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The Pepsi Brand guidelines are a comprehensive set of rules and guard 
rails created  to build a design language that will powerfully express the 
Pepsi personality across a range of touch points — from packaging to 
marketing and everything in between.

greaT Brands are BuilT wiTh

ConsistenCy, Continuity, 
CreatiVity and CoherenCe.
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story
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big 
bold 
blue 

welCoMe To The era oF:
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INDIA RUSEUR

AMEA

CAN USA

CHINA APACLATM

PePsi is a global brand
wiTh a Broad sPeCTruM oF idenTiTies.  we will CorreCT The 
FragMenTaTion and Build an eFFeCTiVe gloBal sYsTeM ThaT will driVe 
design eXCellenCe and Brand leadershiP.

we will BeCoMe a uniFied gloBal Brand.
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in 2014 we are going To 
reClaim our 
iConiC blue Color.
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BY driVing equiTY Color we will resTore  
the VibranCy and 
imPaCt of our brand 
and seeK To MaKe PePsi The 
ulTiMaTe ChoiCe For ConsuMers.
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dynamiC aCTiVe Blue 

authentiC reFreshMenT Cues

dramatiC lighTing

unexPeCted CroPs

foCused aTTenTion To deTail

Clear CoMMuniCaTion 

strategiC siMPliCiTY

To Be True and auThenTiC To our 
Brand PosiTioning, all oF our 
CoMMuniCaTions should Follow 
The esTaBlished design PrinCiPles.



Pop 
Culture

The Globe

Blue

Facts & symbols

Tone

Confident Knowing

CurrentDynamic

Stimulating
Refreshment

WHAT THE PRODUCT 
DOES FOR ME

HOW WOULD I DESCRIBE 
THE PRODUCT

WHAT THE BRAND
DOES FOR ME

HOW THE BRAND
MAKES ME FEEL

Inspiration

Irresistable
Taste

Socially
Connected

Open to new
Possibilities

Creative

Liberated

Elevating 
Hit

Iconic 
Sound

Electric 
Fizz

UNLOCK THE
EXCITEMENT

OF NOW
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brand wheel: 

we'll Be grounded in our Brand PosiTioning  
unloCk the exCitement of now
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•
Pop-up
Shows

•

•
Transit

•

•
Exhibits

•

•
External
Furniture

•

•
Broadcast

•
•

Outdoor
Billboard

•

•
Local

Promo
•

•
Premiums

•

•
Vending

•

•
Fleet

•

•
Stadium

•

RETAIL SIGNAGE

EVENTS

ADVERTISING
ON-LINE OFF-LINE

•
Digital

•

•
Sampling

•

Editorial
•

•
Food

Service
•

•
Artwork

•

•
Goods

•

•
Point

of Sale
• 

•
National
Promo

•

•
Packaging

•

UNLOCK THE
EXCITEMENT

OF NOW

trademarks
iCons
PhotograPhy
Colors
shaPes
tyPograPhy
symbols
illustrations
Patterns

The Brand wheel is aT The CenTer oF The  
Visual identity system (Vis)
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we'll work within a framework Context  
The Vis FraMeworK oFFers TargeTed and MeaningFul aCTiVaTion.

INTRINSIC
PHYSICAL

EXTRINSIC
EXPRESSION

SHARED
PROMO

PERMANENT TEMPORARY

ICONIC

VENDING

PACKAGING

FLEET

SIGNAGE

LOGOS

CORPORATE
COMMUNICATIONS

RETAIL

POINT OF SALE

SAMPLING

MERCHANDISING

FOOD SERVICE

ADVERTISING

PRINT

LOCAL

ADVERTISING

POSTERS

WALL PAINTINGS

WEBSITES

CONCERTS

LICENSING

TEEN 

COLLEGE

EVENTS

EXHIBITS

PREMIUMS

PROPERTIES

LICENSING

ADVERTISING

NATIONAL &
LOCAL PROMOS

Activations are long term, 
permanent touchpoints of 

the brand and usually have 
large captial investments.

Activations are product 
focused and could 

emphasize refreshment 
or desirabilty of the 

product. 

Activations tend to be 
much more themeatic. 
The brand would be 
layered with local or 
national programs. 

Activations are short term 
events with a stronger 

co-branding relationship.
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we BelieVe ThaT 
authentiCity is 
the benChmark 
againsT whiCh all Brands 
are now Judged.

we MusT Be auThenTiC.
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we're eVolVing

multiPle global systems

Breathtaking / rBsw / international

artifiCially enhanCed 
refreshment 

exaggerated and stylized 
refreshment cues

PePsi blue 
Blue can as lead

bbb 
Big Bold Blue

from

to

real refreshment 
authentic and appetizing 

refreshment cues

master brand 
holistic approach to Brand Pepsi
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draFT

2 
 
Visual
identity
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trademarks

iCons

PhotograPhy

Colors

shaPes

tyPograPhy

symbols

illustrations

Patterns

forms

oVerView of our brand elements
Visual identity system
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PePsi logo
The Pepsi logo is comprised of 
two elements: the globe and the 
wordmark. a set number of lockup 
variations of the Pepsi logo are 
available. The horizontal logo 
shown at right is the primary logo. 
The preferred usage appears on a 
Pepsi Big Bold Blue background. 

The logo must never be altered, 
modified or recreated. any attempt 
to modify or alter our logo is a 
violation of our standards.

PePsi logo elements

PePsi logo

2: wordmark

1: globe

imPortant note
More deTailed logo sPeCiFiCaTions are  
aVailaBle in The PaCKaging seCTion.
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our globe is the simplest,  
most immediate and most 
recognizable representation of 
our product. it builds upon our 
heritage, while communicating 
the confidence and renewed 
energy that represent our 
future. Consistent use will help 
build visibility, brand equity  
and global iconic status for 
our product.

PePsi globe

PePsi logo elements

thiCker stroke 
stroke has been 
increased to add 
confidence and 
impact.

imPortant note
More deTailed logo sPeCiFiCaTions are  
aVailaBle in The PaCKaging seCTion.
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thiCker letters 
letters are 10% thicker than 
previous logotype.

geometriC letters 
oblong letterforms were redrawn 
to reference the circular shape 
of the Pepsi globe.

rounded Corners 
Corners of all letterforms 
have been slightly rounded.

