
VOIP 
INNOVATIONS
Brand Style Guide  

Your apps. Our network. Let's do this.



WHO IS THIS 
GUIDE FOR?

VI employees, partners, and channel affiliates

must follow these guidelines when strategizing

around or publicizing their relationship to VI.

VI's Brand Style Guide  outlines general rules for

using VI's brand assets as well as creating and

distributing VI content. Consistent use of these

assets helps preserve and protect VI's identity,

allowing people to easily recognize brand

references. It is important that marketing

materials abide by these standards and use VI-

approved assets correctly. This guide helps to

meet these standards. 



Our story, brand promise, brand values,
unique selling proposition, vision and
mission 

4 -  B R A N D  O V E R V I E W  C O N T E N T S  

Logo, tagline, colors, typography,

sample graphics, merchandising

9 -  V I S U A L  G U I D E L I N E S

Web design, photography, video,

PowerPoint presentations and more

2 8 -  M U L T I M E D I A
G U I D E L I N E S

Language policy,  style, tone of voice,

editorial guidelines, terms sheet, social

media 

1 9 -  C O M M U N I C A T I O N
G U I D E L I N E S



B R A N D
O V E R V I E W

V I  i s  t h e  w o r l d ’ s  o n l y  f u l l - s e r v i c e  g l o b a l
c o m m u n i c a t i o n s  p r o v i d e r  o f f e r i n g  d e v e l o p e r s ,
e n t e r p r i s e s  a n d  c a r r i e r s  f o u r  a r e a s  o f  v a l u e :    
 
•  C a r r i e r  s e r v i c e s  
•  A p i d a z e  p r o g r a m m a b l e  t e l c o  A P I s  ( C P a a S )  
•  A  S h o w r o o m  w i t h  r e a d y - t o - d e p l o y  s o l u t i o n s   
•  P r o f e s s i o n a l  s o f t w a r e  d e v e l o p m e n t  s e r v i c e s    
 
W i t h  t h e s e  f o u r  a r e a s  o f  e x p e r t i s e ,  V I  e n a b l e s
c u s t o m e r s  t o  b u i l d  c o m p e t i t i v e ,  c o m m u n i c a t i o n -
e n a b l e d  m o b i l e  a n d  W e b  a p p s  t h a t  e f f e c t i v e l y
l o w e r  c o s t s  o n  T o l l - f r e e ,  f a x  a n d  g l o b a l  v o i c e
a n d  S M S  o r i g i n a t i o n / t e r m i n a t i o n .  
 
W e  b e l i e v e  o u r  h o l i s t i c  c u s t o m e r  a p p r o a c h  a n d
s t r o n g  s e r v i c e  p o r t f o l i o  c a n  g e n e r a t e
s u b s t a n t i a l  s u c c e s s  f o r  o r g a n i z a t i o n s  i n  t o d a y ’ s
s m a r t ,  d i g i t a l  w o r l d .   
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our story 

Establ i shed in  2007,  V I  has  qu ick ly  emerged as  a key  p layer  

in  the VoIP  indust ry .  Owned by  ABG Capita l—a 

forward-th ink ing bus iness  management  and funding 

organizat ion—VI  has  been commit ted to  de l i ver ing 

affordable ,  h igh-qual i ty  serv ice.  

 

For  10  years ,  V I  competed on i t s  technology t r i fecta of  

choice ,  automat ion and cont ro l ,  supported by  i t s  

award-winn ing BackOff ice p latform T i tan ium I I I .    

 

We cou ld have s topped there ,  but  we d idn ' t .  

 

In  response to  the rapid d ig i t izat ion of  bus iness ,  and the 

radica l  changes that  brought  to  work  and everyday l i fe ,  V I  

acqui red in  2017  the programmable communicat ions  AP I  

p lat form developed by  French-based CPaaS company ,  

Apidaze.    

 

Th is  acquis i t ion enabled a l l  of  V I ’ s  serv ices  to  be 

programmable ,  meaning customers  cou ld bu i ld  the i r  own 

custom so lut ions  wi th  rea l- t ime communicat ions  integrat ion 

us ing VI ’ s  re l iab le  and redundant  network .      
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V I ' S  B R A N D  P R O M I S E
TO EMPOWER ORGANIZATIONS WITH THE TOOLS ,  KNOWLEDGE AND

RESOURCES NEEDED TO CREATE POWERFUL GLOBAL COMMUNICATIONS
SOLUTIONS.

