
MicroAire Brand: 
Case Study
ABOUT 
MicroAire is a relatively small, private medical device 
manufacturing company with 150–200 employees that 
revenues $50–$100 million. 

Founded in 1979 with pneumatic-powered orthopedic 
surgical instruments, they later acquired a ground-
breaking, minimally-invasive instrument for the endo-
scopic treatment of carpal tunnel syndrome. 

CHALLENGE
The company introduced products in an entirely 
different specialty—plastic surgery—nearly 20 years 
ago, starting with the first pneumatic-powered instru-
ment made especially for liposuction. 

Since then, the brand did not clearly reflect this shift 
in the business strategy and became stagnant, which 
created inconsistent visuals and messaging.

In addition, a new organizational strategy that consol-
idated the previously segmented company sparked an 
immediate need for refreshing the brand.

GOALS
Communicate to a broader audience while enhancing 
the image, increasing brand recognition, and solidi-
fying core values.

CONSTRAINTS
The logotype must remain due to budget constraints. 

RESULTS
A brand refresh was adopted internally and rolled out 
externally over several months. The refresh added 
value to prospective users through a variety of new 
marketing and sales tools.

RESPONSIBILITIES & CONTRIBUTIONS
Art direction and lead designer for:

•	 Visual identity/style guide

•	 Product photography

•	 Motion graphics

•	 Brochures/catalogs

•	 Print/digital advertising

•	 Packaging visuals

•	 Exhibit graphics

•	 Newsletters

•	 Email campaigns

•	 Website and e-commerce UI redesign



We worked with marketing to understand market 
research and business goals, create a visual competi-
tive analysis, audit a hodgepodge of disjointed assets, 
and consult with colleagues and sales representatives 
throughout the company. 

Through our preliminary outreach and research we 
learned that surgeons generally were unaware of the 
scope of MicroAire’s products. 

Process

•	 In-depth audit of all assets

•	 Internal & external interviews

•	 Visual competitive analysis

•	 Work with sales & marketing to understand 
customer personas and their journey
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SLIC Screw System

              

Centerline™ Endoscopic Carpal Tunnel Release

Surgical Technique
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REPAIR TECHNOLOGY

Hand and Wrist  
THE NEXT GENERATION IN

#004C95 #005FB2 #3D3D3D

#00B2EE #231F20 #F4F4F4

#F9C72F

Competitor’s Visual Identities

Page 7 of 10
Color Study - Confidential
M

arketing Com
m

unications, M
icroA

ire Surgical Instrum
ents LLC

To learn more about these and 
other innovative products, 

call 800-448-6506 or 
visit ConMed.com.

Y-KNOT® FLEX 
ALL-SUTURE ANCHOR

M-CLASS® 
BLADES

Hall 50™

Powered Instruments System
Built upon 50 years of dependable power and engineering expertise,  

the Hall 50™ System combines precise performance, reliable power  

and convenient sterilization into one solution that delivers unmatched 

value for hospitals, surgeons and OR staff.

DRILL-REAM 
ATTACHMENTS AutoclAvAble BATTERy oScIllAtING SAW RecIPRocAtING SAW WIRe/PIN DRIVING

Learn more about  
these and other

innovative products.
Call 800-237-0169

or visit linvatec.com.

Powered Instruments System™

A system of oscillating saw blades to support all total knee replacements 
and other large bone procedures.

        Hall® Classic Blades

Their Hub
Your Value

Hall® Oscillating Blades 

Now you can get Hall’s reliable performance and proven 
tooth design to use with your Stryker handpiece.

One versatile blade system, five blade profiles with six 
different thicknesses

Innovative tooth set design for optimal cutting efficiency

Ribbed design incorporated into blade body for  
reduced heat generation

Bold depth marks for channel depth identification

Hub designed for compatibility with Stryker  
Systems 2000, 4, 5, 6 & 7

For a fixed monthly fee, we’ll automatically and 
immediately replace any non-functional batteries 
at no cost to you for up to three years.

   YEAR 1

$900
   YEAR 2

$900

THREE-YEAR WARRANTY PROGRAM

Worry-free lithium battery replacement 
for just $75* per month.

   YEAR 3

$900

Program Benefits:
Peace of Mind
-   100% no charge Battery 

and Charger replacement

-   Available in 2 or 3 year 
contract terms

Financial Flexibility
-   No surprise expenses; fixed 

monthly billing

-   Free financing with monthly 
payments

-   Ability to use operations budget 
rather than capital budget

Learn more about the Worry-Free Battery Replacement 
Program. Contact your local ConMed Linvatec 

sales rep or call 1-855-888-7952  

*Pricing reflects replacement cost per lithium battery.  ©2013 ConMed Corporation. All rights reserved. M2013236 8/13

Worry-Free Battery 
Replacement Program
Eliminate the uncertainty and sudden costs of unexpected battery failure 
with the industry’s first “Worry-Free” Battery Replacement Program.