PePsi logo elements
old wordmark  (do not use)

new wordmark
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key identifiers
old Vs. new

rounded Corners geometriC lettersthiCker letters

new

old
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use the clear space 
shown to provide 
maximum legibility. 
The clear space 
is defined by the 
width of the “e” in 
the wordmark.

logo Clear sPaCe & minimum sPaCe
it is important to surround our logo with  
a healthy amount of room—clear space— 
so that it stands out in our communications.  
Clear space separates the logo from other 
elements such as headlines, text, imagery  
and the outside edge of applications. avoid 
placing any text or graphic elements within  
the clear space.

whenever possible, use more than the  
minimum clear space to allow the logo  
to receive maximum attention.

when reproducing our logo in print or online, 
consider its size and legibility. To ensure 
readability and reinforce our brand, never  
scale the logo such that the globe appears 
smaller than one .25” in diameter.

in some applications it will be necessary to use 
the logo at a smaller or larger size. in order to 
maintain the integrity and legibility of the Pepsi 
logo at all times, there is a unique version that  
has been optimized for use at a small size. 

Clear sPaCe

in print applications the minimum  
size should be a width of 0.25 inches.  
in digital applications the minimum  
size should be a width of 30 pixels.

0.25"

minimum size

x

xx

xx

imPortant note
More deTailed logo sPeCiFiCaTions are  
aVailaBle in The PaCKaging seCTion.
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global PePsi logos

english arabiC Chinese
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seCondary brand mark
The Pepsi globe is 
incorporated into the letter  
“p” of the Pepsi wordmark in 
our secondary brand mark.

The secondary brand mark is 
reserved for use on packaging 
and equipment, and should 
always be displayed with the 
primary logo.

 

seCondary brand mark Primary PaCkaging

Front of can side of can
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PePsi-Cola logo
our Pepsi-Cola logo is part  
of our heritage and should 
appear on packaging along 
with its legal notice.

legal noTiCe

a legal notice and a trademark attribution should 
appear on materials that include a logo with 
registration symbol. The standard language for 
these statements is listed at right:
 
PePsi, PePsi-Cola and the Pepsi globe  
are registered trademarks of PepsiCo, inc.

ContaCt your loCal trademark legal 
dePartment for Country sPeCifiC 
language and regulations.

PePsi Cola logo

aPPliCation examPles
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examPle

PePsi bottle CaP
The Pepsi Bottle Cap provides 
dimension and personality to 
the iconic Pepsi globe. it must 
always be used in combination 
with the Pepsi horizontal or 
vertical logo.

wet CaP ClassiC CaP

Pepsi logo would appear on back panel
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PePsi bottle CaP
in compostion the Pepsi  
Bottle Cap must be featured  
with the Pepsi logo in close 
proximity.

these assets must not 
be sCaled eQually

The Pepsi Bottle Cap and 
Pepsi logo should be 
scaled at varying sizes to 
avoid a direct comparison.

Vending machine

large Pepsi Bottle Cap combined 
with smaller Pepsi vertical logo

large Pepsi Bottle Cap combined 
with smaller Pepsi vertical logo 

Food service cup

sCaling examPles
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PePsi bottle CaP: don'ts
fliP

rotate

CroP or large sCale

multiPle CaPs

don't flip, crop, rotate or use 
multiple Pepsi Bottle Caps  
in compositions.
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Color

our Visual identity system is 
built on Celebrating, owning 
and aCtiVating our brand 
eQuity Color: blue. 
Big Bold Blue is: 
refreshing
Confident
dynamiC
energetiC
Vibrant

scientific color theory positions blue as an inherently cold  
and refreshing color. Blue is also bold, confident and strong. 
These characteristics embody our brand equity. Following  
these guidelines with careful attention to color management  
will elevate and strengthen our brand. 
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Color Palette
Core Color (big bold blue) logo Colors

ProduCt Colors

aCCent Colors

we have established a singular 
color palette for use across our 
enterprise. This helps to ensure 
that our communications 
appear unified and consistent, 
while providing an appropriate 
range of flexibility to address  
a variety of messaging and 
functional needs.

our colors, especially Pepsi Big 
Bold Blue, act as important 
identifiers to help distinguish 
the Pepsi brand and should 
always match the appropriate 
Pantone® color swatch.

PMs 300
PMs 185

PMs 
Cool 

gray 2
PMs 

blaCk 2

PMs 
185

PMs 2945

white PMs 313

PMs 
108

PMs 
376
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our color spectrum, both 
primary and secondary can  
be seen across our portfolio  
of products.

Color Palette

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013

ProduCt Colors

aCCent Colors (designs are subjeCt to Change)

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013

PEPSI PRODUCT LOGOS
AS OF AUGUST 27, 2013

PEPSI  PRODUCT LOGOSAUGUST 27, 2013
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Color Palette
To ensure that the colors  
within our palette reproduce 
consistently across both print 
and on-screen media, we 
have established exact color 
formulas.

note: while the CMYK specifications shown on  
this page provide a consistent starting point, 
always work closely with print vendors to ensure 
proper reproduction.

Color name

Pepsi Big Bold Blue

Pepsi logo Blue

Pepsi logo red

Pepsi silver

Pepsi white

Pepsi light Blue

Pepsi Black

Pepsi Cherry

Pepsi lemon

Pepsi lime

Core Color

logo Colors

ProduCT Colors

aCCenT Colors

sPot

Pantone® 300 C

Pantone® 2945 C

Pantone® 185 C

Pantone® Cool gray 2 C

n/a

Pantone® 313 C

Pantone® Black 2 C

Pantone® 185 C

Pantone® 108 C

Pantone® 376 C

Cmyk

100 42 0 0

100 69 17 3

0 100 82 0

19 15 16 0

0 0 0 0

100 12 18 1

0  0  0  100

0 100 82 1

0  6  95  0

54 1 100  0

rgb

0 92 184

39 81 184

201 0 44

208 207 204

255 255 255

0 142 183

0 0 0

197 20 47

247 218 11

148 187 30

hex

005cb4

004b93

c9002b

docecc

f f f f f f

008dbb

000000

c5142e

f7da0a

94ba1d

The colors shown on this page and throughout these standards 
have not been evaluated by Pantone, inc. for accuracy and 
may not match the PanTone Publication for accurate color. 
PanTone® is the property of Pantone, inc.

