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CORPORATE IDENTIFIER : Usage & Clear Space

CORPOR ATE LOGOUSAGE

The logo is the core of the visual identity for iRobot. It consists of 

a single-colored logotype. To reinforce iRobot’s excitement brand 

personality, the green ( PMS 356 ) is used as a corporate color. 

Whenever possible, the iRobot logo should be used with the 

corporate color, PMS 356. If it is not possible to use the corporate 

color, then a solid black or white (when displayed on a dark 

background) are the only other color options. The logo should 

never be displayed in any other color, or in any screened 

percentages of the approved logo colors.

These logos are available under the Marketing Communications 

header on the intranet:

www.hq.irobot.com

CLEAR SPACE

Space surrounding the corporate identifier should always be clear 

of other visual elements in order to give visual prominence and 

maintain the integrity and legibility of the logo. 

A minimum clear space should be created around the identifier that 

is equal to the X height (marked as x) of the logotype. 
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BL ACK LOGO ON WHITE

WHITE LOGO ON COLOR

100% Black

PMS 356

CLE AR SPACE

x

x

x

xx



Roomba®

Roomba®

PRODUCT LOGO LOCK UPS & CLEAR SPACE : For Home

PRODUCT LOGOPRODUCT LOGOS FOR HOME 

Product logos incorporate the name of the product and their 

respective descriptors directly under the corporate logo.

The product name should always be right-aligned to the corporate 

logo in Helvetica Neue 55 Roman. This is a one-color logo. The 

product name and descriptor should always be the same as the 

color of the corporate logo (PMS 356, black or white).

Always use the supplied Illustrator files for the product logos. 

Never try to recreate the logos by adding the product name or 

descriptor yourself.

These logos are available under the Marketing Communications 

header on the intranet:

www.hq.irobot.com

LOGOS WITH AND WITHOUT DESCRIPTORS 

Whenever possible, use the product logo with the descriptor. ONLY 

use the logo without the descriptor when spacing is an issue, such 

as in a banner ad. When using the logo without the descriptor 

within the body copy of text. Never break apart the logo and use 

the descriptor as art in a different part of the layout.

CLEAR SPACE 

Space surrounding the corporate identifier should always be clear 

of other visual elements in order to give visual prominence and 

maintain the integrity and legibility of the logo. 

A minimum buffer area should be created around the product logo 

that is equal to the X height (marked as x) of the corporate logo.

Same rule applies to the product logo with descriptor. 
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PRODUCT LOGO WITH DESCRIPTOR

Roomba®

Vacuum Cleaning Robot

Roomba®

Vacuum Cleaning Robot
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x
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Roomba®

PRODUCT LOGO LOCK UPS : For Home
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Scooba®

Verro™

Looj™

Dirt Dog®

ConnectR™

Roomba®

Vacuum Cleaning Robot

Scooba®

Floor Cleaning Robot

Verro™

Pool Cleaning Robot

Looj™

Gutter Cleaning Robot

Dirt Dog®

Shop Sweeping Robot

ConnectR™

Virtual Visiting Robot



PackBot®

PackBot®

PRODUCT LOGO LOCK UPS & CLEAR SPACE : For Government

PRODUCT LOGOPRODUCT LOGOS FOR Government 

As with the Home division, all product logos for Government should 

incorporate the name of the product right-aligned under the 

corporate logo.

While the corporate logo should remain in the corporate color, 

PMS 356, the product should be displayed in PMS 553. If it is not 

possible to display the logo in the assigned two colors, then the 

logo should only be used as a one-color black or white.

Product names are in Helvetica Neue 75 Bold for the primary 

product name, and Helvetica Neue 55 Roman for product series 

number or co-branded names.

Always use the supplied Illustrator files for the product logos. 

Never try to recreate the logos by adding the product name 

yourself.

These logos are available under the Marketing Communications 

header on the intranet:

www.hq.irobot.com

CLEAR SPACE 

Space surrounding the corporate identifier should always be clear 

of other visual elements in order to give visual prominence and 

maintain the integrity and legibility of the logo.

