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2.1    Logo

2.4    Imagery

2.5    Icons

2.6    Infographics

2.7    Eye-catchers

2.2    Colours

2.3    Typography

Legal notice
Please note that the images featured in these guidelines 
may not be used for advertising or other purposes if the 
corresponding rights to these images have not been 
acquired first. Granting these rights is not part of Meta 
Design’s scope of work. The client is required to purchase 
these separately.

Design notice
The complete CI, including templates and the Digital 
Design System, is available in ERGO Brand Coach.
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2      Overview of our essential elements



4The ERGO Cestovní Pojišťovna design guidelines, February 2026

2.1  Logo: variations and structure
Basic elements, logo

The logo can be used on all design colours but may not be 
placed on Dark-3-coloured surfaces.

For better readability/accessibility, the blue colour 
in the logo is darker than original Ice Blue Dark 3.

Wordmark
The wordmark shapes and identifies our 
visual identity. Black-and-white versions are 
used in media with technical restrictions, 
such as print newspapers.

The company name
A correctly written business name in 
the Czech Republic must contain the full 
name entered in the commercial register, 
including the mandatory suffix indicating 
the legal form.
In our case, that would be:
ERGO Cestovní Pojišťovna, a. s.

Important note:
•	Both „C“ and „P“ should always be 

capitalized
•	There should always be a space between 

„a.“ and „s.“
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2.1  Logo: placement
Basic elements, logo

Our logo always appears in the top or 
bottom right corner of the layout. It usually 
appears on a colour area.

The logo is placed on the colour area at the bottom or top right.

The logo is not used on the left-hand side of the layout. Other placements of the logo are excluded.
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2.2  Colour values for print: CMYK and Pantone®
Basic elements, colours
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2.2  Colour values for digital media: RGB and hexadecimal
Basic elements, colours
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2.2  Colour architecture
Basic elements, colours

1. ERGO Red 
The Logo Red is at the top of the colour 
hierarchy. It is reserved exclusively for the 
logo and selected media.

2. ERGO Dark Red 
Dark Red is used to highlight content and to 
emphasise the ERGO brand. This must not 
compete with the logo.

3. ERGO design colours 
The colours serve as supporting elements 
for flexible design. At least two colours 
are always used in a fixed combination. 
A thematic assignment or the sole use of 
individual colours is not permitted.

4. Warm Grey 
Warm Grey can be used sparingly as a 
neutral colour for individual backgrounds or 
structuring elements.
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2.2  Colour wheel: selecting design color
Basic elements, colours

The colour wheel simplifies the work of 
design. It defines a specific sequence of 
colours starting from any desired starting 
point, and can be „read“ in either direction. 
In this way, it defines a binding sequence 
of colours for use in subsequent chapters 
or content modules. This sequence may be 
repeated as often as needed.

The colour wheel with the design colours, selecting colour pairs and sequences

In the following examples, you can see that the second colour (design colour) is selected by choosing the next colour to the 
left or right on the colour wheel. We use the main colours and Dark 3 shades of the selected colours for the colour areas in the 
layout.

If the layout has just one image, select one of the colours 
based on the image. The colour can dominate the overall 
look of the image or come from a specific detail.

Select main colour from the image Using the colour wheel
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2.3  Brand typefaces for print media
Basic elements, typography

Using typography
We exclusively use Fedra Serif A Pro in head-
lines. This striking, modern typeface also 
appeals to viewers at an emotional level.

In contrast, FS Me has a slight curve and 
is clearly legible, even at small type sizes. 
This makes it perfect for all copy. 

We do not use italics.

You can purchase the typeface here:
Fedra Serif A Pro 
(Print and online) 
Typotheque, Zwaardstraat 16 
2584 TX Den Haag, The Netherlands 
Tel. +31 70 322 6119, Fax +31 84 831 6741 
www.typotheque.com

Note
It is only possible to order the typefaces 
from the online shop. Please be sure to 
choose the correct typestyle “Fedra Serif A 
Pro” (can be selected at the top right corner 
of the product page).
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2.3  Brand typefaces for digital media
Basic elements, typography

Using typography
We exclusively use Fedra Serif A Pro in head-
lines. This striking, modern typeface also 
appeals to viewers at an emotional level.

In contrast, FS Me has a slight curve and 
is clearly legible, even at small type sizes. 
This makes it perfect for all copy. 

You can purchase the typeface here:
Fedra Serif A Pro 
(Print and online) 
Typotheque, Zwaardstraat 16 
2584 TX Den Haag, The Netherlands 
Tel. +31 70 322 6119, Fax +31 84 831 6741 
www.typotheque.com

Note
It is only possible to order the typefaces 
from the online shop. Please be sure to 
choose the correct typestyle “Fedra Serif A 
Pro” (can be selected at the top right corner 
of the product page).
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2.3  Substitute typefaces for digital media
Basic elements, typography

Arial may be used as a substitute typeface 
for FS Me in absolutely exceptional cases. 
Please only use this typeface if the ERGO 
brand typafaces cannot be used for tech-
nical reasons. For our media to make the 
strongest possible impact for our brand, we 
need to use our ERGO brand typafeces.
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2.4  Imagery
Basic elements, imagery

Our images have a clear connection to the 
living environments and everyday expe-
riences of our customers. The situations 
are authentic snapshots that never appear 
posed or staged, but natural and private. 
Metaphorical representations and staging 
are not permitted.

Like our design, our imagery covers a 
broad spectrum – from bold to informati-
ve. It gives us an opportunity to reach our 
customers most effectively in each specific 
context.

