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our world today

7,003,338,846 billion people
roam around this planet.

Every single ONE of them
is looking to make a connection.
sure, people “connect” on social networking sites—they post, tweet, share and like. but what does it 

mean to make a true, intimate connection with someone?

You want to send a hug, wish them well, make them laugh, greet them on their special day or tell 

them how much they mean to you.

How can you connect?

Send a card with your sentiments exactly.
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What is Treat?
Refreshingly personal cards you can make in a snap.

Why Treat?
We believe greeting cards are like relationships— always special and never cookie cutter. Buying 

cards the “old-school” way can be a hassle, limiting and impersonal. We’re here to help people easily 

express themselves and connect with family and friends in authentic and meaningful ways.

Brand essence
Deepening personal connections

Values
Connection - we believe in personal, intimate and meaningful relationships.

Transparency - we don’t believe in pretense. Keeping it real is our deal.

Support - we’re here to help with anything you need.

Brand promise
Treat helps you personalize and send one-of-a-kind greeting cards that stand out from the crowd.

We make cards.
You make them mean something.
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Treat is a connection.

A chuckle. A smile. A confession.

Your best friend telling you “you still got it” on your 40th birthday.

Realizing you still have a crush on your husband (bald head and all).

It’s like finding a chimichanga under your pile of chips or a getting a hug 
when you least expect it.

It’s being there when things get tough and saying “I screwed up” or 
“I’m here for you.”

It’s leaving the cliches in the card aisle where they belong.

And using words that are yours, 
that make sense, that are brilliant 
not borrowed.
Write like you mean it. Don’t just think it. Say it. Share it. Send it.
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I want to send a card for my .

poignant 

intimate 

honest 

surprising 

affirming 

supportive 

warm

raw 

funny 

truthful 

relevant 

heartfelt 

sweet

birthday 

anniversary 

thinking of you 

missing you 

sympathy 

friendship 

mother’s day 

father’s day 

grandparent’s day 

i’m sorry 

congratulations 

get well

mom

brother 

boyfriend 

dad

sister

lover 

mother-in-law 

father-in-law 

husband 

co-worker 

boss

best friend 

son 

daughter
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I don’t know what’s 
better, your hair or 
my face.
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Happy anniversary, 
potato head.
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I still don’t know 
how you do it, 
Mom.
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YOU
COMPLETE
ME.
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Logo with Tagline

Logo without Tagline

KNOCKED-Out Logotype
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™

X

X

The Treat logo should always be surrounded by clear 

space. The clear space may be white, the natural color of 

the background, or a color from the Treat color palette.

The clear space around the logo is equal to 1/2x, where x 

is the x-height of the lower-case “r” in the logo. 

Always display Treat “tm” in the most prominent place - 

whether that be on the homepage, email or print. It must 

show up once.
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Personality
Raw - we are not afraid to be bold, intimate and vulnerable.

Smart - we use clever, quick-witted language.

Engaging - we pique interest and command attention.

Treat Voice
The Treat voice is personal, honest, raw, engaging, genuine and smart. When 

writing, think of what you would say in your day-to-day conversations with family 

and friends. We mimic the way real people talk. Our voice is not “marketing 

speak,” sappy or cliché. Instead, we are heartfelt, irreverent, supportive and even 

silly. The one constant is: our voice is always authentic.

NO YES

I love you, you sexy beast.

Pump up your cards with personality.

I totally screwed up and I’m sorry.

Get gifty with the most flexible gift card ever.

You are the love of my life, my sweetheart, my everything.

Personalize the perfect card.

I hope you accept my sincerest apologies.

You gift. They choose.



Manifesto
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Copy Guidelines

All caps, no punctuation (ex: ST. PATRICK’S DAY)

All lowercase, no punctuation (ex: thank you)

All caps, no punctuation (ex: GET SHOPPING)

All caps, no punctuation (ex: MOST POPULAR OCCASSIONS)

All caps, no punctuation (ex: FREQUENTLY ASKED QUESTIONS)

All lowercase, no punctuation (ex: shop now)

All lowercase, no punctuation (ex: photos on front)

Sentence case with punctuation (ex: Add a gift card. It’s the gift that lets them choose.)