Color sPeCifiCations: all things non-PaCkaging*

note: Please refer to the packaging print guidelines for inX color 
match information on all can, label, shrinkwrap and paperboard 
wrap packaging needs.
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bbb baCkgrounds
Compositions should be built with our BBB backgrounds. The Big Bold Blue Pepsi 
backgrounds are an integral part of the global identity system and help support the 
world that lives around the products. They embody our core equities of energy and 
refreshment. our background blue values are deep, alive and vibrant. 

1: blue 2: gradient 3: brushed blue

aCCePtable use
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•  Maintain consistency in proportion of shadows and highlights 
allowing an overall Big Bold Blue color impression.

gradient usage

sQuare

extreme horizontal

extreme VertiCal horizontal
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• Grain should always be horizontal.
•  Maintain consistency in proportion of shadows and highlights 

allowing an overall Big Bold Blue color impression.

brushed blue usage

sQuare

extreme horizontal

extreme VertiCal horizontal
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using brushed blue
brushed blue highlight

highlight brushed bluebrushed texture

when combining product 
photography and Brushed Blue 
background, create dynamic 
compositions by arranging  
the product to align with the 
Brushed Blue highlight.

highlight
within the files for each 
Brushed Blue background 
you can slide the highlight 
layer to align with the focus 
of your composition.
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baCkgrounds: don'ts
• don'T change the orientation of which the grain runs.
• don'T invert the color distribution of the gradient.
• don'T stretch the gradient to fit extreme horizontal dimensions,
 all colors of the gradient spectrum must be visible.

VertiCal grain

inComPlete gradient sPeCtrum / sCaled texture

inVerted gradient too dark
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baCkground glow
baCkground with glow aPPliedapplying a glow behind our 

product, makes it pop off of the 
background and creates a 
dynamic look. 

glow highlight is 
CMYK 80 24 0 0

glow ComPositionsilhouette
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PhotograPhy

our PhoTograPhY sTYle 

exPresses the energy and 
oPtimism of our brand. 
when our ProduCTs and ConsuMers 
are PhoTograPhed in an auThenTiC, 
engaging Manner, iT sTrengThens 
our Brand Message.
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lifestyle PhotograPhy

(PhoTograPhiC sTYle  is in deVeloPMenT. 
CoMing soon.)
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we are aCTiVe, 
energeTiC, uPBeaT 
& Fun, Full oF 
Passion, and wiTh 
enThusiasM For liFe.

dynamiC

as a Brand our 
Tone is alwaYs...
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we are Courageous, 
eXPeriMenTal,
and unConVenTional.

Confident
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knowing

we are CulTurallY saVVY,
in-The-Know, and CleVer.
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Current

we are in and oF The 
MoMenT, TiMelY, and 
FasT To aCT.
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ProduCt PhotograPhy

our product photography should reflect the following principles:

heroiC

dynamiC aCTiVe Blue 

authentiC reFreshMenT Cues

dramatiC lighTing 

unexPeCted CroPs 

foCused aTTenTion To deTail

Clear CoMMuniCaTion



PePsi Global brand Guidelines 44

dynamiC ProduCt PhotograPhy
ProduCt PhotograPhy ComPositionnew product photography has 

authentic refreshment, dramatic 
lighting, and unexpected crops. 

Product has been shot with 
dynamic angles to create active 
layouts and capture attention.

whenever possible, use 
dynamic product close-ups 
with unexpected crops, for big, 
bold and impactful branding. 

dynamiC aCtiVe blue

unexPeCted CroPs

Clear CommuniCation

authentiC 
refreshment Cues

heroiC

dramatiC lighting
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ProduCt PhotograPhy
refreshment is captured in two 
photographic styles. "Classic" 
and "Chilled". You may select 
the most appropriate for the 
communication.

when photographing  
chilled products ensure the 
condensation is natural and 
authentic. The water should  
be subtle, not dominant. 

ClassiC Cans

Chilled Cans
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ClassiC Pet bottles

ProduCt PhotograPhy

Chilled Pet bottles

refreshment is captured in two 
photographic styles. "Classic" 
and "Chilled." You may select 
the most appropriate for the 
communication.

when photographing  
chilled products ensure the 
condensation is natural and 
authentic. The water should  
be subtle, not dominant. 
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ProduCt PhotograPhy
ClassiC glass bottle Chilled glass bottlerefreshment is captured in two 

photographic styles. "Classic" 
and "Chilled." You may select 
the most appropriate for the 
communication.

when photographing  
chilled products ensure the 
condensation is natural and 
authentic. The water should  
be subtle, not dominant. 
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refreshment Cues
CorreCt refreshment CuesProduct has been shot with 

realistic refreshment cues for 
authenticity to avoid fake or 
‘photoshopped’ condensation.

refreshment cues are  
real and captured with 
photography. 

not to be created digitally.
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refreshment Cues: don'ts
do notProduct has been shot with 

realistic refreshment cues for 
authenticity to avoid fake or 
‘photoshopped’ condensation.

don't show excessive  
ice or slush.

don't show exaggerated or 
unnatural splashing.

don't creates refreshment 
cues with Photoshop. 

don't show illustrative or 
unreal water drops.
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tyPograPhy

tyPograPhy exPresses 
our uniQue VoiCe 
and engages our ConsuMers.
using ConsisTenT TYPe sTYles and 
eXeCuTion is CriTiCal in MainTaining 
a uniForM PresenTaTion oF our Brand.
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tyPograPhy
sofia Pro, our primary typeface, 
is an essential part of the Pepsi 
brand personality. sofia Pro is  
a geometric sans serif that  
reflect the unique character of 
the Pepsi logo. as our primary 
typeface, assign it to all text  
within our communications 
materials. 

a full suite of sofia Pro weights  
is available.

note: when using sofia Pro, 
always set the tracking to -20.

sofia Pro blaCk
soFia Pro bold 
Sofia Pro regular
soFia Pro lighT

you may purchase sofia Pro at:
www.myfonts.com/fonts/mostardesign/sofia-pro/

big
deal

iT'S KiND of a

liVe for
now

CHILLY
FIZZY
FUN
ADD A PEPSI TO YOUR 
ORDER FOR ONLY $1 

XYZ
company

PLUS APPLICABLE TAX AND DEPOSIT. FOR LIMITED TIME ONLY.

sofia Pro

Fun For
under 
one DELICIOUS

BY THE DOZEN
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PePsi numerals
numbers are an important 
part of the world of Pepsi. 
They exist on packaging  
and in many pieces of  
brand communication. 

we have crafted a unique and 
proprietary set of numbers  
that have been drawn to 
reflect the visual equities of  
the Pepsi brand.

use these numbers to infuse 
more of the Pepsi spirit into  
our communications.

to use on:
PaCkaging
Pos aPPliCations

0123456789$���

1 2 34 5
examPles
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tyPe use

sofia Pro is used to express bold 
messages in an eye-catching way.  
Create rhythm in headlines with scale  
and contrast. use all caps and set tracking 
to -20 when use sofia Pro.