First and foremost, we always communica-
te bold and to the point. We use narrative, 
informative communication when we want 
to describe our products and services in 
greater detail.

Bold communication
Emotions play a major role in these images: Feelings like joy, 
courage, energy, self-confidence and optimism are the focus 
of this purely conceptual approach.

Narrative communication
In addition to transporting the atmosphere and mood of 
each moment, this communication tells short stories from 
the lives of our customers – and how they can simplify their 
lives with ERGO.
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2.5  Overview of our icons
Basic elements, icons

Our icons are characterised by clear, strong 
shapes. They borrow the curves featured 
in aspects of our headline typeface, Fedra 
Serif. 

The best thing about our icons is that they 
can be used for a variety of different func-
tions. We usde them to structure content 
in print or digital media, or as illustrative 
elements in infographics, to name a few 
examples.
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2.5  Icons: design grid
Basic elements, icons

Create new icons
If you combine the striking stylistic elements 
of our icons, you can design new icons that 
match our existing collection. 

These stylistic elements define 
our “icon look”:

1   Rounded corner/right angle: 
	 There should be a balanced combination 
	 of angular and rounded corners

2   Consistent line weight: no broad areas

3   Gaps in lines as a stylistic element:
	 Use these where they make sense.

2

3

1
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2.6  Overview of our infographics
Basic elements, infographics

Communicative infographics: easier 
to understand
Our infographics follow a clear structure, 
which helps people grasp facts more 
quickly. They highlight numbers in 
a striking way. Colour backgrounds 
emphasise important information, 
making it easy to find. The result: 
Everything can be interpreted quickly 
and underscored with the help of 
expressive copy
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2.6  Infographics: components
Basic elements, infographics

A) Communicative infographic 
with highlight area 

Ideal for reaching customers directly in ads 

1)	 Headline (FS Me Bold), 
subline (FS Me regular)

2)	 Highlight area
3)	 Highlight value (Fedra Serif Medium)
4)	 Relevant statement (Fedra Serif Medium)
5)	 Arrow connecting statement 

and highlight value
6)	 Graphic
7)	 Copy (Fs Me Bold)
8)	 Numbers (Fs Me Light)
9)	 Source (Fs Me Light)

10)	 Example on colour background 

B) Infographic without highlight field

Ideal for graphics with documentary benefits

The highlight field is not necessary if there are 
no values to showcase, or if the publications 
are created for a professional audience (e.g. 
PowerPoint].
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2.7  Bold eye-catchers: basic design
Basic elements, eye-catchers

Variations

Our Bold eye-catchers clearly stand out 
against the background thanks to their 
shape and colour. This is why they are 
ideal for highlighting important messages, 
dates and offers. Eye-catchers are always 
in the brand colour ERGO Dark Red. 

We primarily use eye-catchers in promo-
tional sales literature, product ads and 
product banners. 

Eye-catchers contain as little copy as po-
ssible. We use footnotes to accommodate 
longer texts.
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2.7  Integrated eye-catchers: basic design
Basic elements, eye-catchers

Variations
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Design principles

3      Layout system

We inspire and motivate our customers 
throughout their lives. The ERGO design is 
dominated by bold colours and a striking 
graphic look. It can be “dialed up or down” 
as needed depending on the content and 
intended impact.

Bold
•	Expressive image motifs and bold layouts
•	Strong colour contrasts
•	You can use colour areas and backgrounds 

in a wide variety of ways, providing a 
wealth of design options. 

Informative
•	Authentic, product-related images
•	Reserved use of colour
•	Layout dominated by white
•	Streamlined, simple layout
•	Focus on the copy
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Design principles

3     Versatile colour areas

The ERGO design comes to life with its 
bold use of colour areas. Like the design 
colours, our flexible layout system offers a 
number of inspiring variations. Explore the 
possibilities below.

At least three colour areas

Maximum of four colour areas – corner areas

Maximum of four colour areas – flexible height and width
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Design principles

3      Portrait formats: basic structure of the layout grid
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Design principles

3      Landscape formats: basic structure of the layout grid
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Design principles

3      Design bold: text elements

All text elements are arranged within 
the design area. We use the distance to 
the format edge, X, to position the text 
elements. Texts are usually placed a 
distance of 1 X to the edge of the colour 
area.

The text can be shifted downward in large 
colour areas. It can be moved in increments 
of 1 X.

Positioning text elements with distance to the format edge X. The text can be shifted downward in large colour areas.
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Design principles

3      Design bold: layout divison

Colour areas are a characteristic element of 
our visual identity. We can combine them in 
a variety of ways within the grid:



26The ERGO Cestovní Pojišťovna design guidelines, February 2026

Design principles

3      Design bold: brand elements in the layout

The grid helps us arrange all elements 
within the layout, including the logo, the 
claim, typography and images. This creates 
the characteristic ERGO visual identity.

Flexible headline area and logo area, two-colour design (main and 
additional colours)
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Design principles

3      Design bold: sample designs
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4      Overview
Our logo

Our bold design theme

A correctly written business name in the Czech Republic 
must contain the full name entered in the commercial 
register, including the mandatory suffix indicating the 
legal form.
In our case, that would be:
ERGO Cestovní Pojišťovna, a. s.

Important note:
Both „C“ and „P“ should always be capitalized
There should always be a space between „a.“ and „s.“

Our colour schemeCompany name

ERGO Cestovní Pojišťovna, a. s.

Křižíkova 237/36a

186 00 Prague 8 – Karlín

Czech Republic

 

Marketing & Communication Department
Tel.: 221 860 116

E-mail: marketing@ergo-cestovni.cz

Our layout system