Midas Rex® Legend® 
Electric Motors

Neurosurgery
PRODUCT CATALOG

#009cd9 #221e1f #97999C

#83BEDD

#A99A69 #0A3D60 #E1D9C6

#002554 #0085CA #004B87

Page 9 of 10
Color Study - Confidential
M

arketing Com
m

unications, M
icroA

ire Surgical Instrum
ents LLC

STRYKER SURGICAL

COMMITTED
TO YOUR SUCCESS.

Recon Power Tools

System 7

9342 Total Con�dence Logo Grp Fnl | 1.4.12 | je�@allied-art.com 
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Oscillating Tip Saw
Precision
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C:M:Y:K:

7341000

C:M:Y:K:

00082.5

in Absolute Control
The Next Generation 

High Speed Performance

58% faster for smoother,  
more efficient cuts*

#000000 #eead1d #767676

#003355 #5a8fd1 #abc734

#ffb124#d5d9dc
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Before After

Before After

Before After

NON-INVASIVE BODY CONTOURING 
& CELLULITE TREATMENT

BodyFXTM

Body Contouring
and Cellulite
Treatment

Safe, gentle and 
effective body 

contouring solution

BodyFXTM

by

VBFPB11113

www.inmodemd.com

Dr. S. Mulholland

Jannae Beauty Institute

Dr. S. Mulholland

Dr. S. MulhollandDr. D. Duncan

Before After

BodyFX is the first, and only, 
technology which not only uses 
advanced, focused radio-frequency 
energy to target fat specifically, 
but also tightens the collagen 
and dermis. The result is not 
just a reduction in fat, but also 
a remodeling and tightening 
of the skin - which is everyone’s 
dream goal for body sculpting. 

DR. A. NELSON

Before After

BodyFX is really unique and 
stands alone as an excellent way to 
treat stubborn body fat areas with 
little to no pain or side effects. 

DR. M. SAPIJASZKO

Before

FORMATM

by

VFOPB10613

Discover 
Younger
Acting Skin

Before After

Before After

Dr. A. Nelson

Dr. S. Mulholland

Dr. S. Mulholland

Safe, gentle and 
effective skin 

treatment www.inmodemd.com

FRACTIONAL THERMAL CONTRACTION

FORMATM

Before After

With Forma, when you heat up the tissue, 
it feels like a warm and comfortable 
massage. My patients don’t complain of 
pain - they tell me it’s more gentle. 

DR. R. NOODLEMAN

For my high profile VIP’s and actors, this 
is the perfect treatment to provide lifting 
and firming without any evidence of 
having had surgery or any side effects. 

DR. J. DIAMOND

Before After

Dr. H. Ohanian

Before After Before After

Before After

Before After

Before After Fractora achieves full-scale treatment 
depths with tunable fractional energy 
to improve superficial skin tone 
problems (photo damage) to deep 
textural concerns (wrinkles, acne 
scarring and skin contraction).

DR. A. NELSON

FRACTIONAL SKIN TREATMENT

FRACTORATM

Rejuvenate
and Restore
Your Skin

Safe, gentle and 
effective skin 

treatment

FRACTORATM

by

VFRPB10613

www.inmodemd.com

Dr. G. Lask

Dr. H. Ahn

Dr. S. Mulholland

Dr. T. Loeb

Dr. G. Lask
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ProLipo PLUS ™ + TempASSURE ™

High-Power, Laser-Assisted Lipolysis Delivered Safely 

Page 18 of 10
Color Study - Confidential
M

arketing Com
m

unications, M
icroA

ire Surgical Instrum
ents LLC

Page 6 of 10
Color Study - Confidential
M

arketing Com
m

unications, M
icroA

ire Surgical Instrum
ents LLC

SURGICAL POWER & ACCESSORIES

Expect Quality 
Demand Brasseler 

Made in USA

SMALL BONE PRODUCT CATALOG

For complete product offering, reference Product Catalog, Vol. 1O

Precision 
Instrumentation 
You Can Trust
ADDING VALUE IN THE OPERATING ROOM
AND TO THE BOTTOM LINE

JuggerKnot and JuggerKnotless Soft Anchor  

All-Inclusive Brochure

ALL INCLUSIVE KNEE BROCHURE

#C3002F #55555A #1476c6

#009DDE #001A8A

#90C73E #383839 #58585A
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TRANSFORM 
      your  BODY

The non-surgical body contouring  
treatment that freezes away stubborn fat.

coolsculpting.com

without surgery
           or downtime.

RESEARCH & DISCOVERY

Process Preview: Audit of brand assets, visual competitive analysis, and initial notes.