F U T U R E - P R O O F A D A P T A B L E D I S R U P T I V E

to  dr ive  last ing
sat is fact ion
and loya l ty  

to  ensure
susta inable ,

long- term
growth 

to  de l iver
game-changing

innovat ion
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V I ' S  B R A N D  V A L U E S
High Quality Service: We know it takes a tribe to achieve long-term success. That’s why our U.S.-based
support team works to take the complexity out of purchasing, provisioning, and routing phone numbers. It’s
why our development services team helps customers build the exact communications applications they need to
deliver the experiences their users expect. We tirelessly champion for our customers to stay competitive with
bigger rivals and capture larger market share. 
 
Affordability: We want our customers to reach beyond the realm of possibility, including budget. We take
pride in offering several competitive pricing packages, including customizable pricing that allows customers to
negotiate what works best for their budget. Pricing flexibility is key for long-term growth; a sentiment very
few, if any, CPaaS providers are willing to embrace.  
 
Global Reach: VI provides global coverage, including generous remote access, for customers to break
longstanding barriers and effectively expand their footprint.  
 
Transparency: Companies should have complete control over their numbers. Our position as a virtual
competitive local exchange carrier (CLEC) allows us to host our own numbers to provide complete carrier
transparency, enabling companies to pick and choose the numbers they want from the providers they want.
Our team provides unbiased advice on carrier selection so customers always maintain control over quality.  
 
Innovation: Smart companies understand the importance of smart investments in adaptable communications
technology. We’re prepared to help our customers stay on the cutting edge of CPaaS with the communications
and development tools needed to continually transform, disrupt and grow.  
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UNIQUE SELLING PROPOSITION: VI is the world’s only full-service global communications provider offering developers,

enterprises and carriers four areas of value: carrier services, Apidaze programmable telco APIs (CPaaS), a Showroom with

ready-to-deploy solutions, and professional software development services. 

 

OUR VISION: To increase the quality, value and impact of everyday customer and business outcomes. 

 

OUR MISSION: To break communications barriers and empower companies for the future of work.
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THE LOOK
V I ' S  V I S U A L  G U I D E L I N E S  
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L O G O ,  I C O N  &  T A G L I N E

VI's tagline: 

1. Sharp 

2. Clean 

3. Thought-provoking 

4. Forward-thinking  

5. Distinguished      

  

 

VI's Aesthetic in 5 Words:

VI's icon is much more versatile than its logo. It can be used with
both round and square corners. It can be subtly styled to fit into
existing  icon sets. The VI icon can lie on most colors.

DON'T: 

Change the color of the logo or icon to fit different campaign colors 

Remove core elements of the designs or  attempt to redraw 

Rotate in any way 

Stretch or distort in any way 

Add any additional typography  

  

 

Your apps. Our network. Let's do this.
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B R A N D  C O L O R S

"VI orange" 

CMYK: 0, 47, 78, 4 

RGB: 245, 130, 54 

WEB: #f58236

Accent  

CMYK: 96, 30, 0, 5 

RGB: 17, 169, 240 

WEB: #0aa9f1

Accent 

CMYK: 0, 0, 1, 60 

RGB: 103, 103, 102 

WEB: #676766 

Accent 

CMYK: 0, 0, 1, 9 

RGB: 233, 232, 231 

WEB: #e9e8e7 
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Body copy and subheads; preferable for Web

Ideal for titles and headlines

Body copy and subheads; preferable for print

Lato Lato Lato

League Spartan

Roboto Roboto Roboto

Quando

A great accent typography

T Y P O G R A P H Y
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SAMPLE 
graphics
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INFOGRAPHICS

VI BRAND BOOK  | 14



PRICE SHEETS
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FLYERS
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300px x 250px 
Created for AdRoll

320px x 50px 
Created for AdRoll

1200px x 637px 
Created for LinkedIn

198px x 344px 
Created for

website

455px x 160px 
Created for website

ADVERTISEMENTS
A sampling of recommended sizes based on ad project, with overall design look and feel
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M E R C H A N D I S I N G  

 

Merchandising guidelines can include: 
 
Logo dimensions  
Design placement 
Color palette (product colors vs. logo/icon colors) 
Voice/tone (if different from editorial guidelines)

VI BRAND BOOK  | 18



COMMUNICATION
guidelines
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ONE 
CONSISTENT 
NARRATIVE.

