or at the top of the 
publication.

Construction Example
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Si hay más de una marca el resto
apareceran en el cuerpo de la comunicación
preferiblemente como texto o producto o servicio.
Si es necesario que aparezca su logotipo
sera de un 50% el tamaño de Cepsa.

100%

50%

75%

¡ENHORABUENA!
AQUÍ TIENES TU CÓDIGO PARA 
VER EL PARTIDO QUE ELIJAS

902 545 545
www.porquetuvuelves.com

Disfruta del mejor fútbol con Cepsa y YOMVI de CANAL +. 
Con tu código puedes ver el partido que que quieras de Liga 
o Liga de Campeones.

Sigue disfrutando de ventajas con Cepsa.

Sigue estas instrucciones para ver el partido:

1. Registrate en yomvi.es/cepsa y crea tu cuenta.
2. Entra en yomvi.es/deportes, selecciona tu 
partido, introduce tu código y disfruta.

Cobranding
Coexistence scenarios
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Scenario: Cepsa and occasional 
cobranding + 1 Sub-brand

The communication is led by the 
brand or sub-brand that promotes the 
objective of the message. The size of the 
sub-brand must be 75% the size of the 
Cepsa logo.

Occasional cobranding
Occasional cobranding will be located 
in the message communication area, 
preferably in the body text, or as a 
product/service. Where we have to show 
the sub-brand in logo format, its size 
will be 50% of the size of Cepsa’s logo. 

Communication issuer
The communication issuer must always 
be Cepsa.

Construction Example
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Si hay más de una marca el resto
apareceran en el cuerpo de la comunicación
preferiblemente como texto o producto o servicio.
Si es necesario que aparezca su logotipo
sera de un 50% el tamaño de Cepsa.

100%

50%

75%

MARTES
DE PELÍCULA

Con Porque TU Vuelves siempre ganas.

DE CUALQUIER
CARBURANTE OPTIMA

(HASTA 4€) (HASTA 2€)

MEJORES
PELÍCULAS
DEL AÑO

MEJORES
PELÍCULAS
DE LA SEMANA

902 545 545
www.porquetuvuelves.com

Los martes reposta, pasa tu Tarjeta porque TU Vuelves
y llévate el mejor cine online a casa en Wuaki.tv

35L. → →
DE CUALQUIER
CARBURANTE STAR

35L.

Cobranding
Coexistence scenarios
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Scenario: Cepsa and occasional 
cobranding + 2 o more sub-brands

Communication leader
The communication is led by the brand
or sub-brand that promotes the 
objective of the message. The size of
the sub-brand must be 75% of the size 
of the Cepsa logo.

Occasional cobranding
Occasional cobranding will be located 
in the message communication area, 
preferably in the body text, or as a 
product/service. Where we have to show 
the sub-brand in logo format, its size 
will be 50% of the size of Cepsa’s logo. 
Another sub-brand must never appear 
as a logo.

Communication issuer
The communication issuer must always 
be Cepsa.

Construction Example
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Scheme

Endorsement below the logotypeCepsa | Identity Manual  | 2. Basic elements

This page shows the basic criteria for 
endorsing a Cepsa brand.

For further details about the Cepsa 
brand architecture, please refer to the 
Brand Architecture Manual or contact 
the Brand Office: brand@cepsa.com

Endorsement 1 (E1)
Visual link to the Cepsa identity. 
There is a direct association with the 
mother brand. The new brand inherits 
the features of its visual identity. For 
example, the logotype.

Endorsement 2 (E2)
The new brand has its own identity 
and personality, but its link to Cepsa is 
explicitly indicated through the phrase:

“A Cepsa Company¨
“A Cepsa Product¨
“A Cepsa Service¨

The phrase for a joint venture with one 
partner, where the brand name is not a 
composite name of either of the partners 
is: “A Cepsa - XXX Joint Venture”.

Endorsement 3 (E3)
The new brand has its own identity 
and personality and has a greater 
independence because Cepsa only plays 
a supporting role to the brand through 
the phrase: “Powered by Cepsa”.

The phrase for a joint venture with one 
partner, where the brand name is not a 
composite name of either of the partners 
is: “Powered by Cepsa and XXX”.

E2.

E1.

A Cepsa Company

COMPANY Flama Light
Pantone 424 C

E3.

Powered by Cepsa

COMPANY
Flama Light
Pantone 424 C

E1
Adopts some feature 
of the Cepsa visual 
identity

E2
A Cepsa Company

E3
Powered by Cepsa

+ CEPSA - CEPSA?

Examples
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Typeface

ADAPTING 
ENERGY TO 
SIMPLIFY 
REALITY.

The typeface is one of the key elements 
in communicating the brand personality 
since it helps visualize its messages.

Cepsa | Identity Manual  | 2. Basic elements
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The Cepsa corporate typeface is Flama 
in the versions shown here.

Use it consistently, always respecting 
the typographic rules. This way you’ll 
help strengthen the visual identity of the 
company and you will also contribute to 
its notoriety. The colors that we use are 
mainly white and gray, and red is always 
used as an accent and never a principal 
color. We can also use red and gray but 
only in office environments.

If you have design responsibilities and 
therefore need the Flama typeface, 
please contact the Brand Office:  
brand@cepsa.com

In the event an application needs to be 
seen by and shared with third parties 
who do no have our corporate typeface 
installed on their computers, you will 
need to use the Tahoma replacement 

Typeface
The Flama corporate typeface

Flama light Flama Semibold

Flama Semibold ItalicFlama light Italic

ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrstuvwxyz
1234567890@#$%&*

FLAMA
ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrstuvwxyz
1234567890@#$%&*

ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrstuvwxyz
1234567890@#$%&*

ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrstuvwxyz
1234567890@#$%&*

ABCDEFGHIJKLMNOPQRS
abcdefghijklmnopqrstuvwxyz
1234567890@#$%&* Abc
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123*&#
abcdefg

48 pt

36 pt 110 pt

110 pt

24 pt

12 pt 12 pt

SERVICE STATIONS GAS 
AND ELECTRICITY 

50
75

SERVICE STATIONS GAS 
AND ELECTRICITY

SERVICE STATIONS GAS 
AND ELECTRICITY

Runtum quatur acea velia volupti utem 
esectatent vitibus, id que doles entia 
volor sus explabor sequas acia qui blam 
vent, veruptas adit arum repernam 
quunt, si ipisquo temodipsaped

Runtum quatur acea velia volupti utem 
esectatent vitibus, id que doles entia volor 
sus explabor sequas acia qui blam vent, 
veruptas adit arum repernam quunt, si 
ipisquo temodipsaped

Typeface
Examples

This page shows several visual examples 
of the Flama typeface to demonstrate its 
behavior in different sizes and weights.
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For internal electronic media, like 
Microsoft® Office applications (e.g. 
PowerPoint) and web pages, the Tahoma 
replacement typeface is allowed.

The Tahoma typeface should only be 
used when its application needs to be 
seen by and shared with third parties 
who do not have our corporate typeface 
installed on their computers. In these 
cases it will be necessary to use the 
Tahoma typeface.

Typeface 
Tahoma replacement typeface

Tahoma Regular (Default font)

ABCDEFGHIJKLMNOPRSTUVWXYZ
abcdefghijklmnoprstuvwxyz 
1234567890.,;:!?%&@€$£¥
Tahoma Bold (Default font)

ABCDEFGHIJKLMNOPRSTUVWXYZ
abcdefghijklmnoprstuvwxyz 
1234567890.,;:!?%&@€$£¥ Abc

Important
The replacement typeface should 
never be used for professional 
applications or support media for 
printed communications.

PowerPoint presentation
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A new exclusive typography line to 
identify Cepsa products.

The Display typography should be used in 
the following cases:

-  Products and services of EESS.
-  Other products (especially B2C) 

requiring prominence.
This prevents excessive use of logos
-  Products or services that are 

communicated extensively through 
points of contact that are very visible to 
the general public.

If you have design responsibilities and 
therefore, require Display typography, 
please contact the Trademark Office.
brand@cepsa.com

Typography
Display Typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%&*

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@#$%&*
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Display bold

Display light

Examples of application Origin

a



Dark gray Pantone 424 C

Clear gray Pantone Cool GRAY 2 C

Silver Pantone Silver C

October 2016 7878

White

Cepsa red Pantone 485 C

Color
Primary palette

Color is a determining differentiating 
factor.

Therefore, the correct use of color is very 
important for the success of our brand. 
White, red and grays are the colors that 
dominate the Cepsa visual identity.
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Black Pantone Black C
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It is important to make proper use of the 
color palette. Not all colors are used in 
the same way or in the same proportion. 

Secondary colors should be used 
moderately and only when necessary. 

The secondary colors selected should 
be used in promotional and retail styles 
like posters and leaflets in commercial 
points of sales. 

To learn more about the Cepsa visual 
styles, please refer to pages 77 to 81 of 
this manual.

Color 
Secondary palette
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70% 70%

50% 50%

30% 30%

PANTONE® 
7546 C

PANTONE® 
202 C
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Color
Color references

C63 M37 Y21 K57 C10 M90 Y55 K45

R41 G59 B76 R114 G19 B41

HTML #263746 HTML #8B2332

RAL K7-5008 RAL K7-3003

NCS 7502-B

3M 100-112

NCS 4050-R

3M 100-2400

PANTONE® 
485 C

PANTONE® 
BLACK C

PANTONE® 
SILVER

PANTONE® 
7546 C

PANTONE® 
202 C

RAL
These references are used for industrial 
paints, industrial design and architecture.

NCS
These are used when the Pantone® 
references cannot be interpreted. This 
may be the case of paint for industrial 
use (lacquered, plastic paint, etc.). 

CMYK
Cyan, Magenta, Yellow, Key (black) – 
subtractive color model used in the 
four-color printing process and in color 
printers.

HTML
It is used to define colors for web pages. 
Normally corresponds to RGB color 
specifications. 

Pantone®
It is the main reference for all printed 
applications. Whenever possible, use 
the Pantone® spot color. For any other 
system not mentioned in this manual, 
the Pantone® specification is the basic 
reference.

RGB
Red, Green, Blue - colors used in 
monitors and scanners.

PANTONE® 
COOL GRAY 2 C

PANTONE® 
424 C

Cepsa | Identity Manual  | 2. Basic elements

C0 M100 Y100 K0

R213 G43 B30

HTML #D52B1E

RAL K7-3020

NCS 1080-Y80R

3M 100-266/368

C0 M0 Y0 K100

R0 G0 B0

HTML #000000

RAL K7-9005

NCS 8502-R

3M 100-12

—

—

—

RAL K7-9006

NCS Metálico

3M 100-2438

C06 M04 Y06 K13 C0 M0 Y0 K0

R210 G208 B205 R255 G255 B255

HTML #D2D0CD HTML #FFFFFF

RAL K7-7047 RAL 9016

NCS 1502-Y NCS S1002-G50Y

3M 100-11 3M 100-10

WHITE

C60 M48 Y48 K15

R108 G111 B112

HTML #6C6F70

RAL K7-7037

NCS 5500-N

3M 100-1833
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Graphic devices
Primary graphic devices

Different types of graphic devices 
have been designed to help us 
generate dynamism and pace in our 
communication. In addition, graphic 
devices help us own an element that 
distinguishes us and makes us more 
recognizable. 

The graphic devices shown on this page 
is the primary one and must be used in 
communication mainly for backgrounds 
and images.

The graphic devices are used on three 
different color backgrounds: white, gray 
and red, and photographic image. As an 
exception, they can also be applied on a 
silver background.

On the following pages you can see the 
Cepsa secondary graphic devices. 
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Graphic devices
Secondary graphic devices
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Graphic devices 
Secondary graphic devices
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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On this page we show some examples 
of how to apply graphic devices.

For more details about how graphic 
devices are applied in different 
communication materials, please read 
chapters “3. Design Principles” and “5. 
Applications of identity” of this manual.

Graphic devices
Examples of use

Poster (Graphic devices + cut out image) Scientific publication (Graphic devices + image)

Merchandising (Graphic devices only)
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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The Cepsa illustrations have been 
created specifically for Cepsa offices 
and environments. They are illustrations 
specific to Cepsa that reflect both its 
spirit and its activities.

If you need an illustration not among 
those mentioned in these pages, please 
contact the Brand Office:   
brand@cepsa.com

Illustrations
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Illustrations
Technical specifications
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The Illustrations should be applied in 
the size found in the final artwork files 
enlarged by 1000% (the masters are 
scaled to 1:10).

They should always be produced in vinyl 
lettering. If it is necessary to reduce the 
size there could be production problems 
with the vinyl cut by the plotter. 

On glass: 
The illustrations here are used to create 
opacity and must begin 50 cm from the 
bottom margin. The vinyl must have an 
acid finish, combined with red. 

On walls: 
The wall must be white and smooth  
and a gray vinyl will be substituted for 
a translucent one.

200 Centered

270

50

Illustration applied on lower surface 
(ex. fair stands or ephemeral architecture).

Illustration applied on high surfaces
(ex. glass walls of a conference room in the Madrid tower) . 

Scotchcal 
Tomato Red
3630-43

Acid Matte
APA Frost ST 
771

Oracal 072
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Cepsa’s illustrations are continuous; this 
means that they are designed in a way 
that if the beginning and end are joined, 
they continue indefinitely.

The existing illustrations are: 
sponsorships, internationalization, 
air+space transport, electricity, 
chemicals, CSR, sea transport, value 
chain, home and heating, refining, ground 
transport, scientific and technology, 
petroleum, stores, people and talent, 
health and safety at work, milestones of 
Cepsa and gas/medgaz.

Illustrations should not be overused 
outside the office environment and 
at events, as they would lose their 
consistency and impact.

Here you can find the illustrations 
developed. For guidelines on how to use 
them, please refer to the Torre Cepsa 
Guide.

Illustrations
Themes

1. Sponsorships

2. Internationalization

3. Air transport
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Illustrations
Themes

4. Milestones

5. Electricity

6. Chemicals

Cepsa | Identity Manual  | 2. Basic elements
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Illustrations
Themes

7. CSR

8. Sea transport

9. Scientific

Cepsa | Identity Manual  | 2. Basic elements
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Illustrations
Themes

10. Stores

11. People and talent

12. Health and safety

Cepsa | Identity Manual  | 2. Basic elements
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Illustrations
Themes

13. Gas Medgaz

Cepsa | Identity Manual  | 2. Basic elements

14. Value chain

15. Home and heating
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Illustrations
Themes

Cepsa | Identity Manual  | 2. Basic elements

16. Refining

17. Ground transport

18. Petroleum
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An example of the Cepsa offices in 
Madrid with the following themes: air 
transport and space, sponsorships, 
electricity and internationalization.

Illustrations
Examples
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com



2. Promotional and retail style 
The images used in the promotional and 
retail style are the most impactful and 
have a lot of red in them. Unlike in the 
primary style, here the color is direct and 
the tones are brighter and more vivid.
In the retail and promotional style, the 
color red predominates in elements that 
are easily seen or in the image itself. 

The Cepsa photographic style is divided 
into three categories:

1. People
2. Environments 
3. Products

Photography is a key element in 
representing the Cepsa image. Natural 
light, bright spaces and soft tones will 
be the standard pattern used. Going into 
more detail here, there are two main 
groups:

1. Primary style 
The images used in the primary style are 
more aspirational, with neutral and light 
tones. The images are sophisticated and 
luminous with soft tones. The images 
used in the primary style have a slightly 
sophisticated and technological look. 

Small touches of red in the images 
help us identify the primary style. To 
do this, simply find or incorporate some 
elements within the image (objects, red 
clothes or spaces where red is present, 
but in a natural way).

Photographic style 
Introduction

Cepsa | Identity Manual  | 2. Basic elements
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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The images of people convey the impact 
or benefit Cepsa technology (Adaptable 
Energeering) may have on the planet and 
on people’s lives.

The following criteria should be used 
when selecting possible images:

– they are equal in terms of gender
– the people are real, trustworthy
– they are natural and spontaneous
– they are friendly and close
– avoid clichés and stereotypes
– they have interesting framings

The use of photographs of people is the 
most general category since they can be 
present in all kinds of communication 
(catalog covers, brochures, digital media, 
etc.) 

Photographic style  
People

Cepsa | Identity Manual  | 2. Basic elements

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Photographic style  
Environments

Environments help us express feelings 
using space. These images are less 
specific than those with people, but 
they help to focus the message on what 
we mean, without adding unnecessary 
“noise”.

In the photography of environments, light 
is the most important element and it 
should create warmth and quiet spaces.

The following criteria should be used 
when selecting possible images: 

– the people are real, trustworthy 
– warm landscapes, ambient light
– avoid clichés and stereotypes
– they have interesting framings
– avoid dirty and damaged environments

The use of photographs of the 
environment is common on catalog 
covers, brochures and external 
communication.
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Photographic style  
Products

Images of products should clearly 
communicate the sector they refer to. 
The use of images of products is used in 
commercial communications (brochures, 
catalogs, etc.). 