BRAND ATTRIBUTES

PROFESSIONAL RELIABLE TRUSTWORTHY CONSERVATIVE QUALITY

PROFESSIONAL TRUSTWORTHY QUALITY

As part of the research and discovery phase, we narrowed 
down keywords to visualize the brand’s personality.

Attributes were condensed down to three after we reached a better understanding 
of the culture, goals, and current perception of the company.



Examining the relationship between the products and 
MicroAire was crucial to define before moving onto 
the visual strategy.

Previously, MicroAire and its orthopedic products 
adhered to the same colors and logotype, which 
blurred the distinction between product and parent 
company.

Plastic surgery products had an entirely different color 
scheme with no strong visual connection to the corpo-
rate identity beyond the use of the logotype.

We needed to establish MicroAire as the parent 
company of all products from a visual and content 
perspective. By better defining this hierarchy, we unify 
MicroAire’s offerings under an overarching mission 
and vision and create a supported brand system for 
continued growth and expansion.

Simplified Hierarchy 

Brand architecture defines the different levels 
within a brand and provides a hierarchy that 
explains the relationships between the different 
products, services, and components that make 
up a company’s portfolio of offerings. 

BRAND ARCHITECTURE 

Process Preview: Original Marks and Hierarchy



COLOR STRATEGY
Most of MicroAire’s products were transitioning to blue over 
many years. Upon research, we found that most users asso-
ciate the blue devices with MicroAire. 

Since the majority of competitor products are typically 
black or silver, we opted to deviate from the previous red/
black and explore the use of a blue color scheme within 
the corporate identity to strengthen the visual connection 
between MicroAire and its products. 

#2185D5 #303841 #3A4750 #E1E8F0

#2F52C7 #2185D5 #82BC00 #430098 #FAFAFA

#0047D5 #303841 #73818D #E1E8F0

Web

1

2

3

4

5

6

Pros:
Light blue is bold and stands out. Creates a very 
clean feeling design. Will easily apply to both 
aesthetics and orthopaedics.

Cons:
Blues are becoming very popular with competitors; 
won’t stand out as well. Possibility of confusion with 
Aesthetics logo (is MicroAire just an aesthetics 
company now?)

Pros:
Darker blue is bold and stands out. Will easily apply 
to both aesthetics and orthopaedics. Secondary 
colors (light blue, green, and violet) can be used to 
call out products and catch one’s eye. Colors di�er 
from the competition. Darker blue re�ects the color 
of our products (e.g. SmartRelease, PAL, and power 
handpieces).

Cons:
Blues are becoming very popular with competitors. 
Colors can be used to call out a line of products, but 
don’t want to indicate segmentation. 

Pros:
Very bold “electric” blue stands out. Will easily 
apply to both aesthetics and orthopaedics. 

Cons:
Must limit usage of blue since it can become 
overwhelming (similar to the current red). Should use 
more gray to create balance.

#009FDF #303841 #E1E8F0

Pros:
Utilizes bright blue with a softer blue that gives it a 
calming sense.  The lighter blue with the bright blue 
is clean and relaxed.

Cons:
Similar to Aesthetics logo (possibility of confusion). 
Similar blue of some competitors.

#2185D5 #430098 #303841 #E1E8F0

Pros:
Light blue and violet stands out more from 
competitors. Violet creates ability to call out speci�c 
signage/information. Resognates well with plastic 
surgeons & many patients.

Cons:
Violet can be viewed as “too feminine” in western 
cultures. Drastically di�erent.

#85A6B1 #414A50 #8BD7D1 #CAEDDE

Pros:
Utilizes lighter colors. A dark gray is used on the logo 
for emphasis while a lighter gray for the tagline and 
the big “M.” The lighter teal colors are more soothing 
and relaxed, and very di�erent from the competition. 

Cons:
Drastically di�erent from current company and 
Aesthetics logo. Not very bold, easy to blend in. May 
not resognate with orthopaedic surgeons as well as 
plastic surgeons. 

#333F48 #0075BB #888B8D #D2D2D2

7

Pros: 
Dark blue-gray is simple. Doesn’t call too much 
attention to the logo. Blue can be added to the large 
“M.” Attention focused on product rather than logo. 
Not a drastic change from our current logo (more 
subtle).

Cons:
Not bold or as colorful. Blue doesn’t stand out as well. 

Web

#333F48 #6EBE44 #009FDF#E1E8F0

8

Pros: 
Green is vibrant, energetic, and symbolizes 
life/growth. Different from the competition (apart 
from Biomet). Secondary blue can create balance 
with the green when needed. 

Cons:
Could be too closely associated with Biomet (also 
uses green and gray).  Drastically different from both 
aesthetics and orthopaedics. 