The Pepsi numerals should be used large as 
display numerals (e.g., value Pos). always 
follow the same sizing principles when working 
with numbers and prices.

use Pepsi numerals in headlines 
or in-line with sofia Pro. in these 
cases, sofia Pro numerals are to 
be used.

this is a 
headline
suBheadline

sofia Pro blaCk

norMal
Pepsi normal 

norMal
Pepsi normal 

suPersCriPT
Pepsi superscript 

suPersCriPT
Pepsi 
superscript 

soFia Pro lighT

sofia Pro (for headlines)

PePsi numerals (for standalone PriCing) do not

ParTY liKe iT's

2014
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“liVe for now” loCkuP
The liVe For now® lockup 
has been updated to follow
the new BBB guidelines and 
typeface.

use provided vector lockups 
for consistency across all
touchpoints. do not recreate.

Primary (horizontal) loCkuP

seCondary (left-aligned) loCkuP

do not place the Pepsi globe within  
the o of live for now.

do not
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3 
 
PaCkaging
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PaCkaging logo guidelines

To Be PlaCed neXT To or 
wiThin The nuTriTional Panel

Primary logo - VertiCal 
sPaCe

For VerTiCal sPaCe usage — Can & laBels
space should be determined by front facing 
panel when wrapped

For VerTiCal horizonTal usage — laBels
space should be determined by front facing  
panel when wrapped

Primary logo - horizontal 
sPaCe

seCondary logos

For Can usage onlY For laBel usage onlY
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logo alignment
VertiCal sPaCe logo alignment

Pepsi globes should be the same size and position throughout pepsi trademark.

horizontal logo alignment

Pepsi globes should be the same size and position throughout pepsi trademark. They should also be centered to top & bottom of label. 
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Can guidelines

CALORIES
PER CAN

150

XX
XX

X  
  P

LEA
SE 

RE
CY

CL
E

Serving Size 1 Can
Nutrition Facts

BOTTLED UNDER THE AUTHORITY OF 
PEPSICO, INC., PURCHASE, NY 10577
Product questions? 1-800-433-2652
PEPSI, PEPSI-COLA and the Pepsi Globe 
are registered trademarks of PepsiCo, Inc.
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Amount Per Serving
Calories 150

Total Fat 0g 0%
Sodium 30mg 1% 
Total Carbohydrate 41g 14% 

Sugars 41g
Protein 0g

Not a significant source of
other nutrients.
*Percent Daily Values are
based on a 2,000 calorie diet.

% Daily Value*

VERY LOW SODIUM

12 FL OZ
(355 mL)

Calories
105 5%

31%

0%

0%

<1%

Saturates
0g

Salt
Trace

27.5g
Sugar

Fat
0g

Ea
ch

 2
50
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de
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The secondary vertical
Pepsi logo should be used

on a CAN layout only.

There are 4 globe sizes
usage. Please refer to the

globe guidelines.

When the GDA
information is required
on the can, it should be

inserted within the
nutritional panel or over
the netweight — vertical

format preferred.

Pepsi Trademark copy is required 
on all cans & labels. Translate for 
specific markets as necessary.  

Please refer to the last page for
TM copy for each brand and 

contact your local trademark legal 
department for country specific 

language and regulations.

Nostalgic Pepsi logo should be 
placed in the nutritional panel 

whenever space allows.

The ® must be included. When ®  
is not feasible due to printing
limitations or other technical

constraints, the trademark copy 
must be used.

Please refer to the last page for
TM copy for each brand.

Net Weight base aligns with the bottom of 
nutritional copy — typography should be set 

using Berthold Akzidenz Grotesk · Medium Condensed
It can be purchased at www.myfonts.com

Empty space between 
elements should be divided 

equally — measure the
space from the Pepsi

globe. Do not include net 
content.

Align Pepsi logos
top & bottom.
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label guidelines

0
CALORIES
PER BOTTLE

m
ax

im
um

 ta
st

e
no

 s
ug

ar

SUGAR FREE • VERY LOW SODIUM, 35mg or less per 240 mL (8 fl oz).SUGAR FREE • VERY LOW SODIUM, 35mg or less per 240 mL (8 fl oz).

Serv. Size
1 Bottle
Calories 0

Nutrition
Facts

*Percent Daily Values (DV) are
  based on a 2,000 calorie diet.

Not a significant source
of other nutrients.

Amount/Serving % DV*

Total Fat 0g 0%
Sodium 65mg 3%
Total Carb 0g 0%
 Sugars 0g 
Protein 0g

PLEASE RECYCLE

XX-XXX

FP
O

CAFFEINE CONTENT: 115mg/20 fl oz. WWW.PEPSI.COM
Product questions? 1-800-433-2652

CARBONATED WATER, CARAMEL COLOR, 
PHOSPHORIC ACID, ASPARTAME, 
POTASSIUM BENZOATE (PRESERVES 
FRESHNESS), CAFFEINE, NATURAL 
FLAVOR, ACESULFAME POTASSIUM, 
CITRIC ACID, CALCIUM DISODIUM EDTA 
(TO PROTECT FLAVOR), PANAX GINSENG 
EXTRACT. PHENYLKETONURICS: 
CONTAINS PHENYLALANINE.
BOTTLED UNDER THE AUTHORITY
OF PEPSICO, INC., PURCHASE, NY 10577.
PEPSI MAX, PEPSI-COLA and the Pepsi 
Globe are trademarks of PepsiCo, Inc.