The following criteria should be used 
when selecting possible images:

– they should be relevant and informative 
– recognizable and meaningful
– innovative and well staged
– the design and simple shapes
– framing that creates a big impact 
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Pictograms are another important 
element of our identity. They have their 
own personality and help strengthen the 
visual expression of Cepsa.

The illustration style of pictograms is 
inspired by our emblem.

Cepsa has an image bank with all the 
pictograms. If you need to use one, 
please contact the Brand Office:
 brand@cepsa.com

Pictograms

Detalle del símbolo

Cepsa | Identity Manual  | 2. Basic elements
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Pictograms
Colored backgrounds

Pictograms can be used in environments, 
points of sale, corporate presentations 
and promotional communications, as 
well as in our offices.

This page shows how pictograms can be 
used with the Cepsa color palette.

Construction of pictograms

Pantone Black C Pantone 424 C Pantone 485 C

Cepsa | Identity Manual  | 2. Basic elements
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Pictograms
Overview

Cepsa | Identity Manual  | 2. Basic elements

Here are many of the Cepsa icons for 
signage, communications, retail, product, 
etc.

Cepsa has an image bank containing 
all the pictograms. If you need to use 
one, please contact the Brand Office:  
brand@cepsa.com

Smoking areaWC women WCWC men Press Fire extinguisher Automatic car wash

ReceptionReceiver ReceptionCamera Dressing Rooms women Dressing rooms men Manual car wash

Think tankPaper shredder Conference roomsPrinter External mail Internal mail

Umbrellas

Shelter

Showers

Emergency BicyclesChanging area Elevator Service elevator

AirPrivalite switch WI FI Limited hearing dining room

Gym

Documents

Stairs

Exploration  
and Production

Waste / Plastic Waste / Metal

Distribution and Sales

Waste / Residues

Petrochemistry

Garbage can

Gas and Electricity

Arrow

Refinery

Coffee

Medical attention

Motor running

Parking

Recycling Document recycling

Trading Marketing Corporation

Service Stations

ATM

Asphalt PlantGas Plant Battery recycling
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Pictograms
Examples of how they are used

Here are some examples of how 
pictograms are used inside our offices 
and in digital media.
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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When developing content, infographics 
help to organize data, processes, 
activities, etc. correctly. 

At Cepsa there are different types of 
infographics:

Diagrams and pie charts:  when using 
diagrams, these should be simple and 
have a schematic design. Avoid using 
unnecessary elements and prioritize the 
information clearly. Illustrations can be 
used, provided they are very simple and 
they help explain the diagram. 

Infographics
Diagrams and pie charts 

Cepsa | Identity Manual  | 2. Basic elements
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In addition to the Cepsa corporate 
colors (Pantone 485 C and Pantone 424 
C), a color palette has been created 
specifically for infographics.

This color palette is an exception and 
should only be used to highlight the 
infographics.

This page shows examples of how to 
apply the colors. 

Infographics
Diagrams and pie charts 
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Title de la tarta

Text de la tarta

Text de la tarta

Text de la tarta

C0 M100 Y100 K0
R213 G43 B30

1.

Color palette for infographicsImportant
When creating 
infographics, always 
keep in mind the color 
sequence that must be 
followed as shown in the 
graphic below.

C60 M48 Y48 K15
R108 G111 B112

50%2. 3.

50%C10 M100 Y61 K50
R139 G35 B50

8.7.

C71 M43 Y23 K63
R38 G55 B70

50%14.13.

50%C0 M35 Y80 K0
R249 G179 B66

10.9.

C45 M0 Y15 K0
R121 G201 B209

4.

50%C25 M20 Y40 K5
R170 G165 B132

6.5.

50%C40 M0 Y70 K0
R173 G206 B109

12.11.

1
2

3

4

5

6

79

10

11

12

13

14

8
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Tables and graphics

Tables and graphics: tables 
and graphics allow readers to find 
information organized logically, and 
to locate specific data in the different 
series. To create a table or a chart in 
the Cepsa style you should: 

- use the shortest titles possible
- organize the data logically 
- highlight totals and other key data 
- keep visual elements to a minimum 

Do not use shadows, borders or any 
kind of effect on the charts and graphics.

C0 M100 Y100 K0
R213 G43 B30

1.

Color palette for infographicsImportant
When creating 
infographics, always 
keep in mind the color 
sequence that must be 
followed as shown in the 
graphic below.

C60 M48 Y48 K15
R108 G111 B112

50%2. 3.

50%C10 M100 Y61 K50
R139 G35 B50

8.7.

C71 M43 Y23 K63
R38 G55 B70

50%14.13.

50%C0 M35 Y80 K0
R249 G179 B66

10.9.

C45 M0 Y15 K0
R121 G201 B209

4.

50%C25 M20 Y40 K5
R170 G165 B132

6.5.

50%C40 M0 Y70 K0
R173 G206 B109

12.11.

1
2

3

4

5

6

79

10

11

12

13

14

8
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Cepsa | Identity Manual  | 2. Basic elements Infographics
Tables and graphics

Tables and graphics: tables and 
graphics allow readers to find 
information organized logically, and 
to locate specific data in the different 
series. 

To create a table or a chart in the Cepsa 
style you should: 

- use the shortest titles possible
- organize the data logically 
- highlight totals and other key data 
- keep visual elements to a minimum 

Do not use shadows, borders or any kind 
of effect on the charts and graphics. 
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As shown in this example, tables and 
graphics do not have just one horizontal 
size. Three horizontal sizes exist that 
adapt to the document grid. 

A. Title
Typeface Flama Medium 10 pt

B. Text
Typeface Flama Light 10 pt

C. Line  
Thickness 0.25 pt

D. Additional information 
Typeface Flama Light Italic 8 pt

Whenever possible, always use 
the Flama typeface for all types of 
infographics in gray and red colors. 
Whenever it is not possible to use the 
Flama corporate typeface, the Tahoma 
typeface should be used instead.

14 14

14

14

4 4

Format DIN A4 (210 x 297 mm)

A

B

D

C

Cepsa | Identity Manual  | 2. Basic elements Infographics
Tables and graphics
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Office environment

For internal use electronic media, like 
Microsoft® Office applications (ex: 
PowerPoint presentations), the system´s 
“Graphics” most similar to those of the 
Cepsa style can be used.

Here we see how to choose the 
“Graphics” in PowerPoint. Do not use 
shadows, shine, border or any other extra 
effect.

In this case, use the Tahoma typeface.

Table example Pie chart example

PowerPoint presentation

R213 G43 B30

R108 G111 B112

R170 G165 B132

R87 G107 B106

R174 G176 B179

R207 G207 B189

R252 G204 B109

R38 G55 B70

R249 G179 B66

R198 G224 B167

R211 G201 B209

R139 G35 B50

R173 G206 B109

R117 G128 B143
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Maps

Maps help to show Cepsa´s location or 
data in other countries. This page shows 
an example of how to design a map.
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Infographics 
Example of how to use them 

This page shows examples of how to 
use infographics in the annual report.

Cepsa | Identity Manual  | 2. Basic elements
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This page shows the basic criteria of 
our verbal identity.

For more information regarding the 
Cepsa verbal identity, please refer to 
the section “4. Verbal Identity” in this 
manual.

Verbal identity
Basic criteria

1. Smart but simple
2. Listen before communicating
3. T+R+D+i; bridge and not the end
4. ‘‘Realism for each reality”
5. Know how to act & know how to behave
6. No substantive verbs
7. A “turning point”

Cepsa | Identity Manual  | 2. Basic elements
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Cepsa | Identity Manual  

3.
DESIGN 
PRINCIPLES

Introduction
Cepsa visual styles
Primary style
Promotional and retail style
Grid
Printed formats
Special formats
Types of layout
TYPE A
TYPE B
TYPE C
TYPE D
TYPE E
Signature system
Tagline
Area description / business unit
Support elements
Summary of visual styles
Interiors
Interior grid
Examples of interiors
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Considering how diverse the Cepsa 
business is and the different clients 
it communicates with, the visual 
expression work has been developed 
using two complementary angles that 
culminate in our brand strategy: 

Primary style is what we would call 
the Cepsa world: this is where our 
business is mainly developed and where 
we concentrate our communications. 
As shown in the graphic on the left, 
the primary style is used for corporate 
communications and is targeted at 
institutional or organizational audiences. 

The promotional and retail style is 
used for other audiences: individuals, 
professionals, industry, etc. This style 
is used to a far lesser extent than the 
primary style.

Cepsa | Identity Manual  | 3. Design principles Introduction

When there are too many 
communication elements in a 
commercial environment, information 
must de delivered clearly and 
adapted to the different audiences. 

- End-customers
- Professionals/Industry
- Promotional

Local society
Environments

IPIC

Employees

Authorities

Exception
Adaptation
...

Primary style
Promotional and retail style
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Cepsa | Identity Manual  | 3. Design principles

Promotional and retail style

Cepsa visual style
Overview

Primary style
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The visual differences between the 
primary and the promotional and retail 
styles are enhanced through the use of 
colors. 

Primary style
The primary style is a more corporate 
world. The tones of white, gray and silver 
prevail, with shades of red. 

Promotional and retail style
The promotional and retail style is a 
more promotional world. Here, the color 
red takes precedence.

White

Red

Silver

Gray

Cepsa visual style
Percentage of color 

Cepsa | Identity Manual  | 3. Design principles

Primary style Promotional and retail style

Color palette

PANTONE® 
485 C

PANTONE® 
SILVER

PANTONE® 
COOL GRAY 2 C

PANTONE® 
424 C

50%

30%

Red

White

Blue

Bordeux 
red

Silver

Gray

40%

30%

PANTONE® 
7546 C

PANTONE® 
202 C
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The visual expression of the primary 
style is cleaner and more sober, so its 
pictures are more aspirational, with 
neutral and light tones. The photographic 
style can also include people, but the use 
of environments and scientific-technical 
imagery will be the norm. 

The images used in the promotional and 
retail style however, will have the most 
impact on communications. Here, red 
is the leading color and the framings of 
people and products are closer. 

For more information about the 
photographic style, please refer to pages 
58 to 61 of this manual. 

Cepsa visual style 
Use of photographs

Primary style Promotional and retail style

Criteria:

– they should be real people, trustworthy
– natural and spontaneous
– equal in terms of gender
– friendly and close
– with interesting framings

Criteria:

– they are impactful
– relevant to the design
– with impactful framings
– equal in terms of gender

Cepsa | Identity Manual  | 3. Design principles

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Primary style
Summary of the elements

Cepsa | Identity Manual  | 3. Design principles

FLAMA LIGHT  
EXPLORATION AND PRODUCTION
REFINING
PETROCHEMISTRY
PETROL STATION
GAS AND ELECTRICITY
TRADING

Graphic devices

Colors

Photographic style 

Pictograms Typeface

Examples

Here are several examples of the elements 
that make up the primary style that should 
be used as a reference and inspiration. 

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.
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Promotional and retail style
Summary of elements

Cepsa | Identity Manual  | 3. Design principles

Graphic devices

Colors

Photographic style Examples

Pictograms TypefaceSupport elements

FLAMA SEMIBOLD  
EXPLORATION AND PRODUCTION
REFINING
PETROCHEMISTRY
PETROL STATION
GAS AND ELECTRICITY
TRADING

Here are several examples of the elements 
that make up the primary style that should 
be used as a reference and inspiration. 

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.
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1 2 3 4

Grid

14 mm 14 mm4 mm 4 mm 4 mm

12 pt

Cepsa | Identity Manual  | 3. Design principles Grid

The grid is a set of guidelines that 
helps us compose the content of all our 
communications. 

It is essential to maintain a common 
grid for all publications, to ensure that 
all the literature remains consistent and 
uniform.
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The Cepsa grid is based on three 
columns and is symmetrical. Both the 
left and right hand pages use the same 
grid.

These three vertical divisions help 
position the design elements and align 
them vertically.

Grid
Measurement

1 2 3

Other formats
For other formats, different column 
systems are used, like DIN A4 
horizontal and DL.

DIN A4 horizontal DL

1 2 3 4

Cepsa | Identity Manual  | 3. Design principles

Line spacing 12 pt

14 14

14

14

4 4

1

Format DIN A4 (210 x 297 mm)
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As shown in this illustrative example, 
the grid adapts to the other formats, 
respecting their corresponding 
measurements.

For other formats, different column 
systems are used, like DIN A4 horizontal 
and DL.

Printed formats

DIN A2

DIN A3

DIN A4 

A1

A2
A3

A4
A5

Measurements table for printed formats

Formats

DL

DIN A4

1 2 3 1 2 3 1 2 3

100 x 210 mm 12 mm

210 x 297 mm 14 mm

Dimensions Margins

Cepsa | Identity Manual  | 3. Design principles

DIN A4 horizontal DL

1 2 3 4 1

Roll up*

1 2

Roll up* 850 x 2000 mm 55 mm

*The roll up and the billboard are not part of the DIN formats. The examples on this page are not to scale.

DIN A3

DIN A2

297 x 420 mm 20 mm

420 x 594 mm 35 mm

Billboard*

1 42 53 6

Billboard* 8000 x 3000 mm 20 mm
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Formats

Canal interno

Web banner

1100 x 751 px 50 px

544 x 220 px 18 px

Dimensions Margins 

As shown in the illustrative example, 
the grid is adapted to the other formats 
and respects the corresponding 
measurements.

This page shows examples of some 
digital formats like a digital poster, 
PowerPoint presentation, social 
networks, etc.

Later you will see examples of other 
formats not specified here.

Cepsa | Identity Manual  | 3. Design principles

Digital poster

The examples on this page are not to scale.

Digital formats

Measurements table for printed formats

Facebook

LinkedIn

Twitter

YouTube

851 x 315 px 28 px

640 x 220 px 20 px

1500 x 500 px 40 px

2560 x 1440 px 70 px

1 2
Internal channel

1 2 3 4

Cartel digital 1080 x 1920 px 70 px

YouTube

Twitter

Facebook

1

1

1

2

2

2

3

3

3

4

4

4

LinkedIn

Web banner

1

1

2

2

3

3

4

4
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Cepsa | Identity Manual  | 3. Design principles Types of design space
Summary of printed applications

-Attached logotype
-100% image surface
-Horizontal typeface

Examples:

- Magazine
- Publication

Type A

- Detached logotype
- Graphic device over image
- 100% image surface
- Vertical typeface

Example:

- Scientific publication

Type B

- Detached logotype
- Composition with 4 images
- Vertical typeface

Examples:

- Annual report 
- Advertising

Type C

- Detached logotype
- Vertical application: 
- 50% Image 50% Graphic  
  device
- Horizontal typeface

Examples:

- Brochure
- Poster
- Advertising

Type D

- Detached logotype
- Silhouetted image
- Bleed image
- Background graphic device 
- Horizontal typeface

Examples:

- Brochure
- Poster
- Advertising

Type E
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Cepsa | Identity Manual  | 3. Design principles Types of design space
Summary of digital applications

- Attached logotype
- 100% image surface
- Horizontal typeface

Examples:

- Digital media
- Internal publication
- E-mail marketing

Type A

- Detached logotype
- Graphic device over image
- 100% image surface
- Vertical typeface

Ejemplo:

- PowerPoint presentation

Type B

- Detached logotype
- Silhouetted image
- Bleed image 
- Background graphic device 
- Horizontal typeface

Examples:

- Digital poster

Type E

For all digital communications, the 
design spaces type C and D must not 
be used.



October 2016 124

This is the most classic format. The 
attached logotype is applied on an image 
or background with graphic device.

This type can be used for all kinds of 
materials, institutional or promotional, 
provided it is the attached version of the 
logotype that needs to be applied.

A. Attached logotype
B. Horizontal typeface
C. 100% image surface
D. Subtitles and text

Examples:

- Digital media
- Magazine
- Internal publication

Type ACepsa | Identity Manual  | 3. Design principles

Web page

A

D

DIN A4 (210 x 297 mm) format

B

C

14 14

14

14

4 4
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Type BCepsa | Identity Manual  | 3. Design principles

This format allows a graphic device and 
an image to be applied and it can be used 
in different materials, from a publication 
to a PowerPoint presentation.

A. Detached logotype
B. Vertical typeface
C. 100% image surface logotype
D. Additional text

Examples:

- PowerPoint presentation
- Scientific publication

Step 1. 
Grid

Step 2.  
Image + Graphic device

Step 3. 
Text + logotype

DIN A4 (210 x 297 mm) format

PowerPoint Presentation

A

B

D

C

14 14

14

14

4 4
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Type CCepsa | Identity Manual  | 3. Design principles

The combination of 4 elements allows a 
communication piece to tell a story. This 
can be used in corporate communication 
materials.

A. Detached logotype
B. Vertical typeface
C. Composition with 4 images
D. Additional text

Examples:

- Annual report
- Advertising

Step 3. 
Text + logotype

Step 1. 
Grid + structure

Step 2. 
Image + graphic device

DIN A4 (210 x 297 mm) format

Advertising formats

A
B

D

C

14 14

14

14

4 4
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Type DCepsa | Identity Manual  | 3. Design principles

The vertical structure allows the 
image and the content to be divided. 
This is suitable for more promotional 
communications where it is necessary to 
convey a lot of information.