#009FDF #303841 #E1E8F0

Pros: 
Blue is less overwhelming. Breaks up the color. 

Cons:
Dark gray is plain when tagline does not accompany 
the logo. 

9

#333F48 #7CC242 #FF9A22#E1E8F0

10

Pros: 
Green is vibrant, energetic, and symbolizes 
life/growth. Different from the competition (apart 
from Biomet). Secondary orange and blue creates 
balance. Lightweight colors are still strong but not as 
bold.

Cons:
Could be too closely associated with Biomet (also 
uses green and gray).  Drastically different from both 
aesthetics and orthopaedics. 

#009FDF

#2185D5 #303841 #7CC242 #FF9A22

11

Pros:
Secondary colors can be used as indications or hints 
on certain products. Very diverse color scheme. 
Bright and noticeable. Different from the competi-
tion.

Cons:
Too many secondary colors could cause confusion if 
not used properly. 

#009FDF

Process Preview: Color Study

Color Palette

The primary color palette uses blue and grays with cool undertones to 
represent stability, trust, and cleanliness. It is closely associated with azure 
blue, which is midway between blue and cyan, and is often described as the 
color of the sky on a clear summer’s day. 

A flexible, contemporary secondary color palette also can be used for 
secondary visual identifiers; it also provides a more robust palette for 
marketing literature.

Pantone 7541 Pantone 7544 Pantone 432
CMYK 7 1 3 2 CMYK 35 14 11 34 CMYK 65 43 26 78
RGB 221 229 237 RGB 118 134 146 RGB 51 63 72
HEX #DDE5ED HEX #768692 HEX #333F48

Pantone Process Blue
CMYK 100 13 1 2
RGB 0 133 202
HEX #0085CA

Pantone 368 Pantone 1495 Pantone 2985
CMYK 65 0 100 0 CMYK 0 46 78 0 CMYK 60 0 3 0
RGB 120 190 32 RGB 255 143 28 RGB 91 194 231
HEX #78BE20 HEX #FF8F1C HEX #5BC2E7



LOGO & TYPEFACE CONSTRAINTS

Logotype

Working with the previously established logotype, we 
continued the use of sharp, upward angles in visuals 
throughout the identity.  

Typeface

We opted to continue the usage of the sans serif, Myriad Pro, due to its 
excellent versatility. Myriad also offers flexibility and language support for 
the majority of translated content. 

-38.25°

-3°

-25°

-10°

Bold

Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklm nopqrstuvwxyz 
1234567890!&()+=/<>,.;%$#@!?

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz 
1234567890!&()+=/<>,.;%$#@!?

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!&()+=/<>,.;%$#@!?

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890!&()+=/<>,.;%$#@!?

Bold Myriad Pro

Bold Italic

Italic



BRAND GUIDELINES
 4 of 30

 MicroAire® Brand Guidelines February, 2020

OUR MISSION
MicroAire is a team dedicated 

to enhancing quality of life by 

providing innovative surgical 

solutions that improve surgeon 

and patient outcomes.

OUR VISION
For Surgery. For Life.

OUR VALUES

Striving for excellence in all we do and who we are.

Customer centric both internally and externally.

Teamwork through open and honest relationships.

Courage to innovate in an environment that encourages creative solutions.

Empowerment through ongoing learning and development.
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Charlottesville, VA

San Fernando, CA

The Drill, O
scillating and Reciprocating Saws

A team of engineers working in San Fernando, California, 

developed a set of three powered surgical instruments—a 

drill, a
n oscillating saw and a reciprocating saw for 

orthopaedic surgeons to operate on bones and joints. 

The instruments were made with miniature vane motors, 

and powered by compressed air found in most hospital 

operating rooms. They quickly won praise from surgeons 

who valued the precise control, unobstructed vision, 

high degree of torque and smooth running without 

vibration.

Wire-Driver and Bone Chisel

Two more instruments were introduced. A wire-driver, 

used to secure bone sections with stainless steel wire, 

and a bone chisel. Once again the community of 

orthopaedic surgeons embraced the new tools and 

the reliability of the company behind these innovations.

Named MicroAire

The company became a member of the Marmon 

Group and was named MicroAire Surgical 

Instruments. 

First Line of Pre-Sterilized Burs, Blades and Drills

MicroAire introduced the industry’s first line of pre-

sterilized, packaged, disposable burs, blades and drills 

for its instruments. 

The company continued to produce new and innovative 

products, and saw its sales expand into the global 

marketplace. 

Relocated to Charlottesville, Virginia

From this new location, MicroAire launched a new line of 

small-power orthopaedic surgical instruments powered 

by a separate microprocessor console controlling the 

rpm, torque limits, handpiece recognition and irrig
ation 

system.

Endoscopic Carpal Tunnel Release Device

Acquired a ground-breaking, minimally invasive 

instrument for the endoscopic treatment of carpal 

tunnel syndrome. 