A minimum buffer area should be created around the product logo 

that is equal to the X height (marked as x) of the corporate logo.
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PackBot®

PRODUCT LOGO LOCK UPS : For Government
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PackBot 510
®

Warrior™

Warrior X700™

John Deere R-Gator™

FCS SUGV®



Aware™2.0

Aware™2.0

PRODUCT LOGO LOCK UPS : Sof t ware
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6

PRODUCT LOGOS FOR SOF T WARE 

For software product logos, the  specifications are exactly the same as 

in the Government division.

While the corporate logo should remain in the corporate color, 

PMS 356, the product should be displayed in PMS 553. If it is not 

possible to display the logo in the assigned two colors, then the 

logo should only be used as a one-color black or white.

Always use the supplied Illustrator files for the product logos. 

Never try to recreate the logos by adding the product name 

yourself.

These logos are available under the Marketing Communications 

header on the intranet:

www.hq.irobot.com

CLEAR SPACE 

Space surrounding the corporate identifier should always be clear 

of other visual elements in order to give visual prominence and 

maintain the integrity and legibility of the logo.

A minimum buffer area should be created around the product logo 

that is equal to the X height (marked as x) of the corporate logo.

x

x

x
x

x

CLE AR SPACE : Wi thout Descr ip to r
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To ensure proper consistency of the iRobot brand, the logo must 

never be altered, distorted, or recreated. This rule applies to all the 

iRobot product logos as well.

The following list are examples of what not to do: 

(1) expand the logo 

(2) condense the logo 

(3) alter the logo’s perspective 

(4) place the logo in another shape 

(5) change the colors 

(6) add patterns or textures 

(7) use a different typeface 

(8) outline the letter forms  

(9) display the logo in a way that makes it difficult to read
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Roomba

Roomba

Roomba®

Vacuum Cleaning Robot

MINIMUM DISPL AY SIZE

MINIMUM DISPL AY S IZEThe minimum display size ensures that the identifier is never made 

too small to be legible. 

MINIMUM SIZE FOR PRINT APPLICATIONS 

Corporate logo height: .125 inches.  

Product logo: .25 inches. 

Product logo with descriptor: .375 inches

MINIMUM SIZE FOR WEB APPLICATIONS 

Corporate logo height:  12 pixels 

Product logo height:  23 pixels 

Product logo height with descriptor:  23 pixels

.125"

23px

.25"

.375"

.25"

PackBot

PackBot
23px

35px

12px

WEB

PRINT
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Roomba®

Vacuum Cleaning Robot



COLOR PALETTE : For Home

CORPOR ATE COLOR

Pantone 356 C

 C:  95 R:  0 HEX: 007229
 M:  8 G:  114 
 Y:  93 B:  41 
 K:  27

Pantone 336 C

 C:  100 R:  0 HEX: 006651
 M:  9 G:  102
 Y:  66 B:  81
 K:  41 

Pantone 356 C

 C:  95 R:  0 HEX: 007229
 M:  8 G:  114
 Y:  93 B:  41
 K:  27

Pantone 376 C

 C:  53 R:  118 HEX: 76B900
 M:  0 G:  185
 Y:  96 B:  0
 K:  0  

Pantone 367 C

 C:  37 R:  164 HEX: A4D867
 M:  0 G:  216
 Y:  58 B:  103
 K:  0  

Pantone 372 C

 C:  16 R:  215 HEX: D7E9A1
 M:  0 G:  233
 Y:  36 B:  161
 K:  0

Pantone 138 C

 C:  0 R:  223 HEX: DF7A00
 M:  50 G:  122
 Y:  100 B:  0
 K:  0

Pantone 367 C (50% tint)

