


In short, Atache's tone is:

- Informative and realistic

- Approachable but respectful

- Professional but simple

- Friendly

- Empathetic

- Fresh but practical

In addition, Atache's tone is not:

- Promotional

- Political or activist

- Stiff

- Comical

- Technical (for a prospect)

- Informal

9 .  H O W  D O E S  

A T A C H E  S P E A K ?

C O M M U N I C A T I O N



Up to this point, we've covered the identity of our brand by gaining 

a better understanding of its spirit in each section. 

It's extremely important to know who we are, what we do and how 

we feel. But it's more important to know how to communicate this 

to the people that matter to us.

We all know that “everything speaks”: every word, image, colour, 

punctuation mark, etc. For this reason, this section aims to explain 

how Atache expresses it self so you can also speak on our behalf.

Before diving into it, it's important you understand that Atache 

doesn't simply speak for the sake of speaking. Quite the opposite: 

we only speak when we have something important to say to Maria. 

The rest of the time, we're busy making the best products possible 

for her!

As such, the first question you need to ask yourself before issuing 

an Atache message is, “Is this information really of interest to 

Maria?” If you don't have anything of real interest to tell her, you're 

better off saying nothing. We don't want to bother her or distract 

her from her obligations! Remember that she's very

busy and she values her time. If we distract her by talking about

things that aren't relevant to her, she'll likely stop listening to us.

That said, here's a useful quote:

 

“The best approach to 

take in our

overcommunicated 

society is the 

oversimplified 

message.”

A L  R I E S



To speak like Atache, you must:

- Understand Maria, what she hopes to learn, gain or receive, and 

always write with that in mind. It's our duty to talk about what 

interests and mobilises our target audience.

- Always demonstrate that our aim is to inform, never persuade. 

Convey our sincerity. Remember that we're proud to be who we are 

and we've got nothing to hide.

- Focus on connecting with those who understand us and don't try 

to “sell” something that we aren't to someone who can't or doesn't 

want to value us.

- Demonstrate that being practical is more important than being 

idealistic. You know that we always want to be the best, but

we understand that dreaming alone is not enough; we need

to act.

- Our messages must talk about proven facts, not aspirations. 

Remember that we're Atache, not Disney or Coca-Cola.

- When we talk about situations, remember that Maria is a

regular, working woman who overcomes the challenges she sets 

herself. Talk to her about real situations in her own life,  not utopic 

visions that she doesn't relate to or that don't affect her.

- Always try to explain our products in a way Maria can understand: 

why they're special and what their characteristics are. Maria isn't a 

chemist. It's more important that she understands something well 

than us telling her four different things to find she can't remember 

any of them.

- Try not to refer to genders whenever possible. We don't want 

anyone to feel excluded, although our products are mainly aimed at 

women. If you can't find a way to avoid it, you can use gender.

IN CONCLUSION...

Build messages that speak to Maria and that don't require a lot of 

her time to read or understand. Always talk about things that 

interest her, trying to offer her the information she needs about the 

subject in a clear, precise way.

  



To speak like Atache, you must NOT:

- Politicise things. We don't like talking about anything related to 

politics, either directly or indirectly. We don't believe it's our place 

to discuss these issues. Furthermore, Atache has no political

ideology, knowledge or interest. Never discuss it, not even to joke 

about it.

- Be an activist. The only cause that motivates us is our goal to 

protect the skin's health. We're not interested, nor do we know 

anything about: feminism, animalism, veganism, etc. We're sure that 

all social causes have their representatives who fight on their 

behalf and they don't stop to talk about CVITAL, so focus on 

Atache. Don't talk about social causes, related news, movements, 

etc.

- Be religious. We are open to all religions and we respect

everyone's different beliefs. However, we don't discuss religions,

saints, religious periods, etc. You can only mention the dates that 

the state in which your message will be issued has institutionally 

approved.

- Do not include any kind of social discussion item or fashion.

Remember that Atache makes dermocosmetic products; we

don't seek to create or defend ideological or social trends.

- Speak about the competition. Atache is a sufficiently important

brand that you'll always have something to say about it.

Don't lose focus and look at what the competition is doing. 

Remember that what we say about others defines us. Atache is 

many things, but it's not someone who gets involved in other 

people's business.

“You are the best brand, 

make it outstanding”

B J A R N E Y  L U D V I K S D O T T I R



1 0 .  H O W  D O E S  

A T A C H E  

S P E A K ? E X A M P L E S

Correct: Incorrect:

Correct: Incorrect:

                 Do you need a bit of a
boost in the mornings? You skin 
does too! 
CVital triple antioxidant eye contour is 
the perfect way to give your day a 
lively start. 

Vitamin C
Vitamin E 
Lipoic acid 
Caffeine 

Try it this month and get a free 
sample of CVital Serum + Fluid.
Ready to feel good? 