This system is flexible and can be used in 
different ways, as shown in the example 
on this page.

A. Detached logotype
B. Horizontal typeface 
C. 50% Image 50% G
D. Subtitles and text

Examples:

- Brochure
- Poster
- Digital poster
- Advertising

Flexible systemStep 3. 
Text + logotype

Step 1. 
Grid + structure

Step 2. 
Image + graphic device

DIN A4 (210 x 297 mm) format

A

B

D

C

14 14

14

14

4 4

Digital posters
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Type ECepsa | Identity Manual  | 3. Design principles

This format is the most flexible of all. 
Combining a graphic device, image 
and silhouette, makes it easier to 
communicate a promotion. This should 
be used for all promotional materials.

A. Detached logotype
B. Horizontal typeface
C. Support element
D. Graphic device with 
     a silhouetted image
E. Subtitles and text
F. Cepsa cards

Examples:

- Brochure
- Poster
- Digital poster
- Advertising

A

B

E

F

D

C

14 14

14

14

4 4

Step 3. 
Text + logotype

Step 1. 
Grid

DIN A4 (210 x 297 mm) format

Cartel digital

Step 2. 
Image + graphic device
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To develop a modern and flexible system, 
a modular signature system that adapts 
to the needs of each piece has been 
created.

Both the attached and detached 
versions of the logotype have their 
own guidelines.

Signature system 

Attached version Detached version

Cepsa | Identity Manual  | 3. Design principles

14 14

14

14

4 4



October 2016 130

For the attached version of the logotype, 
the signature system is fixed: the 
logotype should be placed in the top left 
hand corner of the total space of the 
surface.

To know where to position each of the 
versions of the logotype, please refer to 
the table on page 20 of this manual.

Signature system
Attached version

Detail

1/5 del espacio total 
de la superficie

Cepsa | Identity Manual  | 3. Design principles

14 14

14

14

4 4

DIN A4 (210 x 297 mm) format
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For the detached version of the logotype, 
the typographic mark has to be placed in 
the bottom right hand corner of the total 
space of the surface. 

To know where to position each of the 
versions of the logotype, please refer to 
the table on page 20 of this manual.

Signature system 
Detached version

DIN A4 (210 x 297 mm) format

Cepsa | Identity Manual  | 3. Design principles

Detail

Spacing between the emblem 
and the typographic mark

14 14

14

14

4 4

1/6 of the total space

4 x x
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Tagline 
Attached version

Advertising tagline

Cepsa | Identity Manual  | 3. Design principles

14 14

14

14

The tagline is an optional element 
that is used according to the type of 
communication. In the attached version 
of the brand it is placed in the upper left 
hand corner of the total space of the 
surface.

This page shows the correct proportions 
of the logotype and the tagline.

To know where to position all the 
versions of the logotype, please refer to 
the table on page 20 of this manual.

A. Tagline
Typeface: Flama Light
Color: Pantone 424 C or white

The tagline must always be in Cepsa 
gray (Pantone 424 C) or white and never 
in Cepsa red.

DetailDIN A4 (210 x 297 mm) format

Advertising tagline
x

2 x

x

A
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14 14

14

14

The tagline is an optional element 
that it used according to the type 
of communication. In the detached 
version of the brand it is positioned in 
the lower right hand corner of the total 
space of the surface, together with the 
typographic mark, underneath it.

This page shows the correct proportions 
of the logotype and the tagline.

To know where to position all the 
versions of the logotype, please refer to 
the table on page 20 of this manual.

A. Tagline
Typeface: Flama Light
Color: Pantone 424 C or white

The tagline must always be in Cepsa 
gray (Pantone 424 C) or white and never 
in Cepsa red.

DIN A4 (210 x 297 mm) format

Tagline 
Detached version 

Cepsa | Identity Manual  | 3. Design principles

Detail

A Advertising tagline

Advertising tagline
x

2 x

x
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Area / business unit Cepsa | Identity Manual  | 3. Design principles

14 14

14

14

14

Area / business unit 

This page shows how to apply the area 
or business unit in a communication 
piece.

A. Area
Typeface: Flama Light 12pt.
Color: Pantone 424 C or white

The area must be in the same language 
as the text and always in Cepsa gray 
(Pantone 424 C) or white and never in 
Cepsa red.

LU
BR

IC
A

N
TE

S

Example / Detail

A

Positioning of the area 
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Some support elements have been 
created to help the Cepsa brand get 
closer to consumers.

Inspired by our emblem, these elements 
can be applied in all communications, 
advertising and digital media materials.

The area or business unit may 
accompany the support element.

Since these are support elements, no 
fixed rules about how they should be 
used have been established, so this will 
depend on the specific needs of the 
communication piecee. They can be 
used in a large size for a poster, t-shirts, 
nametags, etc.

Support elements
Introduction

Cepsa | Identity Manual  | 3. Design principles

Symbol detail

Service spirit International Expansion, Cepsa 
worldwide and flags

Technical excellence, 
Engineering
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Support elements
Technical specifications

Cepsa | Identity Manual  | 3. Design principles

x x

1/3 x

x/2

x/2

Clear space Clear space Sizes and proportions

The support elements can work as 
isolated graphic elements or together 
with text, if necessary (optional). 

This page shows the general guidelines 
for support elements: clear space, 
proportions and colors.

Page 102 of this manual shows examples 
of how a support element is applied in 
communications.

LO
RE

M
 IP

SU
M

 D
O

LO
R 

SI
T 

A
M

ET

x

x/2

x/2

LO
RE

M
 IP

SU
M

 D
O

LO
R 

SI
T 

A
M

ET
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Support elements
Position

Cepsa | Identity Manual  | 3. Design principles

14 14

14

14

There are two ways of positioning 
a support element, as shown in the 
examples on this page. 

The area or business unit can be 
accompanied by the support element. 
If a different format is used, the element 
can be increased proportionally. 
 
A. Area
Typeface: Flama Light 12pt.
Color: Pantone 424 C or white

The area must be in the language of the 
text and always in Cepsa gray (Pantone 
424 C) or white but never in Cepsa red.

14

Example / Detail

Area / business unit 

ES
TA

C
IO

N
ES

 D
E 

SE
RV

IC
IO

S

Positioning of a support element

A



October 2016 138

Support elements
Use examples

Cepsa | Identity Manual  | 3. Design principles

This page shows examples of 
how support elements are used in 
communications.
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Summary of visual stylesCepsa | Identity Manual  | 3. Design principles

Promotional and retail stylePrimary style
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Interiors can be used in different pieces 
of communication like:

- Brochure
- Annual report
- Catalog
- Magazine
- Scientific publication

InteriorsCepsa | Identity Manual  | 3. Design principles

DIN A4 (210 x 297 mm) format
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The same grid can be used for interiors.
It is important to respect the hierarchy 
of elements and to maintain a clean and 
organized design space.

Grid for interiorsCepsa | Identity Manual  | 3. Design principles

14 14 144 4

DIN A4 (210 x 297 mm) format Example of a double page

1 2 3 Line space 12 pt

Start of text

14

14
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Examples of interiorsCepsa | Identity Manual  | 3. Design principles

Here you can see examples of interiors  
of an annual report.

Criteria:

- aspirational images
- use of graphic devices
- use of white and gray colors
- subtle use of the color red
- organized information
- short messages

The Cepsa logotype should never be 
used in interiors. However, if needed, 
write it as seen here.
 
To know how the photographic style, 
colors, graphic devices, Flama typeface 
and the grid should be used, please refer 
to chapter “2. Basic elements” of this 
manual.
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Introduction
Verbal system
General communication guidelines4.

VERBAL 
IDENTITY
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IntroductionCepsa | Identity Manual  | 4. Verbal identity

Cepsa speaks clearly: just like the new visual 
expression, the verbal expression must be concise 
and clear.

This manual has been developed and should 
be used by anyone who is part of Cepsa. Being 
consistent in the way the guidelines are used will 
help us achieve greater coherence and convey the 
verbal identity of Cepsa in the best way possible.
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Introduction Cepsa | Identity Manual  | 4. Verbal identity

Our verbal 
identity

2.
Form

Tone of voice 

1.
Contents

Key messages

Generally, the verbal identity of a brand 
defines the way it speaks and writes.  
Words, whether spoken or written – as 
well as the logotype, colors, typeface 
and photographic style – are immensely 
important for building a brand because 
they can be the differentiating factors 
that contribute to its appeal.

Our verbal identity is the addition of 
two important ingredients: content 
(key messages) and the way we talk to 
audiences.

In this chapter you will find guidelines 
that we hope will help you address 
different audiences.
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Words reveal a lot about the way we 
think and our beliefs. This is why it is 
so important that Cepsa employees 
understand the company´s brand 
idea (Adaptable Energeering) and are 
able to share its values (leadership, 
sustainability, solidarity and continuous 
improvement).

Otherwise, we would probably end 
up conveying disparate and even 
contradictory messages.

The contents of our messages are 
inspired by the company´s values and 
they are what we must convey to each  
of our audiences.

Furthermore, our personality attributes 
inspire the way we speak.

Verbal system
Summary of the brand ś DNA 

Cepsa | Identity Manual  | 4. Verbal identity

Technical excellence and the ability to 
adapt in order to offer the best energy 
for every situation. 

ADAPTABLE ENERGEERING
Brand idea

Close
Professional
International 
Reliable

Safety
Sustainability
Continuous 
improvement
Leadership 
Solidarity

Proactive
Agile
Decisive 
Realist

Values

Contents / Key messages Form / Tone of voice  

Personality
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We communicate with 6 key audiences:

1. Cepsa employees
2. IPIC
3. B2C customers: business to consumer
4. B2B customers: business to business
5. Local communities
6. Government and institutions

Verbal system
Key audiences

Cepsa | Identity Manual  | 4. Verbal identity

B2CEmployees

Local 
communities

Government and 
institutions

B2BIPIC

Customers

Society

Internal
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Cepsa | Identity Manual  | 4. Verbal identity

Cepsa employees
IPIC
B2C customers
B2B customers
Local communities
Government and Institutions

Verbal system 
Key messages / Audiences

Adaptable Energeering 
communicates:

Safety
Ethics and Responsibility

Respect and Transparency
Reduction of the environmental 

impact
Shared benefits

Agility
Versatility

Open-minded
Personalized

Dynamism

Guaranteed quality
Ease and Simplicity

Responsiveness
Really useful

Optimal price / quality ratio
Accessibility

Empathy and Kindness
Confidence and Fidelity

Commitment
Dialogue and Cooperation

Results
Optimization
Productivity
Competitiveness
Operational and 
management excellence

Overview
Solvency
Prestige and Know-how
Growth
Ethics and Determination

Leadership

EfficiencySustainability

Closeness

Flexibility

Effective solutions Economic and social development
New opportunities
Generation of wealth
Usability 
Continuous improvement
 

Improvement

Integrated technical 
excellence

Maximum specialization
Technical capability and Reliability 
Knowledge and Research
Innovation and Technology
Integration and Teamwork

Key messages are what we emphasize 
when communicating about the brand. 
To convey Adaptable Energeering as 
clearly and relevantly as possible to 
each audience, we have articulated and 
prioritized the messages that capture 
this concept.

The Cepsa positioning is conveyed 
through the concepts of leadership, 
efficiency, integrated technical 
excellence, progress, closeness, effective 
solutions, flexibility and sustainability.

However, all these messages will 
coexist with the information needs of the 
business on a day-to-day basis.
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Verbal system
Key messages / Recipient + Issuer

Cepsa | Identity Manual  | 4. Verbal identity

All our messages should be adapted 
according to who the issuer is. We have 
a main voice, Cepsa´s, and 7 voices that 
represent each one of the business 
areas.

Exploration and 
Production

Refining Petro 
chemistry

Commercial Trading
Gas and 

Electricity

Cepsa

Adaptable Energeering 
conveys:

Corporation
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Verbal system
Voice tone / Basic criteria 

Cepsa | Identity Manual  | 4. Verbal identity

1. We speak simply, but gracefully.  
We try to convey consistent messages 
using the straightforward language of 
everyday. Without using unnecessary 
formalities. We like to use the words with 
intelligence, but simply.

Are you talking to me? Cepsa asks, 
inquires, listens and then suggests.  
We seek to generate curiosity, provoke 
reflection, give a hidden answer or reply 
to the concerns of our audience. Our goal 
is to learn, to adapt to every situation.

3. With a technical soul. Technique, 
science, technology and innovation 
should not become the core of our 
messages. These are important issues, 
but they shouldn´t limit us; they should 
become bridges that allow us to go 
further. Our messages should place 
people at the center of everything.

4. Down to earth, with no “siren calls”.  
Of course, we must try to be attractive 
and seductive, but we don´t promise 
more than we should, nor do we rely on 
“idealized and grandiloquent” messages. 
True messages and transparency for 
every audience are not only appreciated, 
they are necessary these days.

5. Experience and closeness.  We 
speak with the authority that knowledge 
brings, that experience gives us, but with 
tact, clarity, closeness and elegance.

6. Impact, immediacy and action. One 
word; accurate and relevant. And always 
a verb. Ideally a gerund to express that 
the action is happening. In summary; 
maximum concentration of energy.

7. Decisive, dynamic, agile  
2 words or 2 short sentences and a 
short energizing break, that cause a 
turning point. A small, but vital, daily 
transformation.

1. Smart but simple
2. Listen before communicating
3. T+R+D+i; bridge and not the end
4. ‘‘Realism for each reality”
5. Know how to act & know how 
    to behave
6. No substantive verbs
7. A “turning point”
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Cepsa | Identity Manual  | 4. Verbal identity General communication guidelines
Index

The general communication guidelines 
help us unify the way in which we 
communicate, with basic tips on 
grammar, spelling and style. There are  
5 general guidelines:

1. Stylistic norms
2. Considerations towards the receiver
3. Using the correct language
4. Support to visual language
5. Specific Cepsa rules
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a. Think about what you want to say
First of all, take a few minutes. What 
are you trying to communicate? Start 
by writing down the key points without 
worrying about the structure. Make the 
ideas flow into a logical order to convey 
what you must communicate.

b. Get straight to the point
Nobody has time to search for what 
you really want to convey within a long 
document. Get straight to the point as 
soon as possible so as not to lose the 
interest and attention of your audience. 
Have a clear idea of what you want to 
say and do not digress away from this.

c. Create a clear structure
Divide your messages into several 
sections to create paragraphs that are 
easier to read and understand. These 
should usually have no more than eight 
sentences of 20-25 words each. Each 
sentence must contain a clear idea, 
without mixing them. This structure 
should help to create a clean narrative 
so the reader can understand the text 
easily.

Also remember that the first paragraph 
is very important. It must be explanatory 
enough to transmit a general notion of 
the information without the need to read 
further.

d. Use titles
Creating headings for chapters, pages, 
sections or paragraphs will help the 
reader understand the information more 
immediately. Titles must be descriptive 
and act as reference points, highlighting 
the key axes of text and making it easy to 
understand even if the document is read 
diagonally.

e. Just start writing
Now you have the framework of your 
structure. Start writing the text and you 
will see that the composition is more 
flexible. Follow the structure without 
leaving ideas out. Do not worry, you will 
have time to correct and make changes 
later.

f. Use simple verb tenses
Whenever you can, try to write using 
simple verb tenses instead of compound 
verbs.

Although in the Cepsa Tone of Voice 
Basic Criteria we suggest you use the 
gerund, it should be used in advertising 
or commercial copy, but never in press or 
news releases. Make it the protagonist, 
to convey the agility and dynamism of 
the Cepsa brand.

g. Avoid the passive voice
Why? The passive voice is weaker, less 
direct and has a very formal tone that 
can seem impersonal. Look at this 
simple example: “From September to 
January, 500 million euros have been 
invested” versus “From September to 
January we have invested a total of 500 
million euros”.

h. Avoid using adjectives excessively.
Always avoid using adjectives excessively 
because they make it harder to read a 
document and can also give a tone of 
grandeur that is not characteristic of 
Cepsa. 

i. Edit, edit, edit
Always revise and correct the first text. 
Editing is as important as writing.
The art of editing is knowing when and 
how much is enough.

Aim for a concise text, without implying 
that the text loses its personality. 
Be tough and demanding with the 
readability of your document. Using strict 
criteria, the outcome will be even better.
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The writing style of any corporate 
document, be it internal or external, 
must be clear, concise, accurate 
and easy to understand. Our 
goal is not to write, it’s to send a 
communication that our receiver can 
understand.

We should bear in mind that most 
people, due to lack of time, scan 
over documents quickly, looking for 
relevant and interesting information.