 C:  37 R:  206 HEX: CEE4B1
 M:  0 G:  228
 Y:  58 B:  177
 K:  0  

Pantone 317 C

 C:  18 R:  191 HEX: BFE5EA
 M:  0 G:  229
 Y:  5 B:  234
 K:  0  

Pantone 373 C

 C:  20 R:  205 HEX: CDE985
 M:  0 G:  233
 Y:  42 B:  133
 K:  0  

Pantone 442 C

 C:  12 R:  179 HEX: B3BCC0
 M:  8 G:  188
 Y:  9 B:  192
 K:  21  

PRIMARY HOME COLORS

Pantone 5445 C

 C:  21 R:  188 HEX: BCCAD6
 M:  4 G:  202
 Y:  3 B:  214
 K:  8  

iRobot is an excitement brand and to reinforce this brand 

personality, the Home color palette is comprised of a series of 

greens and blues, all of which extend out from the corporate  

green, PMS 356. 

The primary color palette are the main colors for the visual element 

that make up the graphical “path”.

Secondary colors may be used with a slightly lighter palette is 

desired. 

The accent color should be used minimally to provide direction to 

a layout.

Scooba®

Floor Cleaning Robot

Pantone 356 C

iROBOT ST YLE GUIDE
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SECONDARY HOME COLORS

ACCENT COLOR

Pantone 356 C



Much like the Home color palette, the Government palette is comprised 

of a series of greens and blues, but less bright and more serious in tone. 

The primary color palette are the main colors for the visual element 

that make up the graphical “path”.

Secondary colors may be used with a slightly lighter palette is 

desired. 

The accent color should be used minimally to provide direction to 

a layout.

CORPOR ATE COLOR

Pantone 356 C

C:  95 R:  0 HEX: 007229 
M: 8 G:  114 
Y:  93 B:  41 
K:  27

Pantone 553 C

 C:  87 R:  33 HEX: 214232 
 M:  26 G:  66
 Y:  53 B:  50
 K:  76 

Pantone 370 C

 C:  64 R:  79 HEX: 4F8A10
 M:  5 G:  138
 Y:  100 B:  16
 K:  24

Pantone 445 C

 C:  27 R:  79 HEX: 4F5559
 M:  39 G:  85
 Y:  30 B:  89
 K:  70  

Pantone 444 C

 C:  23 R:  123 HEX: 7B858A
 M:  17 G:  133
 Y:  13 B:  138
 K:  41  

Pantone 370 (50% tint)

 C:  64 R:  158 HEX: 9EB48A
 M:  5 G:  180
 Y:  100 B:  138
 K:  24

COLOR PALETTE : For Government  

Pantone 356 C

Pantone 553 C

Pantone 453 C

 C:  16 R:  200 HEX: C8C5AC
 M:  5 G:  197
 Y:  28 B:  172
 K:  15  

Pantone 551 C

 C:  35 R:  159 HEX: 9FC1D3
 M:  3 G:  193
 Y:  5 B:  211
 K:  7  

Pantone 138 C

 C:  0 R:  223 HEX: DF7A00
 M:  50 G:  122
 Y:  100 B:  0
 K:  0

Pantone 5783 C

 C:  20 R:  173 HEX: ADB291
 M:  7 G:  178
 Y:  35 B:  145
 K:  20  

Pantone 7492 C 

 C:  17 R:  193 HEX: C1CC89
 M:  1 G:  204
 Y:  45 B:  137
 K:  3  

PRIMARY Government COLORS

Pantone 356 C

 C:  95 R:  0 HEX: 007229
 M:  8 G:  114
 Y:  93 B:  41
 K:  27

Warrior X700

PackBot
Pantone 553 C

Pantone 356 C

iROBOT ST YLE GUIDE
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SECONDARY Government COLORS

SECONDARY Government COLORS



Helvetica Neue is the primary typeface for any copy associated 

with the iRobot brand. The type family is specifically designed for 

flexibility across a variety of sizes, weights, and applications. 

Helvetica Neue should be used as the primary font in all 

applications. There are a few exceptions:

– In instances where the space is limited, use Helvetica Neue 

Condensed to maximize the space use and legibility. (For 

example, business cards.) 