CARBONATED WATER, CARAMEL COLOR, 
PHOSPHORIC ACID, ASPARTAME, 
POTASSIUM BENZOATE (PRESERVES 
FRESHNESS), CAFFEINE, NATURAL 
FLAVOR, ACESULFAME POTASSIUM, 
CITRIC ACID, CALCIUM DISODIUM EDTA 
(TO PROTECT FLAVOR), PANAX GINSENG 
EXTRACT. PHENYLKETONURICS: 
CONTAINS PHENYLALANINE.
BOTTLED UNDER THE AUTHORITY
OF PEPSICO, INC., PURCHASE, NY 10577.
PEPSI MAX, PEPSI-COLA and the Pepsi 
Globe are trademarks of PepsiCo, Inc.20 FL OZ

(1.25 PT)
591 mL

Calories
105 5%

31%

0%

0%

<1%

Saturates
0g

Salt
Trace

27.5g
Sugar

Fat
0g
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There are 4 globe sizes
usage.  Please refer to the

globe guidelines

When the GDA
information is required
on the can, it should be

inserted within the
nutritional panel or over
the netweight — vertical

format preferred.

The secondary vertical
logo should be used

Nostalgic Pepsi logo should be 
placed in the nutritional panel 

whenever space allows.

The ® must be included.  When ® 
is not feasible due to printing
limitations or other technical

constraints, the trademark copy 
must be used.

Please refer to the last page for
TM copy for each brand.

Net Weight base aligns with the bottom of label 
— typography should be set using Berthold Akzidenz 

Grotesk · Medium Condensed
It can be purchased at www.myfonts.com

Empty space between 
elements should be divided 

equally — measure the
space from the Pepsi

globe.  Do not include net 
content.

Tagline typography should be set
using Sofia Semi Bold

It can be purchased at www.fontshop.com

Pepsi Trademark copy is required 
on all cans & labels. Translate for 
specific markets as necessary.  

Please refer to the last page for
TM copy for each brand and 

contact your local trademark legal 
department for country specific 

language and regulations.



PePsi Global brand Guidelines 60

logo orientation
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Promotional guidelines - Can
Value Promotion

295ml
CONT. NET.

REFRESCO
SABOR COLA

Una lata de 295 ml aporta:

% de los requerimientos diarios 
recomendados basados en

una dieta de 2 000 Cal

Energía
136 Cal

7%7%

Grasas
Saturadas

0 g

0% 38% 2%0%

Azúcares
34 g

38%

Sodio
39 mg

2%

Una lata de 295 ml aporta:

HECHO EN MÉXICO POR EMBOTELLADORES AUTORIZADOS BAJO 
LICENCIA DE PEPSICO, INC. PURCHASE, N.Y. RESPONSABLE DE 
FABRICACIÓN GRUPO GEPP, S.A.P.I. DE C.V., ESTHER TAPIA DE 
CASTELLANOS NO. 555, COL. SANTA FE, C.P. 45168, ZAPOPAN, 
JALISCO. 
INGREDIENTES: AGUA CARBONATADA, AZÚCARES (AZÚCAR Y/O 
JARABE DE MAÍZ), CARAMELO CLASE IV, CONCENTRADO PEPSI-COLA. 
® PEPSI, PEPSI-COLA Y EL LOGOTIPO PEPSI SON MARCAS 
REGISTRADAS DE PEPSICO, INC. CONSUMO PREFERENTE Y LOTE VER 
FONDO DE LA LATA. CONSÉRVESE EN LUGAR FRESCO. CUIDA EL 
AMBIENTE, RECICLA EL ENVASE.  0913
INFORMACIÓN NUTRIMENTAL POR ENVASE / LATA: Contenido 
Energético 136 Cal (578 kJ) • Proteínas 0 g • Grasas 0 g de las cuales: 
Grasa Saturada 0 g • Carbohidratos Disponibles 34 g de los cuales: 
Azúcares 34 g  •  Fibra Dietética 0 g • Sodio 39 mg
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Litho Limits 7.484”

Type Limits 7.048”0.218” 0.218”
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The promotional band must be 
in promo yellow.

The shape of the banner must 
be used as provided with 

rounded corners on the bottom.

Please allow generous clearance 
around the promo copy.  It is 
recommended it should be at 
least the height of the large 

number.

Center the promo snipe above 
the Pepsi logos

Pepsi also has a unique set of 
numerals, it should be used for 

value promotions only.

Pepsi Trademark copy is 
required on all cans & labels.  

Translated for specific markets 
as necessary.

Nostalgic Pepsi logo should be 
placed in the nutritional panel 

whenever space allows.

The ® must be included.  When 
® is not feasible due to printing 

limitations or other technical 
constraints, the trademark

copy must be used.

Net Weight base aligns with the bottom of 
nutritional copy — typography should be set 

using Berthold Akzidenz Grotesk · Medium Condensed
It can be purchased at www.myfonts.com

$ 2 19 79¢

NORMAL SUPERSCRIPT NORMAL SUPERSCRIPT

$ ¢ . 0 1  2  3 4 5 6 7 8 9

imPortant note:
 
We are CoNTiNuiNg To WorK oN THe 
ProMoTioNal aND Value SYSTeM.  
Please use the system shown here 
until we haVe a more Permanent 
solution. Please share all Promotions 
with the gbg design team.
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Promotional guidelines - Can
Value Promotion

295ml
CONT. NET.

REFRESCO
SABOR COLA

Una lata de 295 ml aporta:

% de los requerimientos diarios 
recomendados basados en

una dieta de 2 000 Cal

Energía
136 Cal

7%7%

Grasas
Saturadas

0 g

0% 38% 2%0%

Azúcares
34 g

38%

Sodio
39 mg

2%

Una lata de 295 ml aporta:

HECHO EN MÉXICO POR EMBOTELLADORES AUTORIZADOS BAJO 
LICENCIA DE PEPSICO, INC. PURCHASE, N.Y. RESPONSABLE DE 
FABRICACIÓN GRUPO GEPP, S.A.P.I. DE C.V., ESTHER TAPIA DE 
CASTELLANOS NO. 555, COL. SANTA FE, C.P. 45168, ZAPOPAN, 
JALISCO. 
INGREDIENTES: AGUA CARBONATADA, AZÚCARES (AZÚCAR Y/O 
JARABE DE MAÍZ), CARAMELO CLASE IV, CONCENTRADO PEPSI-COLA. 
® PEPSI, PEPSI-COLA Y EL LOGOTIPO PEPSI SON MARCAS 
REGISTRADAS DE PEPSICO, INC. CONSUMO PREFERENTE Y LOTE VER 
FONDO DE LA LATA. CONSÉRVESE EN LUGAR FRESCO. CUIDA EL 
AMBIENTE, RECICLA EL ENVASE.  0913
INFORMACIÓN NUTRIMENTAL POR ENVASE / LATA: Contenido 
Energético 136 Cal (578 kJ) • Proteínas 0 g • Grasas 0 g de las cuales: 
Grasa Saturada 0 g • Carbohidratos Disponibles 34 g de los cuales: 
Azúcares 34 g  •  Fibra Dietética 0 g • Sodio 39 mg
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DISFRUTA 295ml POR $180
The promotional band must be 

in promo yellow.