PAL® (Power-Assisted Liposuction)

Introduced the first pneumatic-powered instrument 

made especially for plastic surgery lipoplasty named 

the PAL® (Power-Assisted Liposuction). PAL® is now 

the number-one, power-assisted lipoplasty device in 

the world.

Colson Associates 

MicroAire became part of a family of medical 

companies under Colson Associates, Inc. 

First NiMH Battery

Introduced the industry’s first Nickel Metal Hydride 

(NiMH) battery-operated instruments. They are the 

longest lasting, most powerful and best-warranted 

battery on the market.

Endotine® 

Acquired Endotine®, which is used in a variety of facial 

procedures, including brow lifts, midface lifts, face lifts 

and neck lifts. 

1977

1979

1995

1998

2002

2010

1981

1990

1978

Today

MicroAire’s cost-containment pricing 

and quality craftsmanship ranks 

MicroAire as a top manufacturer in 

the medical device industry for over 

three decades. MicroAire cherishes its 

reputation as a company whose perfor-

mance is matched by its commitment to 

integrity and to continuously improving 

surgeon and patient outcomes.

OUR HISTORY from Coast to Coast

W
H

O
 W

E 
A

RE

 6 of 30

 MicroAire® Brand Guidelines February, 2020

Identity System

 Guidelines for our visual identity including colors, logos, typography and photography.
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COLOR SYSTEM

ID
EN

TI
TY

 S
YS

TE
M

Spot Color Pantone® 7541

Pantone® 7544

Pantone® 432

CMYK 7 1 3 2

35 14 11 34

65 43 26 78

RGB 221 229 237

118 134 146

51 63 72

HEX #DDE5ED

#768692

#333F48

Spot Color Pantone® Process Blue

CMYK 100 13 1 2

RGB 0 133 202

HEX #0085CA

Primary Pallet

Blue represents stability, trust and cleanliness. It’s 

often seen in operating rooms and throughout 

healthcare in hospitals and practices. 

This particular blue is bright, frie
ndly and calming. 

It is closely associated with azure blue, which 

is midway between blue and cyan. Azure is a 

variation of blue that is often described as the 

color of the sky on a clear summer’s day (it is
 also 

known as “deep sky blue”). 

Utilize white with cooler gray tones along with 

the blue throughout MicroAire’s visual identity 

for a light and clean look.

Process Blue

Light Gray

Slate Gray

Dark Gray

Secondary Pallet

The secondary pallet should be used sparingly and 

only in conjunction with the primary pallet. It c
an 

help emphasize specific items or areas. It is
 especially 

useful in web design as visual cues to direct users.

Spot Color Pantone® 368

Pantone® 1495

Pantone® 2985

CMYK 65 0 100 0

0 46 78 0

60 0 3 0

RGB 120 190 32

255 143 28

91 194 231

HEX #78BE20

#FF8F1C

#5BC2E7
Green

Orange

Light Blue75%

50%

30%

10%
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The “M” icon may appear separately from the 

logotype on product, packaging, tradeshow 

graphics, or as a web browser favicon. If used, 

always accompany with the MicroAire® name.

Modified logotype is set in 

Futura Std, Medium Condensed 

with 255% horizontal scale

4"

.4"

1.84"

.23"

Slate Gray

Process Blue

.27"

.22"

Custom “M” and “A” 

Tagline set in Myriad 

Pro, Semibold Italic

Typically we use this variation of the logo 

without the “M” mark. See the preferred 

usage of our logos on the next page.
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Order of Usage

Preferred

The preferred logo includes the 

company name and tagline. Use 

the color logo when possible. Black 

should only appear when color 

isn't necessary (e.g. internal or 

technical documents).

2nd  Choice

This option excludes the tagline 

and is used primarily on products 

or documents.

Limited Use

The complete logo includes the 

company name, tagline, and the 

large “M” icon. This is typically 

only seen on letterheads of official 

communications, business cards 

and other corporate stationery. 

Keep this logo right-aligned.
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ALWAYS

Keep the integrity of the logo and keep it 

proportional.

Appropriately stage the logo with safe-space.

Use the logo with a transparent background (.png, 

.eps, .tif ) on color backgrounds.

Use an appropriate logo size and resolution.

Replace old product logos and anything that uses 

the logotype with the typeface Myriad Pro.

Place the color logo on light/white backgrounds, 

but if a
 dark background is necessary, use the 

white logo.

Lip
osu

ctio
n

CAR
PAL

 TU
NN

EL

SmartRelease® ECTR

MicroAire®

For Surgery. For Life™

This text and the image below  

are too close to the logo.