– Although Helvetica Neue is acceptable as body copy, Adobe 

Jenson Pro may also be used when there are large quantities of 

running text. NEVER use Jenson for headline copy or captions.

– For Web applications, Arial may be substituted for Helvetica 

Neue, and Georgia may be substituted for Adobe Jenson Pro.

Helvetica Neue is available from My Fonts at: 

www.myfonts.com

Adobe Jenson Pro is available from My Fonts at:  

www.myfonts.com

Helvetica Neue 85 Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

Helvetica Neue 75 Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

Helvetica Neue 65 Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

Helvetica Neue 55 Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

Helvetica Neue 45 Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

Helvetica Neue 77 Bold Condensed  
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

Helvetica Neue 57 Condensed
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

HELVE TICA NEUE T YPE FAMILY

Adobe Jenson Pro Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Adobe Jenson Pro Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijk lmnopqrstuvvwxyz
1234567890

Adobe Jenson Pro Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvvwxyz
1234567890

Adobe Jenson Pro Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Adobe Jenson T YPE FAMILY

iROBOT ST YLE GUIDE
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The iRobot position is, “Robots that make a difference.” To bring 

this position to life on the Home side, the primary messaging 

for the Home division is, “Less Chores. More Life.” The overall 

approach of the photography should embody the idea of  

“more life”. 

The subject matter should depict people engaged in everyday 

activities. Photographs of people further a sense of warmth and 

accessibility. However the challenge of incorporating people is to 

show them in a way that is distinctive to iRobot, not staged  

or cliché. 

The iRobot approach depicts people without ever showing a full 

view of one’s face. Choosing and cropping images in this way is 

not only distinctive, but allows the viewer to imagine his or herself 

as having “more life” as the person depicted is non-specific.

Photographs should always be in 4-color, naturally lit, not harsh or 

unrealistic in any way. Images should never be monochromatic or 

duotone.

PRODUCT PHOTOS 

Product photos when shown in context with lifestyle imagery 

should always hold a place of greater prominence. 

Product shots, as with lifestyle imagery, should always be in 

4-color, naturally lit, not harsh or unrealistic in any way. Images 

should never be monochromatic or duotone.

iROBOT ST YLE GUIDE
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Cliched images of people posing, looking directly into the camera, 

or appear staged do not accurately reflect the iRobot brand, a 

company that develops Home products that are exciting, new and 

at the same time, relatable and accessible.

Photography should not:

(1) show full views of faces;

(2) be of poor quality, monochromatic, or duotone;

(3) look headless, or cropped in an unnatural or awkward way.

1

2

3
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To bring iRobot’s position, “Robots that make a difference,” to life, 

the primary message on the Government side is, “Protecting those 

in harm’s way.” 

The  photographic approach for Government imagery revolves 

around the war fighter. Images should be as realistic as possible, 

without sacrificing quality or looking overly produced (slick).

Depending upon usage, the war fighter should be in a naturalistic 

setting either in action, or more of an aspirational shot. To reinforce 

iRobot’s position, “Robots that make a difference,” it is best to use 

images without too much information. For example, images of a 

war fighter using the product has its place inside a brochure, but 

not when it needs to communicate impact.   

Photographs should always be in 4-color.

PRODUCT PHOTOS 

Product photos should always hold a place of prominence, and visually 

tie back to the war fighter. 

Product shots feature most prominently when silhouetted. To 

create a “hero” shot of the product, place a path that graduates out 

from the robot. Preferably, the path visually leads your eye back to 

the war fighter photo to create a direct connection between iRobot 

and the end benefit, saving lives.

Images should always be in 4-color, naturally lit, not harsh or 

unrealistic in any way. Images should never be monochromatic  

or duotone. 

iROBOT ST YLE GUIDE
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Photography of war fighters should not:

(1) look posed or unnatural in any way;

(2) be of poor quality;

(3) look ominous or negative in any way.