The shape of the banner must 
be used as provided with 

rounded corners on the bottom.

Please allow generous clearance 
around the promo copy.  It is 
recommended it should be at 
least the height of the large 

number.

Center the promo snipe above the Pepsi logos

Sofia Pro is the preferred font for promotional 
communication

Pepsi Numeral font should not be used for numbers 
when paired with offer copy.

Pepsi Trademark copy is 
required on all cans & labels.  

Translated for specific markets 
as necessary.

Nostalgic Pepsi logo should be 
placed in the nutritional panel 

whenever space allows.

The ® must be included.  When 
® is not feasible due to printing 

limitations or other technical 
constraints, the trademark

copy must be used.

Net Weight base aligns with the bottom of 
nutritional copy — typography should be set 

using Berthold Akzidenz Grotesk · Medium Condensed
It can be purchased at www.myfonts.com

imPortant note:
 
We are CoNTiNuiNg To WorK oN THe 
ProMoTioNal aND Value SYSTeM.  
Please use the system shown here 
until we haVe a more Permanent 
solution. Please share all Promotions 
with the gbg design team.
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Promotional guidelines - single serVe
Consumer Promotion - small label
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3Nutrition Facts

*Percent Daily Values are based on 
a 2,000 calorie diet.

Amount Per Serving 
Calories 100

 % Daily Value*
Total Fat 0g    0 %
Sodium 25mg    1 %
Total Carbohydrate 26g    8 %
   Sugars 26g  
Protein 0g  

Serving Size 8 fl oz (240 ml)
Servings Per Container 1.06

ICONIC
SUMMER
ICONIC
SUMMER
LOOK UNDER CAP

ENTER CODES ICONICSUMMER.COM

A promo red band should be reserved for value 
communications only — yellow or red bands are 

recommended for consumer promotions.

The shape of the banner should be used as 
provided.

Center the promo snipe above the Pepsi logos.

For small labels, it is recommended to keep the 
promo communication within the band to keep 

the label clean.

Sofia Pro is a preferred font for
promotional communication.

Sofia Pro
abcdefghijklmnopqrstuvwxyz

aBCDefgHiJKlMNoPQrSTuVWXYZ

Bands top & bottom 
of label should be in 

background blue

The Pepsi branding should be the most 
prominent element on the pack.

It must always be placed on the
approved light blue background

without any interference from the
promo elements.

imPortant note:
 
We are CoNTiNuiNg To WorK oN THe 
ProMoTioNal aND Value SYSTeM.  
Please use the system shown here 
until we haVe a more Permanent 
solution. Please share all Promotions 
with the gbg design team.
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FRISDRANK

1500 mL
(50 FL OZ)

COLLECT
CAP CODES FOR ICONS

COMBINE
YOUR ICONS

YOU
COULDWIN

PEPSI GEAR,

& MORE
TRIPS, APPAREL

ICONIC
SUMMER
ICONIC
SUMMER

COLLECT CODES. COMBINE ICONS. AND YOU COULD WIN.
ICONICSUMMER.COM

Promotional guidelines - multi serVe
Consumer Promotion

A promo red band color should be reserved for  
value communications only — yellow or red bands

are recommended for consumer promotions.

The shape of the banner should be used as provided.

Center the promo snipe above the Pepsi 
logo.

Sofia Pro is a preferred font for
promotional communication.

Sofia Pro
abcdefghijklmnopqrstuvwxyz

aBCDefgHiJKlMNoPQrSTuVWXYZ

Bands top & bottom 
of label should be in 

background blue.

The secondary branding 
must be included in the 
promotional panel — the 
size and position should 

align with the Pepsi globe.

It must have a blue
clearance around the logo.

The Pepsi branding should be the most 
prominent element on the pack.

It must always be placed on the
approved light blue background

without any interference from the
promo elements.

Make sure there is a 
clear space around the 

Pepsi logo so the branding 
stands out in our

communication.  The
minimum space is the 
width of the "e" in the 

Pepsi type.

The promotional elements can be
added on a secondary panel — it

should not exceed the width of the
Pepsi globe from the primary panel.

If partner logo is used, it should be
smaller than the Pepsi globe in the

secondary panel.

imPortant note:
 
We are CoNTiNuiNg To WorK oN THe 
ProMoTioNal aND Value SYSTeM.  
Please use the system shown here 
until we haVe a more Permanent 
solution. Please share all Promotions 
with the gbg design team.
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Promotional guidelines
Consumer Promotion

Promotional Band

Promo Copy/Art.  Width 
should be equal to Pepsi 

Globe on Front Panel.  
This rule applies for Multi-

serve bottles.

Promotional Band

Promo Copy/Art should 
fit within this space for 

Axl Bottle labels.

imPortant note:
 
We are CoNTiNuiNg To WorK oN THe 
ProMoTioNal aND Value SYSTeM.  
Please use the system shown here 
until we haVe a more Permanent 
solution. Please share all Promotions 
with the gbg design team.
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Promotional guidelines
Consumer Promotion

COLLECT CODES. COMBINE ICONS. AND YOU COULD WIN.
ICONICSUMMER.COM

COLLECT CODES. COMBINE ICONS. AND YOU COULD WIN.
ICONICSUMMER.COM

DISFRUTA 3LTS POR $180

Center the promo snipe above the Pepsi logo.

Sofia Pro is a preferred font for
promotional communication.

Promo blue

Promo red

Promo yellow

Blue or red bands
are recommended for
consumer promotions.

The shape of the banner 
should be used as provided.

The promotional band 
must be in promo yellow.

The shape of the
banner must be used as 
provided with rounded 
corners on the bottom.

Value ProMoTion

Please allow generous clearance 
around the promo copy.  It is

recommended it should be at least 
the height of the large number. $ ¢ . 0 1  2  3 4 5 6 7 8 9

Pepsi also has a unique set of numerals, it 
should be used for value promotions only.