Sentence case, no punctuation (Make it the best birthday ever with a gift card.)

Top nav

Left nav subcats

CTA buttons

Left nav category headers

Functional headers

Standalone text links

Top nav drop down

Marketing headlines and subcopy

Text links within copy
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“TREAT” Usage
As much fun as we could have using the word “Treat” as a noun or a verb, the Treat legal 

team has advised that the only acceptable use of the word “Treat”  is when it’s referring to the 

company the brand or its products. No exceptions! 

NO YES

Treat is the coolest way to send friends and family customized cards.

Treat cards help you say it your way.

Sending personalized cards is a real treat.

Treat your friends and family to awesome one-of-a-kind cards.
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PRIMARY SECONDARY

purple

PMS: 2622C
CMYK: 75, 100, 31, 22
RGB: 85, 25, 95

blown glass

PMS: 7465C
CMYK: 48, 0, 22, 0 
RGB: 124, 206, 207

cherry

PMS: 1925C
CMYK: 0, 98, 62, 0
RGB: 255, 0, 74

gray

PMS: 9A9B9C
CMYK: 42, 34, 34, 1
RGB: 154, 155, 156

spring blue

PMS: GOE 10215C
CMYK: 90, 10, 55, 0
RGB: 0, 157, 145

fall orange

PMS: GOE 1916C
CMYK: 0, 90, 90, 0
RGB: 231, 57, 12

summer gold

PMS: GOE615C
CMYK: 0, 50, 100, 0
RGB: 235, 151, 0

winter blue

PMS: GOE 6916C
CMYK: 85, 60, 5, 0 
RGB: 67, 103, 189

TERTIARY
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A B C D E F G H I J K L M N O P Q R S

T U V W X Y Z a b c d e f g h i j k l m n 

o p q r s t u v w x y z 0 1 2 3 4 5 6 7 8 9

Aa  Light

Aa  Medium Oblique

Aa  Light ObliqueAa  Heavy

Aa  Roman

Aa  Heavy Oblique

Aa  ObliqueAa  Black

Aa  Medium

Aa  Black Oblique

Avenir LT Std

A B C D E F G H I J K L M N O P Q R S
T U V W X Y Z a b c d e f g h i j k l m n 
o p q r s t u v w x y z 0 1 2 3 4 5 6 7 8 9

Aa  Regular Aa  Bold Aa  Italic Aa  Bold Italic

Arial
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you
did
it!

you
did
it!

pOppOpYaYYaY

wOw

cheerscheers

WaY to

gO
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Make A Killer Cardbuy now



Cards in merchandising
Our cards tell a story and reflect who we are as a brand. 

The photography, copy and style come together to 

express an authentic connection through personalization.

Choosing the cards

Always showcase cards that showcase personalization. Whether that 

is expressed through editable type or photos, make it clear that the 

customer can manipulate the card to make it their own.

Consider the following when choosing cards for any channel:

1. Type is editable

2. Design makes a bold impact

3. Design expresses the season

4. Type is legible and a quick read

Photography and copy in cards

Photography in product should feel real. We don’t use models. 

We use real people. It should complement the copy on the card, 

seamlessly working together to create a personalized experience 

and tell a story.
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Photography
Photography expresses our brand essence by capturing a 

moment—a time that was only meant for the people in it.

Photography of product

We use simple, clear photography. In layouts, use only one card per 

marquee. 

We have two ways to showcase cards: bird’s eye view or eye level. Both 

must be uncluttered and display the card’s features.

The card photography should have strong shadows and depths of 

field—as a customer, you should feel like you can reach in and pull the 

card off the page.
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Partners
If mentioning an affiliation is not required by the partner, 

the Treat™ brand name should stand on its own, without a 

qualifier. This is the preferred route.

If mentioning in a partner channel (ie: on Living Social’s site 

or in their emails) the copy can read “Treat, a Shutterfly, Inc. 

brand...” but we will also need to footnote with “Treat is a 

trademark of Shutterfly, Inc.”
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