We can make this task easier by 
following these guidelines:

General communication guidelines
1. Stylistic rules 
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a. Put the receiver before the issuer 
Remember that the receiver is the most 
important part of the message you have 
to transmit. Who are you addressing? 
What does your audience value? What 
excites them? How can we help them? 
How much time does your audience 
have? The more details you know about 
your audience, the easier it is to write for 
them.

At Cepsa we adapt the message 
according to the receiver. We must 
be consistent, so there is uniformity 
of styles in the information that they 
receive from Cepsa. 

b. The “informal” versus the “formal”
One or the other will be used depending 
on who the receptor is and we must 
be consistent and ensure we use the 
same form when addressing the same 
audience, regardless of the media being 
used to avoid sending out different 
messages.

- Talk to your employees, end customers 
and communities in the “informal”. 
But do this whilst remaining polite and 
addressing them correctly.

- To IPIC, governments and institutions 
and B2B audiences you may also use the 
“informal” when the relationship is close 
and the communication channel permits 
it. If not, use the “formal”. Do it without 
being overly formal and try to avoid using 
very solemn language.

- Also bear in mind the country you are 
addressing and how they generally use 
both the “formal” and “informal”.

c. Give your text a personal and 
human touch
Our communication tends to be very 
specialized or technical due to the nature 
of the business. This is no reason to give 
up trying to be close.

Give your text a personal touch by using 
the first person plural whenever it is 
appropriate. This enhances the human 
side of the company by reinforcing 
messages of unity and teamwork. Also 
try to involve the receiver. You could say, 
for example “Our network of gas stations 
is open for you 24 hours” or “We have 
reached a joint venture agreement with 
Sinar Mas in Indonesia”.

d. The receiver is intelligent
Assume the receiver is intelligent, 
regardless of the degree of their 
involvement in the world of energy or 
technical expertise. Avoid speaking 
condescendingly therefore. Create a 
simple communication that is easy to 
understand but without using basic, 
obvious remarks that may bore or insult 
the receiver.
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Our messages should always have a 
human spirit. We must communicate 
from people to people without losing 
sight of the circumstances of the 
person receiving our information: 
making understanding easier, 
being consistent and transmitting 
closeness.

General communication guidelines
2. Considerations towards the receiver
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e. Integration into communication
Always try to be inclusive in 
communication. Whether it is a matter of 
gender or any other group that may be 
unintentionally excluded.

Whenever possible, try to use gender-
neutral language, without referring 
specifically to either men or women. 
For example, you can speak about 
“the people” and use the feminine, or 
“individuals” and use the masculine. Use 
your judgment to make the message 
sound natural and not forced.

Ensure equality and always be inclusive: 
Good morning ladies and gentlemen.  

f. Currencies and measurement units
Bear in mind the content of the 
communication, the nature of the 
business and the location of the 
receiver in order to adapt currencies or 
measurement units.

If the currencies or units do not 
correspond to the system used in the 
place of receipt or with the natural 
accounting system of the business, they 
must be converted. In Europe, you can 
say “The total investment was 1 million 
euro” but you should not use “The total 
investment was 4,630,204 Qatari riyals”.

Furthermore, if the currency is different 
to Euros or US Dollars, the equivalent 
will have to be written in brackets.
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Technical excellence is the major 
pillar that supports Cepsa. However, 
it would be meaningless without the 
ultimate goal of serving people.  
 

General Communication Guidelines
2. Considerations towards the receiver
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b. Regional languages
In regions where they have their own 
language, commercial communications 
targeted at end customers (B2C) must 
be adapted to the regional language. 
Furthermore, signage in gas stations or 
other environments must be bilingual.

Even though Spanish and English 
are Cepsa´s official languages and 
must be used in communications 
to all employees, when sending a 
communication exclusively to a city 
or region where other languages are 
spoken, assess the possibility of using 
English and the official language of the 
region. For example, in China, internal 
communications can be in English and 
Chinese, or in Montreal communications 
can be in English and French.

c. The use of English in different 
regions
The use of English also varies depending 
on the country where it is used.
In this case, in the absence of an 
institution that standardizes the 
language, use American English and 
the Merriam-Webster Dictionary as a 
reference tool when necessary.

When a word or use of American 
English is inappropriate or rude in a 
specific region, adapt it so that it is used 
correctly.

d. Avoid mixing languages 
Technical vocabulary usually leads us to 
use Anglicisms. 
However, this can make our message 
more confused and elaborated. When 
using one language, do not include words 
from another in your communication. 
Whenever possible, avoid using 
anglicisms by using their translation 
into the language in which you are 
communicating.

If these are really necessary, always 
write them in italics, not in quotation 
marks.

Regarding the symbols of other 
languages, act in the same way: avoid 
their use in texts where the language is 
not the same. For example, do not use in 
texts in Spanish.
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We are a growing global company 
and we expand in more countries 
every day. Our verbal needs evolve 
because the business diversifies, as 
do the types of audience and even 
the number of languages we use.

Today, we are a bilingual company 
where Spanish and English are the 
two main languages. However, we 
always try to adapt to other local 
and regional languages that are 
used in our area of influence.
 
It is essential to watch our language 
and to comply with the grammar 
and spelling rules established for 
each language consistently.

a. The use of Spanish in different 
regions
It is difficult to be consistent when using 
the Spanish language due to its diversity 
and use in many countries. Always 
use it according to the Royal Spanish 
Academy that is trying to integrate the 
pan-Hispanic languages and, therefore, 
also respects the particularities of each 
country.

Replace any word or treatment that is 
inappropriate or rude in another Spanish-
speaking country to avoid transmitting 
inappropriate messages.

General communication guidelines
3. Correct use of language 
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Km: Kilometer
Kg: Kilogram
Kt: Kilotons
LAB: Linear alkyl benzene 
CDM: Clean Development Mechanisms
m: Meters
M€: Millions of Euros 
MW: Megawatt 
MWh: Megawatt hour 
NOx: Nitrogen oxides 
PIPA: Purified isophthalic acid 
PTA: Purified Terephthalic Acid 
SO2: Sulfur Dioxide 
Mr./Ms.: Mister, Ms
T: Metric Ton

f. Acronyms
Using acronyms allows us to synthesize 
the most scientific or technical texts 
but it also means we risk writing 
dehumanized copy. Therefore, use 
them to a minimum: try to avoid them 
in commercial messages or in those in 
which we intend to show closeness. Use 
them for the more technical information, 
indicating their corresponding 
explanation in brackets the first time 
they are used at least.

Acronyms are written without points or 
spaces. Only use a point after the last 
letter of the letters that compose the 
acronym when the acronym is part of 
a text that us written entirely in capital 
letters.
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e. Abbreviations
Our technical language means that we 
also use certain abbreviations frequently. 
It is important to use the abbreviations 
listed in this manual to promote 
uniformity. 

List of common abbreviations:

Bbl: Barrel
€/BbL: Euro/Barrel
$/BbL: Dollar/Barrel
BCM: Billion Cubil Meters 
(Thousands of millions per cubic meter)
BIA: Low sulfur content
CO: Carbon monoxide
C02: Carbon dioxide
COVs: Volatile organic compounds
DMT: Dimethyl terephthalate
ETBE: Ethyl tert-butyl ether
€/t: Euro/Ton
GJ: Gigajoule
LNG: Liquefied Natural Gas
GW: Gigawatt
GWh: Gigawatts hour
Kb/d: Thousand/barrels
K€: Thousands of Euros

General communication guidelines
3. Correct use of language 
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b. Typeface
The typeface is also a graphic element 
that helps us write more readable and 
uniform copy. In addition, its consistent 
use in all our messages can give it the 
Cepsa personality.

For digital messages, remember that the 
receiver may not always have the main 
typeface (Flame) so you will have to use 
the secondary one (Tahoma). Respect 
the rules about this, detailed on page  
41 of this manual.
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Cepsa´s visual and verbal identity 
should always be shown as a whole. 
Both have the common task of 
conveying the brand personality and 
should support each other to achieve 
it in a consistent and coherent way. 

a. Graphic elements to support 
messages
You can rely on graphic elements to 
facilitate the understanding of your 
message and to increase interest in 
them.

Photography, icons, textures and graphic 
styles are defined in this manual in 
chapter “2. Basic elements”.

Make sure you comply with the rules and 
that the overall result is aesthetically 
appealing.

General communication guidelines
4. Support of the visual language 
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- Names of business units
In order to convey the unity and 
integration of the company and to 
strengthen our brand in the global 
energy sector, the names of the business 
units will not constitute new brand 
names. Unless you are making reference 
to a company name, do not use formulas 
consisting of:

Cepsa + name of the business unit.

Acceptable: : The Refinery Unit of Cepsa, 
The Petrochemical Unit of Cepsa,  
The Exploration and Production Unit  
of Cepsa,  
The Commercial Unit of Cepsa,  
The Gas and Electricity Unit of Cepsa, 
The Trading Unit of Cepsa.
Not acceptable: Cepsa Chemical

- Geographical locations of the 
Company
In order to demonstrate that the 
company is integrated and global, the 
names of Cepsa´s geographical locations 
will not constitute new brand names. 
Unless you are making reference to a 
company name, do not use formulas 
consisting of:

Cepsa + name of the country/city/region 
in which it operates.

Acceptable: : Cepsa in Malaysia
Not acceptable: Cepsa Malaysia

- Cepsa Products or Services
The architecture of the Cepsa brand 
establishes that certain products and 
services (those that meet certain 
requirements) should always be 
accompanied by the Cepsa logotype. Do 
not mix them up with a composite brand: 
the product name will be the brand of the 
product and Cepsa just endorses it. Do not 
use formulas using:

Cepsa + name of the product or service.

Acceptable: Optima fuels by Cepsa 
Not acceptable: Cepsa Optima 

c. Verbal endorsements of Cepsa
When mentioning a brand that is backed by 
Cepsa through a verbal endorsement (as 
required by the Model of Brand Architecture 
by Cepsa), make sure that you use a comma 
after the brand name and the capital letter in 
all the key words (not in linking ones).

Write the endorsement only once along 
the text, preferably at the beginning and 
adapt the text to the language you are 
using. If you have any doubt about which is 
the endorsement that corresponds to the 
brand you are writing about, please consult 
the Brand Office: brand@cepsa.com for 
approval

Acceptable: : Depaso, A Company of Cepsa... 
Not acceptable: a Cepsa company Depaso...
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Like any company, Cepsa needs 
some basic rules to standardize 
the use of its name and other 
expressions commonly used. 
This way, we avoid confusing our 
audiences and we maintain the 
value of the brand consistently. 

a. Brand name
For legal reasons, the brand name is 
no longer an acronym. This gives us 
the opportunity to show our brand as 
something close. To do so, from now 
on, write the name of the company as 
a proper name: the first letter in capital 
followed by the rest of the word in lower 
case.

Acceptable: : Cepsa
Not acceptable: CEPSA

b. Cepsa does not have a composite 
name
The brand Cepsa does not have prefixes 
or suffixes. Do not write it accompanied 
by another name that complements it.

 - Cepsa Group
Avoid the word Group, referring to the 
group of companies that form Cepsa 
although it may be used occasionally in 
financial or human resource contexts to 
distinguish it from the parent company. 
Never use it as a synonym for Cepsa.

Cepsa Group is not the name of the 
corporation.

Cepsa Group is not a brand.

General communication guidelines
5. Specific Cepsa rules
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e. Business units and areas of the 
company
Always write the names of the business 
units, internal positions and the different 
areas of the company in capital letters. 
We refer for example to “Refining Unit”, 
“The Exploration and Production Unit”, 
“The Human Resources Unit” or “The 
Marketing Committee”.

If you need further information, please 
refer to the Design and Style Manual of 
the organizational structures of Cepsa.
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d. Names of Cepsa locations in Spain
The names of the Cepsa locations in 
Spain are listed below. Make sure that 
you write them as indicated and avoid 
putting them in brackets or abbreviating 
them with acronyms.

We suggest that you write the full name 
once at the beginning of your text and 
that you use generic nouns to substitute 
it later (e.g.: the refinery, the plant, the 
complex...) to avoid repetition.

The Gibraltar-San Roque Refinery
The Tenerife Refinery
The La Rabida Refinery
The Palos Chemical Plant
The Guadarranque Chemical Plant 
The Puente Mayorga Chemical Plant

General communication guidelines
5. Specific Cepsa rules
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Email signature
PowerPoint presentation
Stationery
Identification card
Vehicles
Signage and environments
Photocall 
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Email signature
Complete version

A. Text
Color: Black 100% 
Typeface: Tahoma Reg 12 pt

B. Cepsa Logotype
Size: 125 px
Color: Cepsa red (R213 G43 B30)

C. Name
Color: Black 70%  
Typeface: Tahoma Bold 10 pt

D. Position / Department
Color: Black 70% 
Typeface: Tahoma Reg 10 pt

E. Line  (long dash)
Color: Cepsa red (R213 G43 B30)
Typeface: Tahoma Bold 10 pt

F. Company name
Color: Black 70% 
Typeface: Tahoma Bold 10 pt

G. Address
Color: Black 70% 
Typeface: Tahoma Reg 10 pt
Fax optional

H. Web page
Color: Cepsa red (R213 G43 B30)
Typeface: Tahoma Reg 10 pt

I. Banner (optional)
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A

B

C
D
E

I

H

G

F

Name Surname Surname
Position / Department
—
Company name
Office
Street name 123 A
01234 City

T  +44 123 456 789
M +44 123 456 789

cepsa.com

BANNER

Spacing 1.0

Spacing 1.0

Dear Juan

Ectem quatus et maio verferum qui qui susapissit, coratin porectam rem rempore, net event, eliquam 
et voluptas doluptas volorit quam et volorecae pel mi, quidem doloritia invellut repudiciam quia 
ipidusdam re et volenet lit latibeat lacea nobitatur. Ant dolenturi nissitiam aceatem et voluptur molessit 
voluptum et liqui nusaepuda simagnisqui unde ex ex ex est, to officipsam facium voloribus, et volenet 
lit latibeat lacea nobitatur.

Best Regards,

Email signature

Email signature

Tahoma
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Email signature
Reduced version

A. Text
Color: Black 100% 
Typeface: Tahoma Reg 12 pt

B. Cepsa Logotype
Size: 125 px
Color: Cepsa red (R213 G43 B30)

C. Name
Color: Black 70%  
Typeface: Tahoma Bold 10 pt

D. Position / Department
Color: Black 70% 
Typeface:  Tahoma Reg 10 pt

E. Line  (long dash)
Color: Cepsa red (R213 G43 B30)
Typeface: Tahoma Bold 10 pt

F. Web page
Color: Cepsa red (R213 G43 B30)
Typeface: Tahoma Reg 10 pt

G. Banner (optional)
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A

Name Surname Surname
Position / Department
—

cepsa.com Spacing 1.0

Dear Juan

Ectem quatus et maio verferum qui qui susapissit, coratin porectam rem rempore, net event, eliquam 
et voluptas doluptas volorit quam et volorecae pel mi, quidem doloritia invellut repudiciam quia 
ipidusdam re et volenet lit latibeat lacea nobitatur. Ant dolenturi nissitiam aceatem et voluptur molessit 
voluptum et liqui nusaepuda simagnisqui unde ex ex ex est, to officipsam facium voloribus, et volenet 
lit latibeat lacea nobitatur.

Best Regards,

Email signature

Email signature

Tahoma

G

BANNER

B

C
D
E
F
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PowerPoint presentation
Covers / Version A

Covers can be used in 3 versions: with
image at 50%, with image at 100% or 
with a graphic device.

Here are examples of Version A. 

Format: 254 x 190.5 mm
Title of the presentation: Tahoma Reg 32 pt
Date: Tahoma Bold 12 pt

The guidelines specified on this page also 
apply to formats 4:3 and 16:9.
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com

0

254

mm
0

190.5

12 242

12

178.5

Cover / Grid 
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PowerPoint presentation
Covers / Version B
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Covers can be used in 3 versions: with
 image at 50%, with image at 100% or 
with a graphic device.

Here are examples of Version B. 

Format: 254 x 190.5 mm
Title of the presentation: Tahoma Reg 32 pt
Date: Tahoma Bold 12 pt

he guidelines specified on this page also 
apply to formats 4:3 and 16:9.

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com

0

254

mm
0

190.5

12 242

12

178.5

Cover / Grid 
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Cover / Grid 

PowerPoint presentation
Covers / Version C
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Covers can be used in 3 versions: with 
image at 50%, with image at 100% or 
with a graphic device.

Here are examples of Version C.

Format: 254 x 190.5 mm
Title of the presentation: Tahoma Reg 32 pt
Date: Tahoma Bold 12 pt

The guidelines specified on this page also 
apply to formats 4:3 and 16:9.

0

254

mm
0

190.5

12 242

12

178.5
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Format: 254 x 190.5 mm
Title of the chapter: Tahoma Reg 32 pt
Index text: Tahoma Bold 10 pt
Text: Tahoma Reg 20 pt
Footer: Tahoma Bold 10 pt
Web page: Tahoma Bold 10 pt
Page number: Tahoma Bold 10 pt

The guidelines for the footer are the 
following; lower left side: Cepsa / Title of 
the presentation / Date. And in the lower 
right hand corner, page number. 