                  Feeling good is the best gift! 
You know how difficult it is to pick out 
some clothing, trips or items for a present. 
But how about gifting some wellness?

We all love trying new products,
discovering textures and experimenting. 

        Why not treat ourselves?

Who says that karma doesn't come back 
in the form of a full routine?

#GiftAtache
#LookAfterYourself #SkinHealth

                 Ascorbic acid in normal
physiological concentrations has 
oxidation-reducing functions. 
Thanks to its ability to easily donate 
electrons to the receiver molecules, 
its antioxidant effect is notable, via 
which it neutralises free radicals 
caused by exposure to the sun and 
pollution, among other elements. 

CVital eye contour is specifically 
designed to reduce premature ageing. 

                 BUY LIFT THERAPY NOW 
Your friend will definitely be looking
to have such a well-defined eye
contour. What are you waiting for?
Choose this range and you won't 
regret it. Additionally, BY 
PURCHASING THE ENTIRE RANGE 
you can enjoy a 20% discount.



1 1 .  W H A T  D O E S

A T A C H E  L O O K  L I K E ?  

L O G O
Our main logo is black and is to be positioned on a white background. 

This is its preferred presentation, meaning it must be used this way 

whenever possible.

The presence of the Atache brand must be clean, airy and 

convey simplicity, modernity, elegance and professionalism.

Ideally, the logo shouldn't be shown within shapes,

boxes, circles, etc. Instead, it should be surrounded by a respectful

area that is sufficiently large to draw the viewer's attention

towards it.

 



Up to this point, we've covered the identity of our brand by gaining 

a better understanding of its spirit in each section. 

It's extremely important to know who we are, what we do and how 

we feel. But it's more important to know how to communicate this 

to the people that matter to us.

We all know that “everything speaks”: every word, image, colour, 

punctuation mark, etc. For this reason, this section aims to explain 

how Atache expresses it self so you can also speak on our behalf.

Before diving into it, it's important you understand that Atache 

doesn't simply speak for the sake of speaking. Quite the opposite: 

we only speak when we have something important to say to Maria. 

The rest of the time, we're busy making the best products possible 

for her!

As such, the first question you need to ask yourself before issuing 

an Atache message is, “Is this information really of interest to 

Maria?” If you don't have anything of real interest to tell her, you're 

better off saying nothing. We don't want to bother her or distract 

her from her obligations! Remember that she's very

busy and she values her time. If we distract her by talking about

things that aren't relevant to her, she'll likely stop listening to us.

That said, here's a useful quote:

 

The mandatory minimum free space for the Atache logo

should be equivalent to the space occupied by the “T”.

.  

R E S P E C T F U L  A R E A
Atache's corporate colours are as follows:

C O L O U R S

Whenever corporate communications or materials are made, 

meaning those that aren't focused on a certain product,

but are about the brand in general, must only use these colours.

The Atache logo may only be used in white or black.

The former is the preferred option.

White
RGB: 255 255 255
HEX: #FFFFFF
CMYK: 0 0 0 0

Gray
RGB: 197 199 201
HEX: #C5C7C9
CMYK: 26 18 18 1

Black
RGB: 19 16 17
HEX: #131011
CMYK: 78 72 60 89



- Do not use old versions of the logo

L O G O  C O N S I D E R A T I O N S

- Do not split the logo

- Do not reorganise or modify the logo's orientation

- Do not distort the logo

- Do not use a pixelated logo or logo with quality issues

- Do not use the logo in colour

- Do not add anything to the logo

BY:



C O R P O R A T E  F O N T

Gotham Rounded

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

bebas neue

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

TT Commons Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

TT Commons Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

When corporate documents are drawn up, regardless of their 

purpose (catalogue, display, poster, creative visuals for social 

media, etc.), they must always use the same fonts to favour brand 

coherence. Do not use fonts that are not found on this page.

We use the Gotham Rounded family only for main titles, where 

applicable. For example: the title of this manual on the front cover, 

front cover of a handbook, etc.

We use the Bebas Neue family for names and trademarks. For

example: product names, internal titles such as those in this

manual, names of routines on social media visuals, promotional

highlights, etc.

This family must always be used in capital letters.

We use the TT Commons family for bodies of text. This means

any situation in which a development of text must appear,

or where non-title information must be indicated. The Regular and 

Light versions are preferred, with the added option of Bold

to highlight things within the text.



G R A P H I C   E L E M E N T S
In general, Atache's graphic compositions must
stand out due to their clean appearance. Priority must always 
be given to the colour white and clean, simple styles. Forego any
element that confuses or saturates the graphic's appearance.