ID
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YS
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M OUR LOGO 

Usage Guidelines

To properly stage the logo, a minimum clear-

ance between the logo and other elements 

must be maintained (safe-space). The cap 

height of the M in the logo indicates the mea-

surement of minimum clearance between the 

logo and other elements on all sides.

Actual minimum size 1.25"

Our mark should always look as professional as 

possible. When applying the logo, please follow 

these guidelines.

Don't stretch, tilt, 
curve, or manipulate the logo in any way.

Don't change the logotype.
Don't change the color.

Don't attach elements, 

words, or other logos.

Don't move or resize the 

tagline.

Don't lose safe-space 

around the logo.

Don't use the logo with a 

white background (.jpg) on 

top of a color background.

Don't shrink the logo below 

1.25" wide.

Don't use a low-quality logo 

that is blurry or pixelated.

Don't use the logotype 

elsewhere.

Don't place the color logo on dark colors like black, clashing colors, or busy backgrounds.

NEVER

If the logo must be smaller (for example, place-

ment on small parts products), then use the 

logotype without the tagline. The logotype with-

out the tagline's suggested minimum size is ¾" 

and anything less should use Myriad Pro font. 

When We Don't Use the Logo

Our official name is MicroAire Surgical 

Instruments, LLC. 

Always address the company in PascalCase 

(first and second letters are uppercase), 

as MicroAire. Incorrect spellings include 

Microaire, Micro-Aire or Micro Aire.
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Bold

Corporate Font Usage

Use Myriad Pro for all printed material. The 

Myriad Pro font family has a variety of styles 

including Light, Light Italic, Regular, Italic, Semibold, 

Semibold Italic, Bold, Bold Italic. SemiExtended 

and Bold SemiExtended are also available for 

limited usage in headings.

Myriad is a humanist sans-serif typeface originally 

designed for Adobe Systems in 1992. It is
 comfort-

able to read and has a wide variety of weights and 

widths that provide a generous palette.

Regular

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

1 2 3 4 5 6 7 8 9 0 ! & “ ” + = ? .

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

1 2 3 4 5 6 7 8 9 0 ! & “ ” + = ? .

Bold Myriad Pro
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

1 2 3 4 5 6 7 8 9 0 ! & “ ” + = ? .

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

1 2 3 4 5 6 7 8 9 0 ! & “ ” + = ? .

Bold Italic

Italic

60pt Bold, Bold Italic, or Light

SECTIONS

24pt Bold, Uppercase

Subheaders Subheaders

18pt Regular or Bold

Copy Text

10pt Regular

Caption Text

8pt Regular

HeadingHeirarchy Example
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Product Name Treatment

PAL®

Onyx™

SmartRelease®

Do not use logos for our products. The MicroAire 

wordmark-style logos were discontinued due 

to how they devalued and conflicted with the 

MicroAire logo while creating inconsistency in 

visual hierarchy.

The MicroAire logo or name must always accompa-

ny every product name, but never directly attach. 

Set type with Myriad Pro when addressing any 

product. 

Preferred

The product name is set in Myriad 

Pro Bold, typically in process blue.

Alternate Choice 1

The product name is set in Myriad 

Pro Light. Only use this for large 

scale printing (nothing below 32pt).

Alternate Choice 2 

Shorter product names (like PAL) 

may be set with Myriad Pro Bold 

Extended. 

Product Descriptions

Trademarks 

Some of our product names and 

taglines are trademarked. All 

trademarks awaiting registration may 

use the (TM) symbol and officially 

registered products may use the (R) 

symbol wherever necessary. 

A trademark symbol only needs to 

appear once in a document with the 

product name. Any references to a 

trademarked product name after the 

first appearance does not require a 

symbol.

 
For a list of all our trademarks, visit 

this internal link.

Always use consistent descriptions:

• SmartRelease® Endoscopic Soft Tissue 

Release System (not SmartRelease® ECTR, 

SmartRelease® Carpal, etc.)

• PAL® Power-Assisted Liposuction System 

(not PAL® Lipo, PAL® Lipoplasty, etc.)

60% Vertical & 

Horizontal Scale

PascalCase for 

products that use it. 

ALL UPPERCASE for 

products that use acronyms. 

SmartRelease®

Endoscopic Soft Tissue Release System

PAL®Power-Assisted 

Liposuction System

Description Placement Examples
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Products

Photographs should incorporate clean and simple imagery with 

cooler tones. Products may be shot alone or in an operating 

room environment. Handpiece shots should also feature how 

the product is held or handled. 

Shooting Style & Suggestions

Blue Coating

Many of our products have a blue 

coating. This blue is not the same 

Process Blue that is in our branding, 

so be sure the color is consistent 

with the photos from other products, 

especially if th
ey will be shown 

together. 

Angles

Shoot at angles where the logo is 

most prominant (if p
resent) and focus 

on a key feature (such as a blade).