1

2

2
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Robots that make a difference.

iRobot makes a
difference in

people’s lives by
building robots that
meet the mission
critical needs of
those in harm’s

way.

iRobot makes a
difference in
people’s lives by
building robots that
tackle the jobs we
can’t or don’t want
to do.

iROBOT ST YLE GUIDE
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GR APHICAL PATHThe overall affect of the visual brand identity for the Home division 

is to make a connection between the product and the benefit, 

More life. The visual approach is to create that connection literally 

by creating a path inspired by the logo itself. The path begins with 

the product revealing the lifestyle imagery at the end. The form 

of the path creates a dimensional space – a room, for example – 

much like how the product moves in a 3 dimensional space.

The path is made up of bands of color using any of the primary and 

secondary color palette. These bands should be arranged from 

dark to light (or light to dark) and remain in consistent order as 

spatial perspective is created.

When applied with imagery, the product photo leads the path, 

and the lifestyle shot appears to be left in it’s wake. The lifestyle 

image is always multiplied to the path in order to give emphasis 

to the  product. Part or all of the lifestyle photo is silhouetted so 

that some of the image sits outside the path. This makes the visual 

much more dynamic.

iROBOT ST YLE GUIDE
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Color bands progress 
from dark to light

Areas of depth are created by a 
slight gradient of the same color 
multiplied on top of itself.

Product is always displayed as the 
“hero”, larger in size than the “more 
life” image.

Gradation of color may be used 
here to draw your eye to the product

Photo of the lifestyle shot is always 
multiplied to the path to give 
emphasis to the product.
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Graphical treatment of the path should not:

(1) be inconsistent in the order of the color banding, or assigning 

colors that do not progress from dark to light or light to dark;

(2) twist – think more of a perspective that is similar to walls in a 

room;

(3) be overly complicated – the path should be an easy connection 

between product and “more life”.

1

2

3



BUSINESS CARDS

Graphic path connects both Home and Government divisions.

Logo always right-aligns to 
the right side of a layout.

iROBOT ST YLE GUIDE
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WEB SITE



SAMPLE AD1 

Logo always right-
aligned in layout

Text is treated 
simply to support 
messaging

L
E

S
S
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H
O

R
E

S
. 

L
IF

E
.

THE SMARTER WAY 
TO GET IT DONE 

Thanks to the Roomba 
vacuum-cleaning robot, 
keeping your floors and 
carpets clean doesn’t need 
to be a full-time job. With 
the Roomba, you can stay 
on top of your carpets and 
floors without lifting a 
finger. The Roomba does 
the dirty work–as often as 
you like–so you can focus 
on more important things 
in life. 

Minimal use of accent color to draw 
your eye to main benefit and the 
primary call to action.

iROBOT ST YLE GUIDE
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Image treatment 
always multiplies 
to path

Primary messaging 
visually follows the 
path

Product image is 
main focal point

ROOMBA PRODUCT GUIDE

WEB SITE

SAMPLE PRODUCT GUIDE 

SAMPLE AD2



SAMPLE AD 

Logo always right-
aligned in layoutPackBot 

LOREM IPSUM DOLOR 

Amet, consectetuer adipiscing elit, sed diam  
nonummy nibh euismod tincidunt ut laoreet  
dolore magna aliquam erat volutpat. Ut wisi enim  
ad minim veniam, quis nostrud exerci tation  
ullamcorper suscipit lobortis nisl ut aliquip ex ea  
commodo consequat. Duis autem vel eum iriure  
dolor in hendrerit in vulputate esse. 

To align with the Government position, “iRobot makes a difference 

in people’s lives by  building robots that meet the mission critical 

needs of those in harm’s way,” the graphical path is used to 

highlight and bring focus to the war fighters.

A visual connection between the  product and the war fighter 

comes from a graduated shadow from the robot visually leading 

your eye back to the war fighter image. This creates a direct 

connection between iRobot and the end benefit, “Protecting those 

in harm’s way.”

iROBOT ST YLE GUIDE
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Graphic treatment

WEB SITE

Product shot with 
graduated path leading 
your eye directly to the 
war fighter.
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