The guidelines specified on this page 
also apply to formats 4:3 and 16:9.

Chapter separator / Grid Index

Subchapter Closing / Web page

PowerPoint presentation
Separator, index and closing

Cepsa | Identity Manual  | 5. Identity applications

0

254

mm
0

190.5

12 242

12

178.5
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Format: 254 x 190.5 mm
Section: Tahoma Bold 10 pt
Subtitle: Tahoma Reg 20 pt
(the subtitle can have up to two lines) 
Large text: Tahoma Reg 60 pt
Text: Tahoma Reg 20 pt
Font: Tahoma Bold 10 pt
Footer: Tahoma Bold 10 pt
Page number: Tahoma Bold 10 pt

The guidelines for the footer are the 
following; lower left side: Cepsa / Title of 
the presentation / Date. And in the lower 
right hand corner, page number. 

The guidelines specified on this page 
also apply to formats 4:3 and 16:9.

Text slide / Grid Slide with image bleed to the edge

Text slide with punctuation Slide with image at 50%

PowerPoint presentation
Content
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0

254

mm
0

18

44

190.5

12 242

12

178.5

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Format: 254 x 190.5 mm
Section: Tahoma Bold 10 pt
Subtitle: Tahoma Reg 20 pt
(the subtitle can have up to two lines) 
Large text: Tahoma Reg 60 pt
Text: Tahoma Reg 20 pt
Font: Tahoma Bold 10 pt
Footer: Tahoma Bold 10 pt
Page number: Tahoma Bold 10 pt

The guidelines for the footer are the 
following; lower left side: Cepsa / Title of 
the presentation / Date. And in the lower 
right side, page number. 

The guidelines specified on this page 
also apply to formats 4:3 and 16:9. 

If you want to know more about Cepsa 
infographics, please see page 66 of this 
manual.

Slide with text and infographics Slide with map

Slide with text and infographics Slide with text and infographics

PowerPoint presentation
Content
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R213 G43 B30

R108 G111 B112

R170 G165 B132

R87 G107 B106

R174 G176 B179

R207 G207 B189

R252 G204 B109

R38 G55 B70

R249 G179 B66

R198 G224 B167

R211 G201 B209

R139 G35 B50

R173 G206 B109

R117 G128 B143
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Stationery is an important element of 
our identity since we use it daily for our 
relationships with both our external 
audiences and our workforce.

In the following pages we explain in 
detail how to coherently use all the 
stationery elements.

Stationery
Overview

 

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Nombre Apellido Apellido
Cargo / Departamento
Nombre de la empresa
Nombre de la calle 123
01234 Ciudad
País

Título de la carta

Estimado Pablo Martinez,

Vestibulum dignissim est sit amet ligula. Curabitur purus. Etiam sollicitudin, est id 
lobortis elementum, lectus erat commodo orci, sit amet faucibus tortor risus ac 
massa. Integer dictum scelerisque lacus. Integer quis dui ac risus dapibus sagittis. 
Proin id erat quis elit pharetra adipiscing. In facilisis, est at pellentesque sagittis, 
tortor libero elementum diam, a malesuada quam est sit amet libero. Maecenas 
consectetuer ultricies quam. Fusce a diam sed magna commodo malesuada. Etiam 
eros risus, mattis non, porttitor a, sollicitudin quis, urna. 

Phasellus ligula tortor, egestas ac, condimentum sit amet, scelerisque eu, mauris. 
Proin justo neque, ornare sed, scelerisque sed, facilisis sit amet, elit. Fusce enim. 
Donec et lorem quis odio venenatis ullamcorper. Ut bibendum lorem vel massa.

Morbi blandit ipsum ac leo. Curabitur erat. Suspendisse ac mauris. Cras risus. 
Curabitur gravida. Cras ac leo sit amet orci pharetra rutrum.

Un cordial saludo,

Nombre Apellido Apellido
Cargo / Departamento   

Día Mes Año

R
eg

. M
er

ca
nt

il:
 X

X
X

X 
To

m
o:

 X
X

X 
H

oj
a:

 X
X

X 
C

if:
 X

X
X
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Stationery 
Alternative language designs
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Stationery can also be adapted to other 
languages. 

Here is an example of stationery with the 
logotype in Arabic.

 

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Nombre Apellido Apellido
Cargo / Departamento
Nombre de la empresa
Nombre de la calle 123
01234 Ciudad
País

Título de la carta

Estimado Pablo Martinez,

Vestibulum dignissim est sit amet ligula. Curabitur purus. Etiam sollicitudin, est id 
lobortis elementum, lectus erat commodo orci, sit amet faucibus tortor risus ac 
massa. Integer dictum scelerisque lacus. Integer quis dui ac risus dapibus sagittis. 
Proin id erat quis elit pharetra adipiscing. In facilisis, est at pellentesque sagittis, 
tortor libero elementum diam, a malesuada quam est sit amet libero. Maecenas 
consectetuer ultricies quam. Fusce a diam sed magna commodo malesuada. Etiam 
eros risus, mattis non, porttitor a, sollicitudin quis, urna. 

Phasellus ligula tortor, egestas ac, condimentum sit amet, scelerisque eu, mauris. 
Proin justo neque, ornare sed, scelerisque sed, facilisis sit amet, elit. Fusce enim. 
Donec et lorem quis odio venenatis ullamcorper. Ut bibendum lorem vel massa.

Morbi blandit ipsum ac leo. Curabitur erat. Suspendisse ac mauris. Cras risus. 
Curabitur gravida. Cras ac leo sit amet orci pharetra rutrum.

Un cordial saludo,

Nombre Apellido Apellido
Cargo / Departamento   

Día Mes Año
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Stationery 
Alternative language designs
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Nombre Apellido Apellido
Cargo / Departamento
Nombre de la empresa
Nombre de la calle 123
01234 Ciudad
País

Título de la carta

Estimado Pablo Martinez,

Vestibulum dignissim est sit amet ligula. Curabitur purus. Etiam sollicitudin, est id 
lobortis elementum, lectus erat commodo orci, sit amet faucibus tortor risus ac 
massa. Integer dictum scelerisque lacus. Integer quis dui ac risus dapibus sagittis. 
Proin id erat quis elit pharetra adipiscing. In facilisis, est at pellentesque sagittis, 
tortor libero elementum diam, a malesuada quam est sit amet libero. Maecenas 
consectetuer ultricies quam. Fusce a diam sed magna commodo malesuada. Etiam 
eros risus, mattis non, porttitor a, sollicitudin quis, urna. 

Phasellus ligula tortor, egestas ac, condimentum sit amet, scelerisque eu, mauris. 
Proin justo neque, ornare sed, scelerisque sed, facilisis sit amet, elit. Fusce enim. 
Donec et lorem quis odio venenatis ullamcorper. Ut bibendum lorem vel massa.

Morbi blandit ipsum ac leo. Curabitur erat. Suspendisse ac mauris. Cras risus. 
Curabitur gravida. Cras ac leo sit amet orci pharetra rutrum.

Un cordial saludo,

Nombre Apellido Apellido
Cargo / Departamento   

Día Mes Año

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com
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Stationery can also be adapted to other 
languages. 

Here is an example of stationery with the 
logotype in Chinese.
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Nombre Apellido Apellido
Cargo / Departamento
Nombre de la empresa
Nombre de la calle 123
01234 Ciudad
País

Título de la carta

Estimado Pablo Martinez,

Vestibulum dignissim est sit amet ligula. Curabitur purus. Etiam sollicitudin, est id 
lobortis elementum, lectus erat commodo orci, sit amet faucibus tortor risus ac 
massa. Integer dictum scelerisque lacus. Integer quis dui ac risus dapibus sagittis. 
Proin id erat quis elit pharetra adipiscing. In facilisis, est at pellentesque sagittis, 
tortor libero elementum diam, a malesuada quam est sit amet libero. Maecenas 
consectetuer ultricies quam. Fusce a diam sed magna commodo malesuada. Etiam 
eros risus, mattis non, porttitor a, sollicitudin quis, urna. 

Phasellus ligula tortor, egestas ac, condimentum sit amet, scelerisque eu, mauris. 
Proin justo neque, ornare sed, scelerisque sed, facilisis sit amet, elit. Fusce enim. 
Donec et lorem quis odio venenatis ullamcorper. Ut bibendum lorem vel massa.

Morbi blandit ipsum ac leo. Curabitur erat. Suspendisse ac mauris. Cras risus. 
Curabitur gravida. Cras ac leo sit amet orci pharetra rutrum.

Un cordial saludo,

Nombre Apellido Apellido
Cargo / Departamento   

Día Mes Año

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com
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Stationery 
Alternative language designs
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Stationery can also be adapted to other 
languages. 

Here is an example of stationery with the 
logotype in Bengali.
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Nombre Apellido Apellido
Cargo / Departamento
Nombre de la empresa
Nombre de la calle 123
01234 Ciudad
País

Título de la carta

Estimado Pablo Martinez,

Vestibulum dignissim est sit amet ligula. Curabitur purus. Etiam sollicitudin, est id 
lobortis elementum, lectus erat commodo orci, sit amet faucibus tortor risus ac 
massa. Integer dictum scelerisque lacus. Integer quis dui ac risus dapibus sagittis. 
Proin id erat quis elit pharetra adipiscing. In facilisis, est at pellentesque sagittis, 
tortor libero elementum diam, a malesuada quam est sit amet libero. Maecenas 
consectetuer ultricies quam. Fusce a diam sed magna commodo malesuada. Etiam 
eros risus, mattis non, porttitor a, sollicitudin quis, urna. 

Phasellus ligula tortor, egestas ac, condimentum sit amet, scelerisque eu, mauris. 
Proin justo neque, ornare sed, scelerisque sed, facilisis sit amet, elit. Fusce enim. 
Donec et lorem quis odio venenatis ullamcorper. Ut bibendum lorem vel massa.

Morbi blandit ipsum ac leo. Curabitur erat. Suspendisse ac mauris. Cras risus. 
Curabitur gravida. Cras ac leo sit amet orci pharetra rutrum.

Un cordial saludo,

Nombre Apellido Apellido
Cargo / Departamento   

Día Mes Año

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com
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Stationery 
Alternative language designs

Cepsa | Identity Manual  | 5. Identity applications

Stationery can also be adapted to other 
languages. 

Here is an example of stationery with the 
logotype in Hindi.
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Stationery 
Senior management
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Nombre Apellido Apellido
Cargo / Departamento
Position / Department 

Nombre Apellido Apellido
Cargo / Departamento
Position / Department 

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Nombre Apellido Apellido
Cargo / Departamento
Nombre de la empresa
Nombre de la calle 123
01234 Ciudad
País

Título de la carta

Estimado Pablo Martinez,

Vestibulum dignissim est sit amet ligula. Curabitur purus. Etiam sollicitudin, est id 
lobortis elementum, lectus erat commodo orci, sit amet faucibus tortor risus ac 
massa. Integer dictum scelerisque lacus. Integer quis dui ac risus dapibus sagittis. 
Proin id erat quis elit pharetra adipiscing. In facilisis, est at pellentesque sagittis, 
tortor libero elementum diam, a malesuada quam est sit amet libero. Maecenas 
consectetuer ultricies quam. Fusce a diam sed magna commodo malesuada. Etiam 
eros risus, mattis non, porttitor a, sollicitudin quis, urna. 

Phasellus ligula tortor, egestas ac, condimentum sit amet, scelerisque eu, mauris. 
Proin justo neque, ornare sed, scelerisque sed, facilisis sit amet, elit. Fusce enim. 
Donec et lorem quis odio venenatis ullamcorper. Ut bibendum lorem vel massa.

Morbi blandit ipsum ac leo. Curabitur erat. Suspendisse ac mauris. Cras risus. 
Curabitur gravida. Cras ac leo sit amet orci pharetra rutrum.

Un cordial saludo,

Nombre Apellido Apellido
Cargo / Departamento   

Día Mes Año
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For senior management the color used 
is gray (Pantone Cool Gray 2 C) on the 
reverse of letterheads, invitations and 
business cards. 

1. Letterhead 
Format: 210 x 297 mm
Paper: xxxx

2. Business card
Format: 85 x 54 mm
Paper: xxxx

3. Invitation
Format: 210 x 100 mm
Paper: xxx
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Format: 85 x 54 mm
Logotype: 30 mm
Color: Pantone 485 C
Paper: white / matt coated 250 gr

A. Name
Typeface: Flama Medium 6.5 pt

B. Position / Department
Typeface: Flama Book 6.5 pt

C. Line  (long dash)
Color: Cepsa red (R213 G43 B30)
Typeface: Tahoma Bold 6.5 pt 

D. Company name
Typeface: Flama Medium 6.5 pt 

E. Address
Typeface: Flama Book 6.5 pt

F. Email
Typeface: Flama Book Italic 6.5 pt
Color: Pantone 485 C

Front / Scale 100%

Stationery 
Business card

Cepsa | Identity Manual  | 5. Identity applications

Reverse for senior management / Pantone Cool Gray 2 C

Color palette

PANTONE® 
485 C

PANTONE® 
BLACK C

PANTONE® 
COOL GRAY 2 C

0 4 32 85

mm
0

4

17

50
54

A

B

F

D

E

C
Line space 8 pt

Name Surname Surname
Position / Department
—
Company name
Office
Street name 123 A
01234 City

T  +44 123 456 789
M +44 123 456 789
name.surname@cepsa.com
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Here are some examples of business 
cards in Spain and other countries. 

The reverse of the business card in gray 
(Pantone Cool Gray 2 C) is used for 
senior management.

Stationery 
Business card

Cepsa | Identity Manual  | 5. Identity applications

Cepsa in Abu Dhabi

Cepsa in Spain

Cepsa in China

Reverse for senior management / Pantone Cool Gray 2 C

Color palette

PANTONE® 
485 C

PANTONE® 
BLACK C

PANTONE® 
COOL GRAY 2 C
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Front

0 25 210

mm
0

15

50

297

287

0 25 67 109

99

C

A

B

D

Line space 12 pt

Format: 210 x 297 mm
Logotype: 40 mm
Color: Pantone 485 C
Paper: white / matt coated 100 gr

A. Name
(senior management only) 
Typeface: Flama Medium 8 pt

B. Position / Department 
(senior management only) 
Typeface: Spanish / Flama Book 8 pt
Typeface: English / Flama Book Italic 8 pt

C. Company name 
Typeface: Flama Medium 8 pt

D. Address
Typeface: Flama Book 8 pt

E. Additional information 
Typeface: Flama Book 6 pt

F. Line  (dash)
Color: Cepsa red (R213 G43 B30)
Line: 0.5 pt

Stationery 
Letterhead

Cepsa | Identity Manual  | 5. Identity applications

154

Reverse for senior management

PMS Cool Gray 2 C

Color palette

PANTONE® 
485 C

PANTONE® 
COOL GRAY 2 C

154

E

F
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0 25 210

mm
0

15

297

Format: 210 x 297 mm
Logotype: 40 mm
Color: Pantone 485 C
Paper: white / matt coated 100 gr

Stationery 
Second page

Front

Cepsa | Identity Manual  | 5. Identity applications

PMS Cool Gray 2 C

Color palette

PANTONE® 
485 C

PANTONE® 
COOL GRAY 2 C

Reverse for senior management
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0 25 220

mm
0

15

110

100

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Envelope with address

A

B

Format: 220 x 110 mm
Logotype: 40 mm
Color: Pantone 485 C
Paper: white / matt coated 100 gr

A. Company name 
Typeface: Flama Medium 8 pt

B. Address
Typeface: Flama Book 8 pt

Stationery 
DL envelope

Cepsa | Identity Manual  | 5. Identity applications

Envelope without address

Color palette

PANTONE® 
485 C

PANTONE® 
BLACK C
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0 25 220

mm
0

15

110

100

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Envelope without address

A

B

Format: 220 x 110 mm 
Logo: 40 mm 
Color: Pantone 485 C 
Paper: Fedrigoni: Splendorgel extrawhite
100 gr

A. Company name
Typography: Flama Medium 8 pt

B. Address
Typography: Flama Book 8 pt

Letterhead 
DL Envelope senior 
management

Cepsa | Identity Manual  | 5. Identity applications

Color palette

PANTONE® 
485 C

PANTONE® 
BLACK C

PANTONE® 
COOL GRAY 2 C
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Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

For C4, C5 and C6 envelope formats, the 
guidelines are those specified for the DL 
envelope in the previous page.

Stationery 
C4, C5 and C6 envelope

Cepsa | Identity Manual  | 5. Identity applications

C4 envelope

C5 envelope C6 envelope Color palette

PANTONE® 
485 C

PANTONE® 
BLACK C
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Front

Format: 210 x 100 mm
Logotype: 40 mm
Color: Pantone 485 C
Paper: xxxx

A. Name
Typeface: Flama Medium 8 pt

B. Position / Department
Typeface: Spanish / Flama Book 8 pt
Typeface: English / Flama Book Italic 8 pt

Invitations come from the printer with just 
the logotype printed on them. These are 
personalized as needed.