Held Handpieces 
Shoot images of the device being 

held with a white surgical glove. 

The model should also wear a blue 

surgical gown if a part of the body is 

in the shot.

Background

If a background is present, keep it 

white or a light gray with cool tones. 

More background treatment options 

are available under Photography 

Image Treatments
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Products in the O.R.

When shooting in the operating room, always 

bring focus to the product or the product's 

user. One way to do this is to add a blurred 

background that suggests an O.R. setting. Keep 

colors light and incorporate as much white as 

possible. An exception to this is when you want 

to show the product in a typical dark O.R. setting. 

If shooting a live procedure, avoid direct 

views of incisions or cadavers unless if th
e 

purpose of the shoot calls for direct shots for 

future training purposes.
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Image Treatments

Blurred Operating 

Room 

Background should include light blues 

and cool whites. Try to include figures 

in blue or white gowns/scrubs only. 

Desaturated Back-

ground with Color 

Handpiece

Completely desaturate an image 

background and add a blending mode 

with a light color, typically medium 

gray. Note that these are not just black 

and white. Keep the actual product in 

its original color (typically blue). 

Single-Color Back-

grounds

After desaturating the image, use 

Process Blue (or any color from the 

pallet) with a soft lig
ht blending mode 

to recreate the image below.
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Products associated with a specific procedure will 

require step-by-step imagery. Illustrations and 

animations should use clean and simple imagery.

When possible, use the same style for each product 

line. These are used primarily for educational and 

training purposes, so they need to be concise. 

Occasionally, still-shots from an animation may 

be used in place of illu
strations. Never use real 

photographs of surgery for marketing collateral 

(such as a surgical technique guide).

Callouts

Step-by-step procedures may need callouts 

to identify anatomy or product within the 

imagery. 

Use .5pt stroke (1px for digital) 

with a solid circle point. 

Straight to 

90° angle

Straight

Straight to 

45° angle

Direct 

angle

Curved
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Angles

-38.25° -3°

-25° -10°

Angles should follow upward in the same 

direction as the "M" in the MicroAire wordmark. 

For a more subtle angle, follow these guidelines 

for consistency.

Avoid flipping 

the angle going 

downward, if 

possible. 

-50.75°

-87°

-65°

-80°

Vertical measurements: Graphics coming from top/bottom.

Horizontal 

measurements: 

Graphics coming 

the left/right.
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Montserrat 

Regular 

#0085CA UPPERCASE HEADERS

Open Sans Regular

#768692 Body Text 

Lorem ipsum dolor sit amet, consectetur adipiscing elit. C
urabitur 

vulputate nisl consequat est tris
tique posuere. Vestibulum rutrum, leo 

et varius eleifend, est tortor vulputate arcu, a commodo mauris ante ut 

ligula. Sed suscipit ex quis accumsan sodales. Duis vehicula vestibulum 

quam, sit amet hendrerit nisi gravida et. Donec purus ipsum, vulputate 

eget auctor ut, bibendum sed lorem. 

H2 HEADING

PRIMARY LINK       
 SECONDARY LINK     Tertiary Link

H1 HEADING

1. Small text for references.

Footer #333f28 background color, #768692 text, #0085ca links, and #FFFFFF HEADINGS. 

Background color #f6f6f6.

Some products 

use a 45° angle 

for thumbnails.

#dde5ed 1px 

horizontal rules.

Thumbnails should 

be a 1:1 ratio 

and use a white 

background.This is a brief overview of the basic styles used in www.microaire.com and 

sales.microaire.com. For a more detailed guide, follow this internal link.

H3 Heading
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Positioning

All collateral must include the company’s contact 

information: name, address, domestic and interna-

tional phone numbers, and web address. Product 

collateral will require a document control name.

CONTACT INFORMATION

ID
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M

MicroAire Surgical Instruments, LLC

© 20XX All rig
hts reserved. 

3590 Grand Forks Boulevard 

Charlottesville, VA 22911 USA

[DOC-CONTROL-NAME  & REV]  

A COLSON ASSOCIATE
800 722 0822 or +434 975 8000

www.microaire.com

A Colson Associate

The “Colson Associate” logo should appear on all 

collateral along side of MicroAire’s contact informa-

tion. Never attach the company logo to the Colson 

Associates logo. Where space is limited, the logo may 

be omitted. You may also use the phrase “A COLSON 

ASSOCIATE” in all caps in place of the logo. 

The Colson logo may be used on: stationery, 

envelopes/business cards, newsletters, advertising, 

news releases, marketing materials such as brochures, 

videos, websites, CD-ROMs, sales presentations and 

catalogs.

[Any references, notes, or additional information, place from here, up. Only keep necessary information on this 

page and keep it as clean as possible. This is not an area for additional sales material or advertising.]