Sofia Pro is a preferred font for promotional communication.  Pepsi Numeral 
font should not be used for numbers when paired with offer copy.

imPortant note:
 
We are CoNTiNuiNg To WorK oN THe 
ProMoTioNal aND Value SYSTeM.  
Please use the system shown here 
until we haVe a more Permanent 
solution. Please share all Promotions 
with the gbg design team.
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Serving Size 1 Can
Nutrition Facts

BOTTLED UNDER THE AUTHORITY OF 
PEPSICO, INC., PURCHASE, NY 10577
PEPSI NEXT, PEPSI-COLA and the
Pepsi Globe are registered
trademarks of PepsiCo, Inc.
Product questions? 1-800-433-2652
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Amount Per Serving
Calories 60

Total Fat 0g 0%
Sodium 60mg 2% 

Total Carbohydrate 16g 0% 

Sugars 15g
Protein 0g

other nutrients.
*Percent Daily Values are
based on a 2,000 calorie diet.

% Daily Value*

CALORIES
PER CAN

60

LOW CALORIE - 40 calories or less
per 240 mL (8 fl oz), LOW SODIUM

Pepsi NEXT 15g sugar;
Pepsi 41g sugar per 12 fl oz.

30% less sugar*
sweetened naturally with
stevia plant

* than regular Pepsi

12 FL OZ
(355 mL)

30
% 
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Promotional guidelines
new Violator examPle

Position the
violator per 

shown on both 
primary and

secondary panels.

"NEW" violator 
color must be in
promo yellow.

"NEW" violator is in the Pepsi font.  It should 
be at 100% and 0 tracking if translation is 

needed, please send back to support center 
for translation.

The "NEW" type 
should be the same 
height as the "pepsi" 

type from the primary 
logo.

“*than regular Pepsi” must be 
added on the back of pack

“*” must be added at  
“30% less sugar”
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Promotional guidelines: don'ts
no ProVoCatiVe nostalgiC material
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Promotional guidelines: don'ts
no heaVy Color take oVers
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Promotional guidelines: don'ts
no Point of sale adVertising
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Promotional guidelines: don'ts
no PhotograPhs of food
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Promotional guidelines: don'ts
no "liVe for now" on PaCkaging
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4 
 
aPPliCations
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hero glass
The updated hero glass should 
be used to represent Pepsi 
Master Brand whenever 
multiple TM brands are in play.

attributes

more realistiC fizz 
Complements real refreshment 
product philosophy 

no fake iCe 
Creates more realistic look, and 
adds to authentic refreshment 

uPdated logo 
is thicker and more legible 
from afar

axl glass
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Point of sale: CreatiVe aPProaChes
ProduCt-led lifestyle-led thematiC-led

• Product is hero
•  Utilizes Big Bold Blue 

refreshment graphics 
•  Best for value/refreshment/

branding

•  Lifestyle photography is hero
•  About the excitement of 

living in the moment
•  Utilizes Big Bold Blue
•  Best for value/refreshment/

branding

• Thematic  photography is hero
•  Utilizes Big Bold Blue 

refreshment graphics 
•  Best for Occasion/Partnership/

sports

note: examples are for visual reference only,  
use new photography when available. 
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Pos: hierarChy of CommuniCation
in-dePth

b 
Message

a 
ProduCT 
PhoTograPhY

Materials should 
provide a clear  
hierarchy of 
communication.

a 
leVel
The newsworthy photograph
piques the customers interest.

b 
leVel
The supporting information  
that gives character, definition,  
or detail to the photograph.

C 
leVel
relevant information to  
customers who are deciding to 
purchase but need more details.

d 
leVel
additional relevant and/or 
necessary sign-off information.

C 
releVanT 
CoMMuniCaTion

d
logo Train,  
liVe For now  
and legal CoPY 
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Pos: food serViCe
banner: food serViCe

banner: food Pairing
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Pos: food serViCe
dangler: ProduCt-led dangler: food Pairing
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Pos: food serViCe
table tent: ProduCt-led table tent: food Pairing
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Pos: small format
outdoor Pole sign: gmkt PriCe-led outdoor Pole sign: axl launCh
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bumPblaster: axl launCh

Pos: small format
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miniPole: saVe area CaseCard: saVe area

Pos: saVe area
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signs: Push/Pull

Pos: small format
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CaseCard: PriCe-led

Pos: large format note: examples are for visual reference only,  
use new photography when available. 



PePsi Global brand Guidelines 85

basewraP

Pos: large format
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additional Visual referenCe

Pos note: examples are for visual reference only,  
use new photography when available. 
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additional Visual referenCe

Pos note: examples are for visual reference only,  
use new photography when available. 
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Pos: lifestyle-led
miniPole CaseCard

note: examples are for visual reference only,  
use new photography when available. 
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Pos: thematiC-led
VertiCal horizontal

silhoueTTed PhoTo 
on Brushed Blue 
BaCKground

note: examples are for visual reference only,  
use new photography when available. 
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Pos: thematiC-led
VertiCal horizontal

silhoueTTed PhoTo 
on Brushed Blue 
BaCKground wiTh 
illusTraTion

silhoueTTed PhoTo 
on Brushed Blue 
BaCKground wiTh 
sTYlized PhoTo

note: examples are for visual reference only,  
use new photography when available. 
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eQuiPment
The vending machine design 
makes use of the Pepsi Bottle 
Cap logo and Brushed Blue 
background. The secondary 
vertical logo is used on the  
side panel.

Vending maChine



PePsi Global brand Guidelines 92

eQuiPment
Coolera variety of branding 

options are available for 
the cooler. don't mix and 
match the assets from 
each cooler option.
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eQuiPment
The fountain display is an 
extension of the over all look 
and feel, it contains refreshment 
cues through a vibrant 
background and a supporting 
fountain cup or Pepsi iconic 
brand mark.

fountain eQuiPment 
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food serViCe
fountain CuP

Front Back

Fountain cups use the Pepsi 
Bottle Cap on the front and 
the vertical brand mark on  
the back.
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fleet
bulk deliVery truCk sideThe bulk delivery truck design 

uses the dynamic Pepsi Bottle 
Cap and Brushed Blue 
background.
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FronT rear roll-uP door rear douBle door

fleet
The truck front and back use 
the horizontal logos and 
Brushed Blue background.

bulk deliVery truCk baCk
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fleet
The box truck design uses the 
Pepsi Bottle Cap and horizontal 
logos with the Brushed Blue 
background.

box truCk
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fleet
The back of the truck can  
be used for local market 
messaging or event specific 
promotions. Please share 
designs with the Pepsico design 
Center prior to printing. 

regional and eVent sPeCifiC truCk baCks
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semi-Permanent eQuiPment
raCktent barrel wraP
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semi-Permanent eQuiPment
umbrella
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extending big bold blue

There will be occasions where Big Bold Blue will need to  
be amplified with local customization or specific campaign 
related visuals. we will build a library of successful cases  
as these programs are developed.