Stationery 
Senior management invitation 

Cepsa | Identity Manual  | 5. Identity applications

0 25 200 210

mm
0

15

100

90

A

B

PMS Cool Gray 2 C

Reverse 

Color palette

PANTONE® 
485 C

PANTONE® 
BLACK C

PANTONE® 
COOL GRAY 2 C



October 2016 183

Format: 210 x 297 mm
Logotype: 40 mm
Color: Pantone 485 C

A. Company address 
Typeface: Tahoma Bold / Reg 9.5 pt

B. Title
Typeface: Flama Semibold 9.5 pt

C. Text
Typeface: Flama Book 8 pt

D. Address (optional)
Typeface: Flama Medium 8 pt
Typeface: Flama Book 8 pt

E. Additional information 
Typeface: Flama Book 6 pt

Note: sometimes forms may need to be 
printed in black and white. Here the use of 
the logotype in the black version is allowed.

Cepsa | Identity Manual  | 5. Identity applications

0 25 154 210

mm
0

15

50

297

287

0 25 67 154

A

D

E

C

B

Line space 12 pt

Line  1 pt

Line  0.4 pt

Generic format

Stationery 
Cepsa standard form

Color palette

PANTONE® 
485 C

PANTONE® 
BLACK C
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Folder

 

0 240 275 480

FrontReverse

mm
0

265

300

 

Format: 240 x 300 mm
Logotype: 65 mm
Logotype color: Pantone 485 C
Exterior color: Pantone Silver
Interior color: Pantone 485 C
Paper: White offset cardboard 330 gr

PMS 485 C

PMS Silver

Color palette

PANTONE® 
485 C

PANTONE® 
SILVER
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Cepsa | Identity Manual  | 5. Identity applications Stationery 
File

0 270 350

30

385 610

FrontSpineBack

mm
0

195

25

315

Format: 270 x 315 x 80 mm
Logotype: 65 mm
Logotype color: Pantone 485 C
Exterior color: Pantone Silver
Interior color: Pantone 485 C
Printing: Serigraphy

Color palette

PANTONE® 
485 C

PANTONE® 
SILVER

 

PMS 485 C

PMS Silver
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Format: 54 x 85 mm
Logotype: 33 mm
Color: Pantone 485 C
Material: PVC

A. Name
Typeface: Flama Medium 8.5 pt

B. Card number
Typeface: Flama Light 8.5 pt

C. The Key
Typeface: Flama Medium 31 pt

D. Welcome
Typeface: Flama Medium 6.5 pt

E. Additional information 
Typeface: Flama Medium 5.5 pt
Typeface: Flama Basic 5.5 pt

The text should be modified according to 
the office and the language will be adapted 
to its location.

0 04 415 54 54

mm mm
0 0

7 7

20
18

30

55
50

85 85

Front / Scale 100%
Color: Silver

Back
Color: Dark Gray Metallic

C

D

E
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Nombre 
Apellido 
Apellido

Tarjeta 
N° 00000000000

Tarjeta 
de acceso

N° 00000000000A

Tarjeta 
de acceso

N° 00000000000V

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

Esta tarjeta de acceso es propiedad de COMPAÑÍA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
En caso de pérdida o substracción el usuario deberá 
comunicarlo inmediatamente a los Servicios de 
Seguridad de CEPSA.
Se ruega a quien encuentre esta tarjeta que la envíe a 
CEPSA, Paseo de la Castellana 259 A,  28046 Madrid.

This access card is the property of COMPAÑIA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
In case of loss or theft the user must immediately notify 
the CEPSA Security Services.
If you find this card, please send it back to CEPSA, 
Paseo de la Castellana 259 A, 28046 Madrid.

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

EN CASO DE EMERGENCIA, SI DESCUBRE UN INCENDIO: 
Avise al empleado más próximo o active un pulsador de 
alarma. Mantenga la calma, existe un procedimiento de 
actuación y personal con la formación adecuada. En presencia 
de humo, tápese la nariz y la boca con un pañuelo, si fuera 
necesario camine agachado. EN CASO DE EVACUACION: No 
utilice los ascensores. Desaloje la zona utilizando la ruta de 
evacuación señalizada. Siga las instrucciones que le facilite 
nuestro personal. No regrese al edificio hasta que le 
comuniquen el final de la emergencia.

IN CASE OF EMERGENCY, IF YOU DISCOVER A FIRE: Please, notify 
the nearest employee, or sound an alarm bell. Stay calm, there is 
an emergency procedure and appropriately trained staff. In the 
presence of smoke, cover your nose and mouth with a tissue,  Keep 
below the fumes if necessary. IN CASE OF EVACUATION: Please, 
do not use elevators. Evacuate the area using the evacuation route 
signposted. Please, follow the instructions of our staff members. 
Do not reenter until the building has been declared safe.

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

Esta tarjeta de acceso es propiedad de COMPAÑÍA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
En caso de pérdida o substracción el usuario deberá 
comunicarlo inmediatamente a los Servicios de 
Seguridad de CEPSA.
Se ruega a quien encuentre esta tarjeta que la envíe a 
CEPSA, Paseo de la Castellana 259 A,  28046 Madrid.

This access card is the property of COMPAÑIA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
In case of loss or theft the user must immediately notify 
the CEPSA Security Services.
If you find this card, please send it back to CEPSA, 
Paseo de la Castellana 259 A, 28046 Madrid.

Tarjeta 
de acceso

N° 00000000000C

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

EN CASO DE EMERGENCIA, SI DESCUBRE UN INCENDIO: 
Avise al empleado más próximo o active un pulsador de 
alarma. Mantenga la calma, existe un procedimiento de 
actuación y personal con la formación adecuada. En presencia 
de humo, tápese la nariz y la boca con un pañuelo, si fuera 
necesario camine agachado. EN CASO DE EVACUACION: No 
utilice los ascensores. Desaloje la zona utilizando la ruta de 
evacuación señalizada. Siga las instrucciones que le facilite 
nuestro personal. No regrese al edificio hasta que le 
comuniquen el final de la emergencia.

IN CASE OF EMERGENCY, IF YOU DISCOVER A FIRE: Please, notify 
the nearest employee, or sound an alarm bell. Stay calm, there is 
an emergency procedure and appropriately trained staff. In the 
presence of smoke, cover your nose and mouth with a tissue,  Keep 
below the fumes if necessary. IN CASE OF EVACUATION: Please, 
do not use elevators. Evacuate the area using the evacuation route 
signposted. Please, follow the instructions of our staff members. 
Do not reenter until the building has been declared safe.

Nombre 
Apellido 
Apellido

Tarjeta 
N° 00000000000

Tarjeta 
de acceso

N° 00000000000A

Tarjeta 
de acceso

N° 00000000000V

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

Esta tarjeta de acceso es propiedad de COMPAÑÍA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
En caso de pérdida o substracción el usuario deberá 
comunicarlo inmediatamente a los Servicios de 
Seguridad de CEPSA.
Se ruega a quien encuentre esta tarjeta que la envíe a 
CEPSA, Paseo de la Castellana 259 A,  28046 Madrid.

This access card is the property of COMPAÑIA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
In case of loss or theft the user must immediately notify 
the CEPSA Security Services.
If you find this card, please send it back to CEPSA, 
Paseo de la Castellana 259 A, 28046 Madrid.

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

EN CASO DE EMERGENCIA, SI DESCUBRE UN INCENDIO: 
Avise al empleado más próximo o active un pulsador de 
alarma. Mantenga la calma, existe un procedimiento de 
actuación y personal con la formación adecuada. En presencia 
de humo, tápese la nariz y la boca con un pañuelo, si fuera 
necesario camine agachado. EN CASO DE EVACUACION: No 
utilice los ascensores. Desaloje la zona utilizando la ruta de 
evacuación señalizada. Siga las instrucciones que le facilite 
nuestro personal. No regrese al edificio hasta que le 
comuniquen el final de la emergencia.

IN CASE OF EMERGENCY, IF YOU DISCOVER A FIRE: Please, notify 
the nearest employee, or sound an alarm bell. Stay calm, there is 
an emergency procedure and appropriately trained staff. In the 
presence of smoke, cover your nose and mouth with a tissue,  Keep 
below the fumes if necessary. IN CASE OF EVACUATION: Please, 
do not use elevators. Evacuate the area using the evacuation route 
signposted. Please, follow the instructions of our staff members. 
Do not reenter until the building has been declared safe.

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

Esta tarjeta de acceso es propiedad de COMPAÑÍA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
En caso de pérdida o substracción el usuario deberá 
comunicarlo inmediatamente a los Servicios de 
Seguridad de CEPSA.
Se ruega a quien encuentre esta tarjeta que la envíe a 
CEPSA, Paseo de la Castellana 259 A,  28046 Madrid.

This access card is the property of COMPAÑIA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
In case of loss or theft the user must immediately notify 
the CEPSA Security Services.
If you find this card, please send it back to CEPSA, 
Paseo de la Castellana 259 A, 28046 Madrid.

Tarjeta 
de acceso

N° 00000000000C

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

EN CASO DE EMERGENCIA, SI DESCUBRE UN INCENDIO: 
Avise al empleado más próximo o active un pulsador de 
alarma. Mantenga la calma, existe un procedimiento de 
actuación y personal con la formación adecuada. En presencia 
de humo, tápese la nariz y la boca con un pañuelo, si fuera 
necesario camine agachado. EN CASO DE EVACUACION: No 
utilice los ascensores. Desaloje la zona utilizando la ruta de 
evacuación señalizada. Siga las instrucciones que le facilite 
nuestro personal. No regrese al edificio hasta que le 
comuniquen el final de la emergencia.

IN CASE OF EMERGENCY, IF YOU DISCOVER A FIRE: Please, notify 
the nearest employee, or sound an alarm bell. Stay calm, there is 
an emergency procedure and appropriately trained staff. In the 
presence of smoke, cover your nose and mouth with a tissue,  Keep 
below the fumes if necessary. IN CASE OF EVACUATION: Please, 
do not use elevators. Evacuate the area using the evacuation route 
signposted. Please, follow the instructions of our staff members. 
Do not reenter until the building has been declared safe.

A

B
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Nombre 
Apellido 
Apellido

Tarjeta 
N° 00000000000

Tarjeta 
de acceso

N° 00000000000A

Tarjeta 
de acceso

N° 00000000000V

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

Esta tarjeta de acceso es propiedad de COMPAÑÍA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
En caso de pérdida o substracción el usuario deberá 
comunicarlo inmediatamente a los Servicios de 
Seguridad de CEPSA.
Se ruega a quien encuentre esta tarjeta que la envíe a 
CEPSA, Paseo de la Castellana 259 A,  28046 Madrid.

This access card is the property of COMPAÑIA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
In case of loss or theft the user must immediately notify 
the CEPSA Security Services.
If you find this card, please send it back to CEPSA, 
Paseo de la Castellana 259 A, 28046 Madrid.

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

EN CASO DE EMERGENCIA, SI DESCUBRE UN INCENDIO: 
Avise al empleado más próximo o active un pulsador de 
alarma. Mantenga la calma, existe un procedimiento de 
actuación y personal con la formación adecuada. En presencia 
de humo, tápese la nariz y la boca con un pañuelo, si fuera 
necesario camine agachado. EN CASO DE EVACUACION: No 
utilice los ascensores. Desaloje la zona utilizando la ruta de 
evacuación señalizada. Siga las instrucciones que le facilite 
nuestro personal. No regrese al edificio hasta que le 
comuniquen el final de la emergencia.

IN CASE OF EMERGENCY, IF YOU DISCOVER A FIRE: Please, notify 
the nearest employee, or sound an alarm bell. Stay calm, there is 
an emergency procedure and appropriately trained staff. In the 
presence of smoke, cover your nose and mouth with a tissue,  Keep 
below the fumes if necessary. IN CASE OF EVACUATION: Please, 
do not use elevators. Evacuate the area using the evacuation route 
signposted. Please, follow the instructions of our staff members. 
Do not reenter until the building has been declared safe.

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

Esta tarjeta de acceso es propiedad de COMPAÑÍA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
En caso de pérdida o substracción el usuario deberá 
comunicarlo inmediatamente a los Servicios de 
Seguridad de CEPSA.
Se ruega a quien encuentre esta tarjeta que la envíe a 
CEPSA, Paseo de la Castellana 259 A,  28046 Madrid.

This access card is the property of COMPAÑIA 
ESPAÑOLA DE PETROLEOS S.A.U. (CEPSA).
In case of loss or theft the user must immediately notify 
the CEPSA Security Services.
If you find this card, please send it back to CEPSA, 
Paseo de la Castellana 259 A, 28046 Madrid.

Tarjeta 
de acceso

N° 00000000000C

Bienvenido
Benvingut
Ongietorri
Benvido
Bem-vindo
Benvenuto
Willkommen

Welcome
Accueil
Powitanie
Karşılama
Kαλωσόρισµα
بيحرت
欢迎

THE KEY

EN CASO DE EMERGENCIA, SI DESCUBRE UN INCENDIO: 
Avise al empleado más próximo o active un pulsador de 
alarma. Mantenga la calma, existe un procedimiento de 
actuación y personal con la formación adecuada. En presencia 
de humo, tápese la nariz y la boca con un pañuelo, si fuera 
necesario camine agachado. EN CASO DE EVACUACION: No 
utilice los ascensores. Desaloje la zona utilizando la ruta de 
evacuación señalizada. Siga las instrucciones que le facilite 
nuestro personal. No regrese al edificio hasta que le 
comuniquen el final de la emergencia.

IN CASE OF EMERGENCY, IF YOU DISCOVER A FIRE: Please, notify 
the nearest employee, or sound an alarm bell. Stay calm, there is 
an emergency procedure and appropriately trained staff. In the 
presence of smoke, cover your nose and mouth with a tissue,  Keep 
below the fumes if necessary. IN CASE OF EVACUATION: Please, 
do not use elevators. Evacuate the area using the evacuation route 
signposted. Please, follow the instructions of our staff members. 
Do not reenter until the building has been declared safe.

1. 3.

2. 4.

This page shows the 4 types of 
identification card.

1. Cepsa employees
2. Provisional / Multipurpose
3. Visits
4. Contracts
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Vehicles
Overview
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In the following pages of this manual we 
show you how to mark Cepsa vehicles 
giving you some examples.

These instructions define the basic 
design of Cepsa vehicles and should be 
adapted to the different models, brands 
and proportions of the bodywork that 
we may have in the future.

1. Large tanker truck
2. Small tanker truck
3. Vans
4. Company cars

Note: The rear of the truck is the only area 
where the symbol may be positioned on its 
own. In all other cases, the symbol and the 
typographic mark must be visible on the 
same surface and should never be separated.

cepsa.com

cepsa.com

Emergencias 902 100 224

Emergencias 902 100 224

S/R-470
JET A-1

cepsa.com

cepsa.com

Nombre Distribuidor | T: 912 345 678 | cepsa.com Emergencias 902 100 224

Nombre Empresa
T: 912 345 678

Emergencias 902 100 224Dirección Empresa | T: 912 345 678 | cepsa.com

2.

1.

3.

4.
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Nombre Empresa
T: 912 345 678

Emergencias 902 100 224Dirección Empresa | T: 912 345 678 | cepsa.com

Cepsa | Identity Manual  | 5. Identity applications

Here are the basic elements used to 
create the family of Cepsa vehicles:

1. Free space around the logotype
2. Color palette
3. Graphic device

Free space around the logotype

Company name

Typeface Flama Medium

Nombre Empresa
T: 912 345 678

Emergencias 902 100 224Dirección Empresa | T: 912 345 678 | cepsa.com

Gray Graphic device on white

Vehicles
Summary of basic elements

Nombre Empresa
T: 912 345 678

Emergencias 902 100 224Dirección Empresa | T: 912 345 678 | cepsa.com

Nombre Empresa
T: 912 345 678

Emergencias 902 100 224Dirección Empresa | T: 912 345 678 | cepsa.com

Door detail

Color palette

RAL KL-7047RAL KL-3020
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Vehicles
Large tanker truck

Emergencias 902 100 224

Apply to half the 
length of the door

5/61/6 2/6 3/6 4/6 6/6

x

x/4

Align in the
center

ED

x

40% x

A

B

F

F

C

Nombre Empresa
T: 912 345 678

Emergencias 902 100 224Dirección Empresa | T: 912 345 678 | cepsa.com

Align in the
center

A. Cab paint
The color of the cab is white.

B. Logotype (rear)
The logotype on the rear is applied in 
Cepsa red RAL KL-3020 in size x/2 of 
the width. This is the only case in which 
it is allowed to apply the emblem on its 
own.

C. Company name 
The information of the distributor is 
aligned with the “A” of the logotype.
Typeface: Flama Medium

D. Tank paint
The tank is white with the graphic 
device in Cepsa gray RAL KL-7047 as 
you can see on page 44 of the summary 
of basic elements.