VI's Voice 

Professional 

Knowledgeable  

Friendly 

Understanding 

Stimulating 

Edgy 

VI's Tone 

Warm 

Casual 

Helpful 

Sympathetic 

Fun 

Language Policy

Parent company language : does
ABG Capital have certain
language guidelines that VI should
adhere to?  
 
Corporate language: Your CEO
speaks this, and so does pretty
much everyone at head office.
Most of your communications are
done in this language as well.
Could be the same or different
from your parent company’s
language. If different, please
elaborate. 
 
Local languages: Could be worth
considering, as VI has a global
footprint.
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G U I D E L I N E S
editorial

DIFFERENTIATE: Reimagine, don't regurgitate

KEEP IT RELEVANT: You’re writing to actual people; ensure

your content matters to them.

STAY CREDIBLE: Always quantify statements with fact-based

details.

IMPACT THE OVERALL EXPERIENCE: Create content that

supports the end-to-end customer journey. Consider the breadth

of every piece of content you create.

DELIVER REAL CUSTOMER VALUE: Your content should first and

foremost deliver real customer value and solve real issues they

face.

BOTTOM LINE: write from a helpful place where you're trying to

empower people to make better, more educated decisions for their

businesses. View our blog for more.
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VI TERMS SHEET

Apidaze WebRTC 

Apidaze SMS 

voice (lowercase when not paired with Apidaze) 

Apidaze Voice 

E911 

VoIP 

Showroom 

CPaaS 

Apidaze 

BackOffice 

VI 

VoIP Innovations 

Correct spelling of commonly used company and

industry terms
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SOCIAL MEDIA
guidelines
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SOCIAL ENGAGEMENT

When engaging across VI's social platforms (be it with customers, prospects or industry influencers)
please keep in mind the following:

DISCLOSURE: Take careful measure to ensure opinions and statements are VI's alone  

TRANSPARENCY: Be upfront and honest to drive loyalty and trust. If you make a mistake, admit it and course-correct immediately. 

RELEVANCY: Always think about how you can add value by presenting meaningful and intentional ideas/content 

VALUE EXCHANGE: Embrace every opportunity to foster partnerships and exchange value 

PRIVACY: Do not share any information that has been marked as internally confidential. Please reach out to VI's HR team for more

information. 
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SOCIAL CUSTOMER SERVICE

When delivering customer service over social media, please keep in mind the following:

Your social media customer service guidelines can include information such as: 

 

 
Those within the organization who are authorized to address social customer support inquiries 

How the company wishes to deal with complaints (such as how many social media interactions need to take place before the

conversation is brought offline, etc.)  

The target response time for social media customer service inquiries  

A set of key messaging for dealing with the most common general inquiries 

Next steps once the inquiry is addressed 
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SOCIAL IMAGE USE

These guidelines can outline the legal aspects of copyright and image licenses, as well as general
best practices.

Your employees should take away from these guidelines:  

 

 The best image size for each social media platform 

How to choose an effective social media image 

The differences in licenses and what image licenses they are permitted to use and work with 

Where to find free, high-quality imagery (i.e. Unsplash) 

The types of images that work with your brand voice  
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•To encourage compliance across your organization so that employees and executives know what is

expected of them on social media  

•To equip employees with the confidence they need to effectively engage on social media 

•To educate those in your organization on social media best practices 

•To help protect your brand’s reputation on social media

THE GOALS OF 
SOCIAL GUIDELINES

Questions to consider when creating social guidelines: 

What are your brand’s priorities?  

What kinds of social media activities would disrupt your brand’s social media strategy?  

Are there any sensitive areas you need your employees to know about?  

What kind of image and brand voice do you want to convey?
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MULTIMEDIA 
guidelines
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T H A N K  Y O U .
We realize these guidelines may seem complicated or challenging  to

follow. We appreciate the energy you put into protecting and

strengthening VI's brand.
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