Please refer to these examples for inspiration.
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Patterned tyPograPhy
example of typography used as a patterning 
element to build impact and interest to the Big 
Bold Blue system.
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Celebrating the globe
an example of leveraging the power of the Pepsi globe.  
The globe is a strong representation of color and shape 
and a powerful branding icon. 
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Celebrating the globe
an example of using the globe in new and exciting ways. 
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dynamiC PhotograPhy
an example of striking photography used in 
the Big Bold Blue system.  
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illustration elements
an example of exciting illustrative elements layered into the 
Big Bold Blue system. 
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textured blues and tyPograPhiC loCkuPs

TeXTured blues TYPoGraPHiC loCKuPs

an example of textured blues and interesting typographic 
lockups added to the Big Bold Blue system. 
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5 
 
logo
artwork
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in order to maintain the same impression and 
legibility of the Pepsi logo at all times, the outer 
ring of the Pepsi globe has been adjusted at  
three unique sizes: small, medium and large.

logo sizes are available for download online  
for the following logo versions: h1, h2, V1 and V2.

logo sizes

medium 
(For use 1.5” To 4”)

large 
(4” and larger)

small 
(For use .25” To 1.5”)

2.5" 2.5" and larger

1"0.25"

1"
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logo orientation
in order to maintain the upward motion and 
smiling quality of the Pepsi globe, the globe 
should always remain in a consistent, upward-
facing orientation. even when the wordmark is 
rotated, the globe remains vertical.

horizontal logos VertiCal logos

inCorreCt uses

h1 h2 V1 V2

• do noT rotate the horizontal logo to create a vertical version 
• do noT rotate globe or Pepsi wordmark
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a set number of color variations 
exist to accommodate different 
applications of the logo. The 
preferred treatment of the Pepsi 
logo is in full-color on a solid 
Pepsi Big Bold Blue background 
with a white wordmark. when 
the logo appears on white or 
light colored backgrounds, opt 
for the full-color logo with  
the blue wordmark.

reserve the one-color variations 
for situations where the use of a 
full-color logo is not feasible due 
to printing limitations or other 
technical constraints. 

logo Colors
full-Color 
reVerse logo 

full-Color 
PositiVe logo

one-Color 
reVerse logo 

one-Color 
PositiVe logo

use this logo variation on 
the all Pepsi Big Bold Blue 
backgrounds.

use this logo variation with 
the blue wordmark on white 
or light-color backgrounds.

use this logo variation on dark 
backgrounds where featuring 
the full-color reverse logo is 
either not possible or not desired.

use this logo variation on white  
or light backgrounds where 
featuring the full-color positive 
logo is either not possible or  
not desired.
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PePsi logo: registration symbol use
The Pepsi logo is the core brand element in our 
visual system. when we use our logo correctly 
and consistently, we reinforce our commitment  
to strengthening our brand. 

The Pepsi logo is a registered trademark 
(®); and use of the registration symbol (®) in 
applications is required to maintain and protect 
our ownership.

as a general rule the ® symbol must always  
be used with the logo.

The registration symbol should always appear  
to the right of and aligned to the base of the 
Pepsi wordmark. Master artwork is available  
that provides the registration symbol in a fixed 
size and position. 

when using the Pepsi logo at extremely large 
or extremely small sizes, the registration symbol 
might become either too prominent or illegible.  
in these situations, visually adjust the symbol. 

The Pepsi logo may be only be used without the 
registration symbol on packaging, when the legal 
notice line appears on the same surface in text. 

note: The registration symbol should appear  
with any other of our trademarks or service  
marks that are registered in the relevant 
jurisdictions. Verify marking requirements  
with global Trademark Counsel.

The Pepsi logo must be used with the registration 
symbol on all applications, including:

• Stationery
•   POS
•   Marketing, collateral and  

promotional materials
•  Print and outdoor advertising  

(e.g., magazine and posters)
• Television commercial sign off
• Direct mail
• Social media
• Mobile
• Websites
•   Merchandise
• Statements
• Forms 
• PowerPoint® presentations

The Pepsi logo without registration symbol may 
be used only on packaging, when it appears with 
the legal notice.

legal notice:
PePsi-Cola, PePsi and the Pepsi globe are 
registered trademarks of PepsiCo, inc.

ContaCt your loCal trademark legal 
dePartment for Country sPeCifiC 
language and regulations.

use of logo with registration symbol

use of logo without registration symbol

gloBe

PePsi logo

wordMarK

registration symbol  
base aligns with the 
Pepsi wordmark
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logo filename ComPonents
identifier
The “pepsi” prefix distinguishes
pepsi artwork from non-pepsi files. V1, V2,  
h1 and h2 identify which logo lockup the file is.

size usage
each logo version has three sizes - select the 
correct size logo for use in each application.
sm = small (.25" to 1.5" globe diameter)
med = medium (1.5" to 4" globe diameter)
l = large (4" and larger globe diameter)
all = 3 sizes in one file (small, medium, large)

Color
The logo has six versions:
pms = spot color

Four color process:
see color breaks on bottom of each logo page.

file extensions
.eps = Vector file, for use in print applications.
.png = rgB , for use on-screen or in  
office applications, such as Microsoft®  
word or PowerPoint®

pepsi_v1_3pms_nb_all.eps
idenTiFier

Color
pms = spot color size usage

File eXTensionno BaCKground
nb = no background
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6 
 
ContaCt
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ContaCt information

while we have made every 
effort to offer detailed 
explanations throughout these 
guidelines, we realize that 
adopting new standards is  
not always easy. if you need  
further clarification or have 
other requests please contact:

branding / PaCkaging graPhiC / design assets

sherrY VoYTeK
art director, global Beverages
sherry.voytek@pepsico.com

daVid Parsons
director, global Beverages
david.parsons@pepsico.com