E. Logotype (side)
The logotype is applied in Cepsa red 
RAL KL-3020 in size 2/6 of the width.

The logotype must always be present 
on both sides and the rear of the truck.

F. Legal information
This information must be applied 
according to the legal restrictions.

Cepsa | Identity Manual  | 5. Identity applications
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Small tanker truck

Emergencias 902 100 224

x

x/4

x/31/5 2/5 3/5 4/5 5/5

Apply to half the 
length of the door ED

A

B

FF

C Nombre Distribuidor | T: 912 345 678 | cepsa.com Emergencias 902 100 224

Align in the
center

A. Cab paint
The color of the cab is white.

B. Logotype (rear)
The logotype on the rear is applied in 
Cepsa red RAL KL-3020 in size x/3 of 
the width. This is the only case in which 
it is allowed to apply the emblem on its 
own.

C. Distributor name
The information of the distributor is 
aligned with the logotype.
Typeface: Flama Medium

D. Tank paint
The tank is white with the graphic 
device in Cepsa gray RAL KL-7047 as 
you can see on page 44 of the summary 
of basic elements.

E. Logotype (side)
The logotype is applied in Cepsa red 
RAL KL-3020 in size 2/5 of the width.

The logotype must always be present 
on both sides and the rear of the truck.

F. Legal information
This information must be applied 
according to the legal restrictions.
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Small car

cepsa.com

cepsa.com

cepsa.com

y

y/4

Aligned with the “C”

x

x/2

Aligned with the “C” Both logotypes 
must be aligned.

A

B

C

A. Logotype
The logotype is applied in Cepsa red 
RAL KL-3020 in size x/2 of the door 
width.

The logotype must always be present 
on both sides and the rear of the vehicle. 
Never apply more than one logotype on 
the same side of the vehicle.

B. Web page
The web page is applied on the lower 
side of the door, aligned with the “C” of 
the Cepsa logotype.
Typeface: Flama Medium

C. Paint
Cars are silver, with the graphic device 
in Cepsa gray RAL KL-7047 as you can 
see on page 44 of the summary of basic 
elements.



October 2016 193

Cepsa | Identity Manual  | 5. Identity applications Vehicles
Saloon car

A. Logotype
The logotype is applied in Cepsa red 
RAL KL-3020 in size x/2 of the door 
width.

The logotype must always be present 
on both sides and the rear of the vehicle. 
Never apply more than one logotype on 
the same side of the vehicle.

B. Web page
The web page is applied in the lower 
side of the door, aligned with the “C” of 
the Cepsa logotype.
Typeface: Flama Medium

C. Paint
Cars are silver, with the graphic device 
in Cepsa gray RAL KL-7047 as you can 
see on page 44 of the summary of basic 
elements.

cepsa.com

cepsa.com

cepsa.com

y

y/4

Aligned with the “C”

Both logotypes 
must be aligned

x

x/2

Aligned with the “C”

B

C

C
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Signage and environments
Exterior / Overview
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Bienvenidos 
a Cepsa
Lorem Ipsum dolor

Cepsa
Edificio principal
Paseo de la Castellana
Lorem Ipsum

Hijos de Julio Montoya
Oficina Comercial CCP
Horario: 
09:00 a 14:00 y de 16:00 a 19:00 
de lunes a viernes

Cepsa | Identity Manual  | 5. Identity applications

1. Sculpture
2. Banners
3. Monoliths
4. Entrance nameplate
5. Signs

1. 2. 3. 4. 5.

Signage and environments
Exterior / Summary
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Exterior 

1. Sculpture 
This page shows an example of a 
sculpture for a Cepsa building.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please refer to the 
Signage and Environments Manual. In this 
manual you will find detailed information 
along with the final required artwork.

Torre CEPSA
CEPSA Tower

4.000

1.
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Exterior 

1. Sculpture 
This page shows the proportions of 
Cepsa sculptures.

 

1,73 m

2 m

4 m

1.
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Signage and environments
Exterior 
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38
00

 m
m

1000 mm

18
50

 m
m

2. Banners
Banners are placed in the entrances of 
Cepsa buildings, gas stations, trade show 
booths, etc. 

For further information on how to place the 
logotype, please refer to the clear space 
section of the Basic Elements Manual.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult the 
Signage and Environments Manual. In this 
manual you will find detailed information 
along with the necessary final artworks.

2.
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Exterior
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Cepsa
Edificio principal
Paseo de la Castellana
Lorem Ipsum

Bienvenidos 
a Cepsa
Lorem Ipsum dolor

3. Monoliths 
This page shows two examples of monoliths: 
identification and directional monoliths.

The identification monolith uses the same 
vertical version of the logotype as in the 
Gas Stations in order to improve their long 
distance visibility. 

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult the 
Signage and Environments Manual. In this 
manual you will find detailed information 
along with the necessary final artworks.

3.
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Exterior
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Hijos de Julio Montoya
Oficina Comercial CCP
Horario: 
09:00 a 14:00 y de 16:00 a 19:00 
de lunes a viernes

4.

4. Entrance nameplate
This page shows an example of a 
signage nameplate at an entrance.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult the 
Signage and Environments Manual. In this 
manual you will find detailed information 
along with the necessary final artworks.
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Signage and environments
Exterior 
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5.

5. Signs
Facade signs are applied and adapted 
according to space and necessity. 

This page shows the signs that should be 
applied in offices.
Signs can be applied in both versions on 
the left: red logotype on white and silver 
background.
If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signaling and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.

If you want to know more about the 
outdoor advertising panels at gas stations, 
please refer to the Gas Stations Manual.
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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RESIDUOS
SOLID WASTE

PLÁSTICO
PLASTIC

METAL
METAL

AUDITORIO
AUDITORIUM

ACCESO OESTE

Floors Plantas

WEST ACCESS

14-17

1-5

ASEOS
TOILET

PLANTAS
FLOORS

18-34

SALIDA
EXIT

1. Reception
2. General Directory
3. Directories
4. Entrances
5. Room names
6. Pictograms information notes
7. Directional signals

1. 2. 3. 4. 5. 7.6. 7.
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Signage and environments
Interior
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1. Reception
This page shows an example of a reception 
area where a 3D silver sign has been 
applied on a black surface.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signage and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.

1.
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Signage and environments
Interior
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2. General directory 
This page shows an example of the 
general directory used in the Cepsa Tower. 

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signage and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.

AUDITORIO
AUDITORIUM

ACCESO OESTE

Floors Plantas

WEST ACCESS

14-17

1-5

ACCESO ESTE
EAST ACCESS

CENTRO DE NEGOCIOS
BUSINESS CENTRE

Floors Plantas

17-34
18

634 (artwork reference)

2.
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Signage and environments
Interior
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2.070

3.

3. Directories
This page shows an example of the general 
directory used in the Cepsa Tower.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signage and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.
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Signage and environments
Interior
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4. Access points
This page shows examples of entrance 
signage for doors and walls.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signage and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.

4.

SERVICIO MÉDICO
MEDICAL SERVICE

SALIDA
EXIT

ASEOS
TOILET
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Signage and environments
Interior

Cepsa | Identity Manual  | 5. Identity applications

50,305 mm
Flama Medium 200 pt. 

Signal composition template

36,124 mm

Example of room aligned with the door to the left

Nombre de sala

Example of room aligned with the door to the right

Petrosoles

América
1.600

5. Room names
This page shows examples of signage 
for room names and their construction.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signage and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.
 

5.
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Signage and environments
Interior
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6. Pictograms and information notes 
Here you will find some pictograms, signs 
or information notes that can be found in a 
Cepsa building.

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signage and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.

6.

RESIDUOS
SOLID WASTE

PLÁSTICO
PLASTIC

METAL
METAL

ASEOS
TOILET

PLANTAS
FLOORS

18-34
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Signage and environments
Interior
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7. Directional signals
This page shows some samples of signs 
and directions that can be found in a Cepsa 
building. 

If you need more complete and 
comprehensive information on dimensions, 
materials and production, please consult 
the Signage and Environments Manual. 
In this manual you will find detailed 
information along with the necessary final 
artworks.

7.
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Others / Tanks

This page shows examples of signage  
on tanks. 

Only the most visible tank will be marked 
and according to the best viewing angle.

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Others / Tanks

A. Logotype 
The logotype is applied in Cepsa red 
RAL KL-3020 in the size of 1/4 of the 
tank height.

B. . Tank codes
The tank code is applied in black in the 
size of 1/5 of the emblem, using the 
Flama medium typeface.

To know more about signage on tanks, 
please contact the Brand Office:
brand@cepsa.com

Align in  

x/5

x/5

x/5

x/5

x/5

A-350

the center

A

B

RAL KL-9005

Color palette

RAL KL-3020
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Fairs and Events
Fair Stand / Summary

A fair or event may vary in size and area 
for each case. 

Here is a series of elements, which, 
combined in different ways, may be 
adapted to any fair or event, of any size 
or configuration.

1. Small module
2. Large module
3. Individual stand
4. Brochure display
5. Interactive point of information
6. “Welcome” sign
7. Lectern
8. Identification plaque

For more details regarding events, please 
consult the trademark supervisor.

1.

1.

3.

4.

5.

6.

7.

8.

2.

Cepsa | Identity Manual  | 5. Identity applications
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Fairs and Events
Configurations
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The flexibility of the elements enables 
the creation of different spaces 
adaptable to each situation.

These pages show different possible 
configurations that may be created.

Small configuration:
1. 1 small module

Medium configuration:
2. 1 large module
3. 3 small modules
4. 1 small module and 1 large panel

Large configuration:
 5.  2 small modules and large module

2.

1.

3.

4.

5.

Examples of possible configurations
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1. Gray stage floor P. 424
2. Large module
3. Small module
4. Lectern
5. Interactive point of information
6. Brochure display
7. “Welcome” sign
8. Hanging identification card

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. Ipsum lorem

dolor set

Ipsum lorem
dolor set

Enim justo, rhoncus ut, 
imperdiet a venenatis 
vitae justo. 

LOREM IPSUM 
DOLOR SIT AMET

Nombre Apellido
Empresa \ Función

Nombre Apellido
Empresa \ Función

2.

1.

3. 2. 4. 5. 6. 7. 8.

Fairs and Events
Fair stand, general view

Cepsa | Identity Manual  | 6. Fairs and Events
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Fairs and Events
Fair stand, modules with frames

LOREM IPSUM 
DOLOR SIT AMET

Enim justo, rhoncus ut, 
imperdiet a venenatis 
vitae justo. 

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

1. 2. 3.

This page provides an example
of a module with frame.

1. Large module
2. Small module with monitor
3. Small module

In order to understand proper use 
of colors, frames, images, Flama 
typography and logo versions, please 
consult Chapter 2, Basic Elements, of 
this manual.

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

2500

2000

1500

1000

500
mm

Cepsa | Identity Manual  | 6. Fairs and Events



October 2016 218

Enim justo, rhoncus ut, 
imperdiet a venenatis 
vitae justo. 

LOREM IPSUM 
DOLOR SIT AMET

LOREM IPSUM 
DOLOR SIT AMET

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

Enim justo, rhoncus ut, 
imperdiet a venenatis 
vitae justo. 

LOREM IPSUM 
DOLOR SIT AMET

LOREM IPSUM 
DOLOR SIT AMET

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

1. 2. 3.

Fairs and Events
Fair stand, module with image 
and frame

This page provides an example of 
modules combining images and frames.

1. Large module
2. Small module with monitor
3. Small module

For configurations with no monitor, a set 
of 4 images may be displayed

In order to understand proper use 
of colors, frames, images, Flama 
typography and logo versions, please 
consult Chapter 2, Basic Elements, of 
this manual.

2500

2000

1500

1000

500
mm

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

Option
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LOREM IPSUM 
DOLOR SIT AMET

LOREM IPSUM 
DOLOR SIT AMET

Enim justo, rhoncus ut, 
imperdiet a venenatis 
vitae justo. 

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

Partner

Partner

1. 2. Option3

Fairs and Events
Fair Stand / co-branding

This page provides an example of 
modules combining images and frames.

1. Large module
2. Small module with 4 images
3. Small module with information

For configurations without a set 4 of 
images, a monitor may be displayed.

In order to understand proper use 
of colors, frames, images, Flama 
typography and logo versions, please 
consult Chapter 2, Basic Elements, of 
this manual.

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

2500

2000

1500

1000

500
mm

LOREM IPSUM 
DOLOR SIT AMET

LOREM IPSUM 
DOLOR SIT AMET

Enim justo, rhoncus ut, 
imperdiet a venenatis 
vitae justo. 

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

In enim justo, rhoncus ut, 
imperdiet a, venenatis 
vitae, justo. Nullam 
dictum felis eu pede 
mollis pretium. Integer 
tincidunt. Cras dapibus. 
Vivamus elementum 
semper nisi. Aenean 
vulputate eleifend tellus. 

Partner

Partner
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In enim justo, rhoncus ut, imperdiet a, 
venenatis vitae, justo. Nullam dictum 
felis eu pede mollis pretium. Integer 
tincidunt. Cras dapibus. Vivamus 
elementum semper nisi. Aenean 
vulputate eleifend tellus.

In enim justo, rhoncus ut, imperdiet a, 
venenatis vitae, justo. Nullam dictum 
felis eu pede mollis pretium. Integer 
tincidunt. Cras dapibus. Vivamus 
elementum semper nisi. Aenean 

NUESTROS
LUBRICANTES

Enim justo, rhoncus ut, 
imperdiet a venenatis 
vitae justo. 

1. 2. 3.

4.

Fairs and Events
Fair stand, promotion and retail

This page provides an example of a stand 
for a product launch.

1. Large module with image with 
label bleed
2. Small module with products
3. Small screen module
4. Rack

The small module becomes a product 
display.

In the case of lubricants, a rack may be 
used like those in service stations for 
visual presentation.

In order to understand proper use 
of colors, frames, images, Flama 
typography and logo versions, please 
consult Chapter 2, Basic Elements, of 
this manual.

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C
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LOREM IPSUM 
03..8.2015
Bienvenidos

Nombre Apellido
Empresa \ Función

LOREM IPSUM

Fairs and Events
Fair stand, individual stand

This page provides an example of 
an individual stand combined with 
a background panel.

In order to understand proper use 
of colors, frames, images, Flama 
typography and logo versions, please 
consult Chapter 2, Basic Elements of 
this manual.

2500

2000

1500

1000

500
mm

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

PANTONE® 
877 C
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Nombre Apellido
Empresa \ Función

LOREM IPSUM

Fairs and Events
Fair stand, individual stand

This page provides an example of 
an independent individual stand.

In order to understand proper use 
of colors, frames, images, Flama 
typography and logo versions, please 
consult Chapter 2, Basic Elements, 
of this manual.

2500

2000

1500

1000

500
mm

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

PANTONE® 
877 C
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1. Background Pop-Up display
2. Lectern
3. “Welcome” sign
4. Roll-Up
5. Press conference frontal

2500

2000

1500

1000

500
mm

Bienvenido
Welcome

LOREM IPSUM LOREM IPSUM 

1. 2. 3. 4. 5.

Fairs and Events
Events, general view

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

PANTONE® 
877 C
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1. Background Pop-Up display

Backdrop with transportable expandable 
system for placement on any stage.

Title in Flama Light.

2. Lectern

Lectern with brushed metal finish 
and logo; vinyl detail.

LOREM IPSUM 

1/5 X

X

1. 2.

Fairs and Events
Events

2500

2000

1500

1000

500
mm

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

PANTONE® 
877 C
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Examples of our designs for the most 
attractive corporate trade fair events.

03..8.2015
Bienvenidos

LOREM IPSUM LOREM IPSUM 

03..8.2015
Bienvenidos

Fairs and Events
Rollup

2500

2000

1500

1000

500
mm

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

Point frame detail.
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Fairs and Events
Signs, general view

Nombre Apellido
Empresa \ Función

Nombre del Grupo 
de las Personas de la Mesa

Nombre Apellido
Empresa \ Función

Nombre Apellido
Empresa \ FunciónNombre Apellido

Empresa \ Función

1. 2. 3. 4. 5. 6.

This page provides examples of signs.

1. Table sign
2.  Name badge on table
3. Chair sign
4. Seating sign
5. Hanging identification card
6. Driver name badge

In order to understand proper use of 
colors, Flama typography and logo 
versions, please consult Chapter 2, Basic 
Elements, of this manual.

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C
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Fairs and Events
Signs

Nombre Apellido
Empresa \ Función

Nombre del Grupo 
de las Personas de la Mesa

Nombre Apellido
Empresa \ Función

Nombre del Grupo 
de las Personas de la Mesa

NOMBRE DEL EVENTO
Nombre Apellido
Empresa \ Función

NOMBRE DEL EVENTO 
Reservado

1. Table sign

Digital printing on white cardboard.

2. Sign for table placement

Digital printing on white cardboard 
folded in center.

