AL LEONG

Brand Brief - SL Financial (v2)

Brand Personality & Tone Brief (for Design & Identity
Work)

Purpose of this Brief

This document defines the non-negotiable brand personality and tone for SL Financial.
All visual identity, logo concepts, typography, color systems, and brand guidelines must
express this personality — not reinterpret or reinvent it.

We developed a Brand Radar Chart to systematically identify traits (personality traits) that
embody SL Financial’s future brand as below:
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1. Brand Essence (North Star)

SL Financial is a precise, intelligent, and sincere actuarial technology brand —
sophisticated without being flashy, modern without being disruptive-for-show, and
globally credible without enterprise heaviness.

This brand operates in regulated, high-trust environments and must feel safe, competent,
and internationally credible from first impression.

2. Core Brand Personality Attributes

Primary (Must Be Strongly Present)

e Precise
Clean, accurate, structured, intentional. Nothing feels casual or improvised.

e Intelligent
Signals expertise and depth without arrogance or complexity.

e Sincere
Honest, transparent, grounded. No hype or exaggerated claims.

e Competent
Conveys mastery, reliability, and professional authority.

Secondary (Supportive, Not Dominant)

e Sophisticated / Finesse
Subtle elegance through restraint, proportion, and clarity — not ornamentation.

e Modern / High-Tech (Measured)
Contemporary and current, but never trendy or experimental.

e Leader-like
Calm confidence, not dominance or bravado.
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Explicitly Neutral (Do Not Emphasize)

e Excitement — not energetic, playful, or bold for its own sake

e Ruggedness — not aggressive, industrial, or “battle-ready”

3. Jennifer Aaker Brand Personality Model (Guidance)
e Sincerity: Very important
e Competence: Very important
e Sophistication: Important
e Excitement: Neutral

e Ruggedness: Neutral

This places SL Financial firmly in the Competence x Sophistication quadrant, with sincerity as
a trust multiplier.

4. International Brand Requirement

SL Financial is an international brand, serving markets across:

e Africa

e Latin America
e Caribbean

e Europe

e Global insurance and reinsurance ecosystems
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Implications for Design

e No culturally specific symbols, metaphors, or idioms
e No regional slang or local visual clichés
e Neutral, globally legible typography and iconography

e Professional, institutional clarity over stylistic personality

5. Tone of Voice (How the Brand “Speaks”)

The SL Financial Tone Is:

e Clear and measured
e Calm and confident
e Direct without being blunt

e Professional without being cold

Think: explaining something important to an intelligent, time-constrained audience.
The Tone Is NOT:

e Salesy

e Promotional

e (Casual

e Playful

e Overly academic
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6. Language & Messaging Guardrails

Prefer Language That Is:

e C(Clear

e Structured

e Explainable
e Governed

e Transparent
e Modern

e Reliable

Avoid Language Like:

e “Revolutionary”

e “Game-changing”

e “Disrupt everything”
e “Break the system”
e “Al magic”

e “Bleeding edge”

SL Financial modernizes actuarial infrastructure — it does not overthrow actuarial judgment.

7. Visual Identity Implications (Critical for Design)

Visual Identity Should Feel:



Clean
Restrained
Balanced
Structured

Calmly authoritative

Achieve Sophistication Through:

Typography quality
Spacing and layout discipline
Proportion and hierarchy

Consistent systems

Avoid:

Fintech neon palettes

Crypto/Web3 aesthetics

Overly abstract or aggressive symbols
Decorative complexity

“Innovation theater”
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8. Logo Guidance (High-Level)

The logo should:

Signal stability, intelligence, and trust
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e Be legible at small sizes
e Work across regulated, professional contexts

e Age well over 10+ years

The logo should not:

e Look trendy or experimental
e Rely on clever visual tricks

e Feel playful, aggressive, or flashy

9. Final Design Test (Use This as a Filter)

If a design direction:

e Feels louder than intelligent — reject
e Feels cleverer than clear — reject
e Feels exciting before trustworthy — reject

e Would make a risk committee uncomfortable — reject

If it feels:

Quietly modern, precise, and institutionally credible — you’re on the right path.
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SL Financial — Brand Identity Translation Matrix

Issue / Tension

Identity Implication

DO (What to Emphasize)

DON'T (What to

Avoid)

Institutional vs

Modern institutional

Clean, contemporary layouts

Dated “enterprise”

Modern (credible first, with restrained typography; visuals OR flashy
modern second) modern SaaS polish layered startup aesthetics
onto institutional clarity
“How Conservative in Neutral color palette with one Bright, saturated colors;
conservative is claims, progressive | disciplined accent; modern Ul playful iconography;
conservative?” in execution patterns; clear hierarchy novelty for novelty’s

sake

Enterprise-grade
rigor

Visual seriousness
and precision

Grid-based layouts; structured
diagrams; strong typographic
rhythm

Abstract illustrations;
loose visual metaphors;
decorative graphics

Simplicity vs
sophistication

Simple, not
simplistic

Minimalist design with depth;
whitespace used intentionally;
refined typography

Oversimplified visuals;
cartoonish elements;
“consumer app” look

Trust & sincerity

Calm authority

Muted tones; legibility;

Aggressive contrast;

(very high) consistency across touchpoints | loud hero visuals;
over-stylized effects

Intelligence & Exactness in visual | Sharp alignment; consistent Visual noise; uneven

precision language spacing; data-forward visuals spacing; decorative

clutter

Low excitement /
low hype

Understated
confidence

Matter-of-fact headlines;
restrained motion; subtle
transitions

“Revolutionary,”
“game-changing,” or
hype-driven design
cues
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International
audience

Culturally neutral
professionalism

Neutral English; global visual
cues; accessible typography

US-centric slang;
cultural metaphors;
humor-driven visuals

consultants

Governance & Order and Structured layouts; repeatable Experimental layouts;

auditability defensibility components; non-repeatable visual
documentation-friendly design systems

Competing with Systems over Visuals that imply structure, “Whiteboard”

Excel & fragments continuity, repeatability aesthetics; messy,

sketch-like visuals

Not a consulting
firm

Software-first
identity

Product Ul glimpses; workflow
visuals; platform framing

People-centric stock
photos; “advisory firm”
tropes

Not a PAS
platform

Focused, not
sprawling

Modular visuals tied to
reserving/pricing/cat
governance

Suite-style “everything
platform” imagery

One-Sentence Identity North Star

SL Financial should look like modern actuarial infrastructure that a regulator
would trust and a lean actuarial team would actually want to use.

Practical Guidance for the Designer

e Aim for quiet authority, not disruption

e Lead with clarity, structure, and restraint

e Make the brand feel precise, international, and dependable
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e Modernize through execution quality, not visual novelty
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