MicroAire Surgical Instruments

3590 Grand Forks Boulevard

Charlottesville, VA 22911 USA

800 722 0822 or +434 975 8000

www.microaire.com

© 20XX MicroAire Surgical Instruments, LLC

All rig
hts reserved.  [DOC-CONTROL-NAME  & REV]

1"

2" 3⁄10"

½"

1"

Myriad, 8pt 

(9.5pt leading)

2"

1¹⁄₂"

Myriad, 10pt 

(12pt leading)

Myriad, 8pt (9.5pt leading)

Compact Variation B for 8.5" x 11"

Myriad, 6pt

Myriad, 8pt (9.5pt leading)

11⁄2"

¼"

¼"

¼"

MicroAire Surgical Instruments, LLC

© 20XX All rig
hts reserved. 

[DOC-CONTROL-NAME  & REV]  

A COLSON ASSOCIATE

3590 Grand Forks Boulevard 

Charlottesville, VA 22911 USA

800 722 0822 or +434 975 8000

www.microaire.com

Compact Variation A for 4" x 9"

Standard for 8.5" x 11"

1¹⁄₂"

Myriad, 6pt

Myriad, 8pt 

(9.5pt leading)

1⁄5"

The Colson logo is prohibited on: company checks, 

written warranties, product-use warnings, instruction 

manuals/booklets, trucks or company vehicles, 

and news releases announcing negative news (e.g. 

product recall).

Please refer to the Colson Associates Identity Policy of 

the Colson Policy Manual for more details.

 23 of 30

 MicroAire® Brand Guidelines February, 2020

EMAIL COMMUNICATIONS 

Jane Smith

Product Manager

MicroAire Surgical Instruments, LLC

 
Direct: 434.975.8000

Cell: 434.555.0000

Fax: 434.975.4134 

E-mail: jane.smith@microaire.com

www.microaire.com

@microaire

(All links will automatically change 

to blue and add underline)

Calibri, 12pt, Black Text1

[1X SPACE]

[1X SPACE]

Calibri, 9pt, Black Text1 Lighter 35%

Standard Email Signature

After each colon, use Black Text1

Jane Smith

Product Manager

MicroAire Surgical Instruments, LLC 

Direct: 434.975.8000

Cell: 434.555.0000

Fax: 434.975.4134 

E-mail: jane.smith@microaire.com

Compressed Reply Signature

All email communications should use the font Calibri, which is 

good for screen viewing and is available on most systems. 

Email paragraph text should always use black, 11pt font on a 

white background. 

Never use gradients, colors or patterns for backgrounds. 

This can make it difficult for the viewer to read. 

We do not attach our logo in the signature. Attached or 

inserted images are typically problematic in emails. Adding 

the logo increases the chances of the receipient's email client 

directing the message to spam or blocking the image entirely.  

A
PP

LI
CA

TI
O

N
S

Good Morning,

Iquas eossimus arum re, totae eos et as res ulparch ilique laudiss imillab 

orenis denimus, occumqui ut fuga. At assint occus core vellorae veria ad 

eritis voluptatur, consect ionempeliam, nullique praercid quiat vendisima 

qui ut aciant facestior rati cum non expelenduci doloriam fugiti rectotam?

Best,
Calibri, 11pt, Black Text1
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ALWAYS

• Keep content simple and relevant

• Use a consistent color scheme

• Limit the amount of content on one slide

NEVER 

• Add unnecessary transitions/animations

• Use irrelevant imagery

• Format distracting gradients, patterns, or other 

effects on charts other data visuals 

• Add long paragraphs of text on one slide

5.63"

10"

16:9  Widescreen Slideshow

Note: Images may become distorted when importing from traditional (4:3 ratio) size PowerPoint® files. To fix this, double-click the graphic and then on the Format tab 

on the ribbon menu, in the Adjust group, click the Reset Picture drop-down and click Reset Picture & Size. You will need to resize each image accordingly. 

BRAND GUIDELINES

MicroAire’s Visual Identity and Communication Guidelines

MicroAire Surgical Instruments LLC

3590 Grand Forks Boulevard

Charlottesville, VA 22911 USA

Phone    (800) 722-0822 

 
+434 975-8000

Fax  
(800) 648-4309

 
(434) 975-4131

www.microaire.com

communications@microaire.com
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Who We Are

   Our mission, vision, values, and history.

Guidelines were established to encourage 
consistency of the visual identity. 



APPLICATIONS Over time, the identity was applied to everything including corporate stationery, brochures, signage, advertising, and packaging.



INTERNAL INITIATIVES

Posters for an internal Health & Wellness Fair 
campaign utilizes the brand’s identity, but 
also enhances it to embody the fun and light-
hearted nature of the company’s culture. 