Optionally, a transparent methacrylate 
support may be used to provide 
reinforcement.

1. 2. Examples with other 
text content

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C
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Fairs and Events
Signs, seat backs or seating

8.

Digital printing on folded cardboard.

Nombre Apellido
Empresa \ Función

Nombre Apellido
Empresa \ Función

Nombre Apellido
Empresa \ FunciónNombre Apellido

Empresa \ Función

SectionChair sign

Chair SeatingSeating sign

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C
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Nombre Apellido
Empresa \ Función

Nombre Apellido
Empresa \ Función

Fairs and Events
Signs

1. Name badge

Printed cardboard with support for visual 
placement.

2. Driver name badge

Name badge for Cepsa personnel to 
facilitate easy recognition and location.

1. 2.

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C
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Nombre Apellido
Empresa \ Función

N

Nombre Apellido
Empresa \ Función

N

Nombre del Grupo 
de las Personas de la Mesa

Nombre del Grupo 
de las Personas de la Mesa

N

Nombre Apellido
Empresa \ Función

N

Fairs and Events
Signs, elements and dimensions

Brand

The minimum border dimensions must be 
respected, as displayed in the examples.

Text

Flama Light and Light Italic in Pantone 424.

Line

With the same width as the text lettering.

Background textures

In P. 877 or in Cool Gray 2.

Example of the application of brand 
versions in other languages.

PANTONE® 
424 C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

PANTONE® 
877 C
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Fairs and Events
Invitations, general view

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Nombre Apellido Apellido
Cargo / Departamento
Position / Department 

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Nombre Apellido Apellido
Cargo / Departamento
Position / Department 

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

 

TÍTULO DE LA INVITACIÓN
SUBTÍTULO

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate esse cillum dolore eu fugiat nulla 
pariatur. Duis aute irure dolor in reprehenderit in voluptate velit consectetur adipiscing elit, sed do eiusmod 
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation 
ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate 
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

 

TÍTULO DE LA INVITACIÓN
SUBTÍTULO

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate esse cillum dolore eu fugiat nulla 
pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt mollit anim id est 
laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure 
dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure 
dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

1. 2. 3.

4.

This page provides examples of different 
types of invitations.

1. DL Envelope + Card
2. C6 Envelope + Card
3. C6 Envelope + VIP Card
4. Online invitation

In order to understand proper use of 
colors, Flama typography and logo 
versions, please consult Chapter 2, Basic 
Elements, and 5. Applications of Identity, 
in this manual

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

PANTONE® 
877 C

PANTONE® 
Black C
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Fairs and Events
Invitations

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Nombre Apellido Apellido
Cargo / Departamento
Position / Department 

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure 
dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure 
dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

A B

DL Envelope + Card

A) Personalized envelope.
B) Standard envelope.

Two different models. Invitation 
information shall be printed in black.

PANTONE® 
Black C

PANTONE® 
485 C
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Fairs and Events
Invitations

Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
F +12 345 678 900
cepsa.com

Nombre Apellido Apellido
Cargo / Departamento
Position / Department 

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

C6 Envelope + Card

A) Personalized envelope.
B) Standard envelope.

Two different models. Invitation 
information shall be printed in black.

PANTONE® 
Black C

PANTONE® 
485 C

A B
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Fairs and Events
Invitations

TÍTULO DE LA INVITACIÓN

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

C6 Envelope + VIP Card

This type of invitation accompanies a VIP 
gift and shall be printed on special paper.

The interior and exterior of the VIP card 
shall be printed in silver ink.

Invitation information shall be printed in 
black.

Folded in the center.

PANTONE® 
Black C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

PANTONE® 
877 C
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Fairs and Events
Online invitations

 

TÍTULO DE LA INVITACIÓN
SUBTÍTULO

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate esse cillum dolore eu fugiat nulla 
pariatur. Duis aute irure dolor in reprehenderit in voluptate velit consectetur adipiscing elit, sed do eiusmod 
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation 
ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate 
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

 

TÍTULO DE LA INVITACIÓN
SUBTÍTULO

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate esse cillum dolore eu fugiat nulla 
pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt mollit anim id est 
laborum.

Cuando 00 mes 2015

Donde Torre Cepsa
 Paseo de la Castellana 259 A,  28046 Madrid.

Atuendo Negocios

Dimensions of DIN A-4

The size of the invitation shall be 
as stipulated by the corresponding 
department, while in accordance with 
the DINA-4 dimensions.

The background of the VIP card may be 
P. Cool Gray or white with P. Cool Gray 2 
detail.

Invitation information shall be printed 
in black.

PANTONE® 
Black C

PANTONE® 
485 C

PANTONE® 
COOL GREY 2 C
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Fairs and Events
Printed material, general view

 

 

Nombre Apellido Apellido
Cargo / Departamento
Position / Department
—
Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
M +12 345 678 900
nombre.apellido@cepsa.com

 

CUESTIONARIO

Muchas gracias por dedicarnos un poco de tu tiempo

Necesitamos tener tu opinión

1 Pregunta para el cuestionario para tener información

2 Pregunta ipsum dolor sit amet magna aliqua 

3 Pregunta aute irure dolor in reprehenderit in voluptate 

4 Pregunta sed do eiusmod tempor incididunt ut labore

5 Pregunta quis nostrud exercitation ullamco

6 Pregunta ipsum dolor sit amet magna aliqua 

7 Pregunta aute irure dolor in reprehenderit in voluptate 

8 Pregunta sed do eiusmod tempor incididunt ut labore

9 Pregunta quis nostrud exercitation ullamco

10 Pregunta ipsum dolor sit amet magna aliqua 

11 Pregunta aute irure dolor in reprehenderit in voluptate 

12 Pregunta sed do eiusmod tempor incididunt ut labore

13 Pregunta quis nostrud exercitation ullamco

14 Pregunta ipsum dolor sit amet magna aliqua 

15 Pregunta aute irure dolor in reprehenderit in voluptate 

16 Pregunta sed do eiusmod tempor incididunt ut labore

17 Pregunta quis nostrud exercitation ullamco

Nivel de satisfacción

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1. 2. 3.

This page provides examples of different 
types of printed material.

1. Folders
2. Workbooks
3. Questionnaires

In order to understand proper use of 
colors, Flama typography and logo 
versions, please consult Chapter 2, Basic 
Elements, and 5. Applications of Identity, 
in this manual
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Fairs and Events
Printed material, single folder

 

 

 

 

 

 

Exterior printed in silver.
Interior background in red.

Folded in the center.

PANTONE® 
485 C

PANTONE® 
877 C
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Fairs and Events
Printed material, folder with spine 
and flap closure

 

Nombre Apellido Apellido
Cargo / Departamento
Position / Department
—
Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
M +12 345 678 900
nombre.apellido@cepsa.com

 

 

Nombre Apellido Apellido
Cargo / Departamento
Position / Department
—
Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
M +12 345 678 900
nombre.apellido@cepsa.com

 

 

Nombre Apellido Apellido
Cargo / Departamento
Position / Department
—
Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
M +12 345 678 900
nombre.apellido@cepsa.com

 

 

Nombre Apellido Apellido
Cargo / Departamento
Position / Department
—
Denominación social
Nombre de la calle 123 A
01234 Ciudad

T +12 345 678 900
M +12 345 678 900
nombre.apellido@cepsa.com

 

Exterior printed in silver.
Interior background in red.

Spine to increase the number of 
documents that may be attached, and 
flap to hold them in, with slots for 
business cards.

Two-way folding in the center.

PANTONE® 
485 C

PANTONE® 
877 C
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Fairs and Events
Printed material, workbooks

A) Workbook with lines, bound by the top, 
size DIN A-4.

B) Blank workbook, bound by the top, 
size DIN A-5.

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

A B
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Fairs and Events
Printed material, workbooks

 

Nombre del evento
01/02/2015

Nombre del evento
01/02/2015

A) Workbook with lines, bound by the top, 
size DIN A-4.

B) Blank workbook, bound by the top, 
size DIN A-5.

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

A B

PANTONE® 
424 C
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Fairs and Events
Printed material, special workbooks

A) Hardcover workbooks.
Lined in matte laminated paper.

B) Options for leather lining and 
embossed Cepsa logo.

The Cepsa logo shall be reverse 
embossed.

The corporate color palette shall be used 
whenever possible.

A B

Logo reverse embossed

Embossing details

PANTONE® 
Black C

PANTONE® 
COOL GREY 2 C

PANTONE® 
485 C

Blanco
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Fairs and Events
Photocall

This page provides an example of 
a Cepsa photocall.

In this case, the secondary vertical 
version is used to increase our visibility.
For more details regarding sponsorships, 
please consult: eventoscorporativos1@
cepsa.com

x

x

2x

Photocall Cepsa

Área de protección del logotipo
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Fairs and Events
Photocall

This page shows an example of a 
photocall of Cepsa with other brands. In 
this case, the secondary vertical version 
is used to increase our visibility. 

To know more about sponsorships, 
please contact the Brand Office: 
brand@cepsa.com

x

x

Photocall with other brands

Clear space of the logotype
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Fairs and Events
Billboards

Cepsa | Identity Manual  | 6. Fairs and Events

Detail

Patrocinio exterior
4. Valla en curvas Le Mans

Patrocinio exterior
5. Monoposte doble cara iluminado
en �nal de recta 

Impresión digital 
(con�rmar con 
proveedor).

1 valla de 12x3 m.

Impresión digital 
(con�rmar con 
proveedor).

1 monoposte  de 10,5x5 m. 
por 15 m de altura.

Detalle:
Fondo imitando a metal 
en todas las vallas y 
banderolas.

x
x/2

Patrocinio exterior
4. Valla en curvas Le Mans

Patrocinio exterior
5. Monoposte doble cara iluminado
en �nal de recta 

Impresión digital 
(con�rmar con 
proveedor).

1 valla de 12x3 m.

Impresión digital 
(con�rmar con 
proveedor).

1 monoposte  de 10,5x5 m. 
por 15 m de altura.

Detalle:
Fondo imitando a metal 
en todas las vallas y 
banderolas.

x
x/2

Patrocinio exterior
4. Valla en curvas Le Mans

Patrocinio exterior
5. Monoposte doble cara iluminado
en �nal de recta 

Impresión digital 
(con�rmar con 
proveedor).

1 valla de 12x3 m.

Impresión digital 
(con�rmar con 
proveedor).

1 monoposte  de 10,5x5 m. 
por 15 m de altura.

Detalle:
Fondo imitando a metal 
en todas las vallas y 
banderolas.

x
x/2

Example of billboard for sporting events 
Background imitating metal generated 
by digital printing.



October 2016 245

Fairs and Events
Advertising Monopoles

Cepsa | Identity Manual  | 6. Fairs and Events

Patrocinio exterior
4. Valla en curvas Le Mans

Patrocinio exterior
5. Monoposte doble cara iluminado
en �nal de recta 

Impresión digital 
(con�rmar con 
proveedor).

1 valla de 12x3 m.

Impresión digital 
(con�rmar con 
proveedor).

1 monoposte  de 10,5x5 m. 
por 15 m de altura.

Detalle:
Fondo imitando a metal 
en todas las vallas y 
banderolas.

x
x/2

Patrocinio exterior
4. Valla en curvas Le Mans

Patrocinio exterior
5. Monoposte doble cara iluminado
en �nal de recta 

Impresión digital 
(con�rmar con 
proveedor).

1 valla de 12x3 m.

Impresión digital 
(con�rmar con 
proveedor).

1 monoposte  de 10,5x5 m. 
por 15 m de altura.

Detalle:
Fondo imitando a metal 
en todas las vallas y 
banderolas.

x
x/2

Example of an advertising monopole for 
sporting events Background imitating metal 
generated by digital printing.
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Fairs and Events
Banners

Cepsa | Identity Manual  | 6. Fairs and Events

38
00

 m
m

X
X

1000 mm

18
50

 m
m

Y Y

Patrocinio exterior
4. Valla en curvas Le Mans

Patrocinio exterior
5. Monoposte doble cara iluminado
en �nal de recta 

Impresión digital 
(con�rmar con 
proveedor).

1 valla de 12x3 m.

Impresión digital 
(con�rmar con 
proveedor).

1 monoposte  de 10,5x5 m. 
por 15 m de altura.

Detalle:
Fondo imitando a metal 
en todas las vallas y 
banderolas.

x
x/2

Example of a banner for sporting events. 
Background imitating metal generated 
by digital printing.



Merchandising
Summary of basic elements

Logo protection department

Minimum size

Color palette

Tramas

PANTONE® 
485 C

PANTONE® 
SILVER

PANTONE® 
COOL GRAY 2 C

PANTONE® 
424 C

30 mm

4 mm

This page shows the basic elements 
used to create merchandising objects.

Frames
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Case for cell phone and USB memory 
stick.
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Coffee mug and cap.
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Pencils.
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Workbook.
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Umbrella.
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Leather label for suitcases.

Red with embossed logo.

Label printed in gray Pantone 424 with 
Flama Light typography.

October 2016 253
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Leather customized label for suitcases.

In gray or red with embossed logo.

Customized embossed lettering with 
Flama Light typography.
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Plastic label for suitcases.

Front in red and rear in gray with 
red logo.

Label printed in gray Pantone 424 with 
Flama Light typography.
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Aluminum label for suitcases.

Rear with logo screen printed in red.

Label printed in gray Pantone 424 with 
Flama Light typography.
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Bags.

A) Paper bag for a more corporate or 
institutional use.

B) Plastic bag for a more conventional use.
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A B



This page provides some examples 
of how the logo is applied to different 
elements. Dimensions are approximated 
in order to aid in the design of parts. As 
each product is different, each is valued 
as a singular independent object.

Note: For more information, please contact: 
eventoscorporativos1@cepsa.com
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1/2 X 1/2 X

X

X

X

X
1/3 X

X

1/2 X

2/3 X

1/2 X

X

X

1/4 X

1/2 X
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Communication

Note: This chapter gives other examples 
of how to apply the new identity. These are 
not real pieces, they are just examples that 
may serve as inspiration for other pieces and 
Cepsa materials that may be needed.

Cepsa | Identity Manual  

6.
LOOK&FEEL
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Communication 
Overview

Cepsa | Identity Manual  | 6. Look&feel

Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Communication
Advertising
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Communication
Annual report
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com



This page shows some examples  
of internal communications.
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Communication
Magazines
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Communication
Scientific publications 
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Communication 
Posters
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com



This page shows some examples  
of brochures.
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Communication 
Brochures
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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This page shows some examples  
of brochures.

Communication 
Brochures
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Note: The images in the examples are for 
reference only since they show Cepsa´s 
photographic style. If you would like to use 
these photographs, you will need to acquire 
their license from the photographer or the 
image bank.

Cepsa has its own image bank containing a wide 
range of images of its various business areas. 
http://bancodeimagenes.cepsacorp.com

If you need new images, please contact the 
Brand Office: brand@cepsa.com
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Digital formats
File naming
Contact
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INFORMATION
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Files for artwork and professional 
reproduction.

There are separate files for Macintosh® 
and PC/Windows®.

All of them can be opened in different 
operating systems. You will find all the 
files saved as EPS  (Encapsulated Post 
Script®).

We have also included Adobe® 
Illustrator® files saved in RGB color 
for screen display. You will also find 
additional vectorized Adobe® Illustrator® 
files for PC / Windows in case the EPS 
files give you problems.

If you need the logotype for professional 
use, whether to use it yourself or to 
deliver to a third party, make sure to 
always use EPS or AI files, as it is 
likely that if you don´t use these, the 
resolution, the size or the color, will not 
be correct for their specific use.

Files for office and administration use

We also provide files for their use in 
text processors, spreadsheets and 
presentations.

JPG (Joint Photographic Group)
This is another format for storage and 
transmission of photographic images on 
the World Wide Web. 

PNG (Portable Networks Graphic) This 
format can be used for display on screen 
and for printed documentation. The files 
have a see-through background, for their 
application on the suitable backgrounds. 

You’ll need one format or another 
according to what you are using logotype 
for. 

This text will help you to easily select 
the most suitable format for each 
application of the Cepsa logotype.

Digital formatsCepsa | Identity Manual  | 7. Additional information 
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To identify the different final artworks, 
we have developed a code that contains 
the version of the logotype, the 
background on which it is applied, the 
chromatic system and the file format.

File namingCepsa | Identity Manual  | 7. Additional information 

Cepsa1_ARB_P_CMYK.ai

Digital formats

Color variants

Backgrounds

Other languages

Logotype versions

.ai Adobe Illustrator

.eps Encapsulated PostScript

.png Portable Network Graphic

.jpg Joint Photographic Experts Group

CMYK CMYK
PMS Pantone®

RGB RGB
MONO Monochrome

P Positive
N Negative

ARB Arabic
CHI Chinese

cepsa1 primary attached version
cepsa2 primary detached version
cepsa3 secondary vertical version
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If you have any queries regarding  
the content of this manual or you 
would like to ask a question,  
please write to:   
 
brand@cepsa.com
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