Atache is a high-end brand so do not use colours, graphic
elements, claims, etc. that may confuse the user or highlight
concepts such as cheap, sales, outlet, etc. If you need to announce
an economic benefit, for example, opt to do so stylishly:
mention it, give it certain relevance (always in line with
the corporate style) but don't use aggressive designs.

Remember that every detail helps to build a brand.

The common denominator, in addition to the element that 
supports the brand's communication, is the wave.
The wave is an extension of the image on the brand's latest 
packaging. It stems from the idea of strengthening the concept of 
“layers of skin” that Atache has already worked with, but with the 
aim of devising a more “organic”, flexible component that allows us 
to extrapolate the concept beyond the packaging, with all forms of 
communication bearing this graphic element.

P E R M I T T E D  W A V E S
You can't just use any type of wave, but rather you must always use 

the same variety. The brand's coherence depends on its graphic 

behaviour maintaining the same visual line. The permitted waves 

are shown below:



U S E  O F  T H E  W A V E
You can use the wave in different ways according to

your design's requirements:

- Loose wave as the background of the image.

- Wave within a shape, with or without main text.



- Wave as a frame.

 

I S O T Y P E
Our logo does not have a smaller version, for which

reason we have an Atache isotype. This isotype allows us 

to reduce the brand's presence in a simplified, visual manner 

and, therefore, use it in situations where the logo won't be

particularly legible or would be repetitive.



Below are instructions on how to build our isotype,

so you know how to do it.

O R D E R  O F  I N F O R M A T I O N
Given our activity, we often need to create graphics with diverse 

hierarchies of information, but how is this done? It's done using the 

aforementioned fonts and vertical guides. Some examples are 

provided:

3 0  m l    1 . 0 1  F L  O Z

S U B L I M E  L I F T  N I G H T

Sérum reafirmante noche
Night  reafirming serum

Sérum reaffermissant  nu i t
Sérum fac ia l  firmador  no i te

L I F T
T H E R A P Y



R A N G E  C O L O U R S
When issuing specific communications for a product or range, you 

may use their official colour for visuals, applying it to both the wave 

and the background. However, remember that you must never 

apply it to the logo.

CVITAL
RGB: 131 145 57
HEX: #839139
CMYK: 53 27 91 11

LIFT THERAPY
RGB: 133 119 151
HEX: #857797
CMYK: 54 53 23 6

VITAL AGE
RGB: 105 103 101
HEX: #696765
CMYK: 54 45 46 33

BE SUN
RGB: 197 97 14
HEX: #c5610e
CMYK: 18 69 100 7

SOFT DERM
RGB: 166 54 103
HEX: #a63667
CMYK: 30 88 28 14

DESPIGMEN
RGB: 192 78 80
HEX: #c04e50
CMYK: 19 79 60 8

ESSENTIELLE
RGB: 0 143 187
HEX: #008fbb
CMYK: 80 27 15 2

CORPORAL CARE
RGB: 47 118 162
HEX: #2f76a2
CMYK: 81 44 19 

OILY SK
RGB: 70 156 147
HEX: #469c93
CMYK: 72 19 46 2

Here are some examples of graphics using range colours:



I C O N S
As you're aware, icons are used more and more

frequently. For this reason, we've created some icons to make

our information more attractive and simpler to understand. You 

can use them provided they are coherent and facilitate the reader

or user experience.

Some recommendations are:

- Ensure the icons you select are appropriate for the product or 

range you're talking about. If you have any questions you can 

check with our displays, protocols or social media content.

- Always use the marked icons in the corporate split circle.

- Always add the descriptive text for the icon at the beginning. 

When your customers are familiar with it, you can start to use it 

without text.

You will find various areas among the types of icons

we have:

Icons by skin requirement

Icons by skin type

SENSITIVE SKIN DRY SKIN

Icons by time of use

NIGHT DAY AND NIGHT/
ADAPTED

Icons by function

SPECIFIC MOISTURISING

ANTIOXIDANT ANTI-AGEING

Icons by product

DAY CREAM SERUMS

Icons by range

ESSENTIELLE CVITAL

ESS CV

Icons by ingredient

POLYPODIUM
LEUCOTOMOS (LEAF)

ARBUTIN



Throughout this manual, we've presented the graphic view of 

Atache and the resources that comprise it. To ensure you can

use this information, we've prepared a series of resources stored in 

folders on Google Drive. In these folders you'll find everything you 

need for your designs and communications:

 

Folder 1: ATACHE BRANDING 

- Corporate fonts

- Waves in different formats (PNG and AI)

- Line logos

- Icons

- This manual

Folder 2: ATACHE SOCIAL CONTENT

In this folder you'll find:

- Social media images by range

- Product images

- Content in text format for social media

- Videos made by Atache

- Some additional resources

 

R E S O U R C E S

SEE
FOLDER

SEE
FOLDER


