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Strategy



Dynamic Yield is the platform businesses turn to 

for personalizing the customer experience 

where and when it matters most.

Our mission



More than a color, font, logo, or design style, 

the Dynamic Yield brand mirrors our values, 

people, and commitment to innovation. 

Our brand



In a constantly evolving landscape, Dynamic Yield is 

malleable, adapting to both established and current 

aesthetics. Meant to create longevity in the rapport we 

establish with our audience, Dynamic Yield identifies as the 

people who engage with our content and product everyday.   

Our identity



Our culture



Experiment-
heavy

Always testing

Believers in
empathy

it’s not about us



ain’t no mountain high enough

t’s not about uspersonally and professionally

Passionate 
without bounds

Filled with
gumption



ain’t no mountain high enough
t’s not about us

personally and professionally

Passionate 
without 
bounds

Filled with
gumption

without it we fail

Warriors 
of integrity



Without the people behind the brand, there is no brand. 

From Singapore to Russia, Germany, France, London and 

Israel, all the way to USA, Dynamic Yield is greater than 

the sum of its parts. 

Our people



Dynamic         
          Yield is...



We practice what we preach and value versatile 

experiences. We don’t believe how we communicate has 

to be static -- we’re a team of global individuals serving 

companies with unique needs in a rapidly evolving field. 

And for us, personalization is the universal language 

binding everything we create together.

Dynamic



Our platform thrives on data in order to deliver the most 

personalized experiences possible and so do we. 

The proof is in the pudding and we use it to drive all of 

our initiatives, from the features we provide to content 

you experience on our site, and even how we nurture 

relationships with our customers.    

Data-driven



Personalization may be trending, but for us, it’s more 

than just a phase. Customer experience is forever, 

and that’s why our contribution to the space has to 

be meaningful, speak to the times, and add value in 

a burgeoning field. In everything we do, all of the 

resources we develop, our work is well-researched, 

vetted by experts, and created with purpose.

Purposeful



What 
matters to us

•  Content as a service, not a product by which to sell through

•  Surfacing expertise from humans, for humans

•  Reliability, necessity, and timeliness of information shared

•  Uniqueness of approach 

•  Richness of overall experience



We’re your 
personalization 
advisors first 
and foremost. 

We care about the experience you have with our brand, and 

we want to make a good impression, but our first priority is 

to inform you. We’re professionals and so are you, therefore, 

we will always communicate in ways that reflect a mutual 

understanding of personalization’s importance in driving 

business growth and respect for establishing the skills and 

tools necessary to do so.  



Rules 
& Tools



To create a truly responsive logo, the primary brandmark 

should be able to adapt and be malleable. The different 

components, from the icon to the lettering to the overall 

composition, should be able to be broken down and 

reassembled, with enough equity built into each piece to 

create a visual language that becomes instantly recognisable 

and akin to the company’s brand identity system.

Brandmark





The use of lowercase lettering can be attributed to capital 

letters conflicting with the structure and hierarchy of the 

grid device. There should be an established even flow 

between the grid device and wordmark in all scales. 

Capital lettering would also disrupt this flow. Lowercase 

lettering, especially in the case of Helvetica, has a timeless 

aesthetic and feels non-conformist, yet modern.

The 
primary 
brandmark



The secondary brandmark has a stacked layout, 

condensing the space and becoming a strong backup for 

the primary wordmark. This is a more linear treatment of 

the logo, aimed at centred layouts.

The 
secondary 
brandmark

(Stacked)



The secondary brandmark has a horizontal layout 

and should only be used on the website or wherever 

the primary brandmark fails to garner maximum space

 (i.e. rectangular layouts as per Google Display 

network banners). 

The 
secondary 
brandmark

(Horizontal)



This is our heritage brandmark and an imperative part 

of the Dynamic Yield legacy. The Grid can be used as a 

navicon, on company swag, and integral creative pieces.

The Grid



By utilising the simple DY initials we create a third tier 

brandmark that easily supplements the primary and 

secondary and works as a key identifier of the hero brand. 

Abbreviation



Our key colors will be in hues of purple, pink, 

teal and orange. They will permutate in various 

gradients and overlays. There are four primary colors and 

four secondary colors. The secondary colors will act as 

complementing accents for the primaries. The gradients 

will be only used as an offset for the solid colours to add 

more dimension to designs.

The 
color palette DYNASTY

#5d39b9

TEELA
#408a87

CORAL
#f64c72

CLEMENTINE
#ffa354

HUXLEY
#032147

AQUA
#6be0e0

POW
#db26fc

DIJON
#f7c433

(Primary) (Secondary) (Gradients)

#362b81 #915da6

#60c2a4 #438fcd

#76c9f0 #a33f97

#f58a65 #ee3968



Charcoal and Arctic, two neutrals, will always support 

both the primary and secondary colors.

The 
color palette

(Neutral)
CHARCOAL
#241f21

100% 90% 80% 70% 60%

50% 40% 30% 20% 10%

ARCTIC
#6be0e0



Our iconography needs to inhabit a space where they become 

key storytelling devices. Because they have been constructed from 

elements of The Grid, they are abstract yet ownable pieces with 

customisable narratives and contextualization. 

Iconography

Personalization
& Targeting

Recommendations Testing & 
Optimization

Behavioral
Messaging

Customer Data 
Management

Triggering
Engine



Helvetica Neue will be used for the primary wordmark.

It will also be used in decks for both headlines and 

body copy.

Typography
Helvetica Neue Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890

H
el

ve
tic

a

Helvetica Neue Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890



Mont will be the headline font for all other assets such as 

social media, guides, and the website. 

Typography

Mont Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890

Mont

Mont Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890

Mont SemiBold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890



Libre Baskerville will be used for captions, subtitles, and 

pull quotes. The typeface can be employed whenever 

visual saturation is reached with just the serif typefaces, 

or an artistic flourish is needed within a design.

Typography
Libre Baskerville Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890

Libre

Libre Baskerville Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890

Baskerville

Libre Baskerville Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890



Proxima Nova Regular will be used for body copy on 

the website, while Proxima Nova Bold will be used on 

call-to-action buttons.

Typography
Proxima Nova Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890

Proxima
Nova

Proxima Nova Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvxyz
1234567890



1. The text of buttons is always all-caps.

2. Buttons are based on Google’s Material Design, which   

    means that there’s a pulse effect on mouse hover, 

    indicating a click. 

3. Buttons can be appended with an arrow.

4. A button with a full background color should have 

    a light drop shadow. Other buttons should be 100% flat.

5. Buttons don’t have to be purple. We can use our full scope     

    of colors, as long as a contrasting color appears on hover.

6. The font of all buttons is Proxima Nova.

7. We’re using square corners for all buttons.

8. For text-only buttons, there’s a progress underline which 

    appears on hover. 

Buttons (Static)



Buttons (Hover)



Forms (Static)



Forms (Populated 
           & Hover)



Best
Practice













Writing 
Guide

Readers of Dynamic Yield content come from all walks 

of life, spanning geographies, industries, and functions. 

We write for customers, partners, prospects, and investors -- 

our reach is wide and influential. The style in which we write 

should be reflective of this, speaking globally while also 

uniformly to serve the unique needs of a dynamic set 

of individuals who turn to us for all of their 

personalization needs.  

While we believe content should be flexible, adapting 

based on its purpose and channel, there are certain 

guidelines we can all follow to ensure communication 

shares similar qualities and traits for consistency of feel.   



Write for the reader: Whether drafting an email to a prospect, 

creating customer-facing materials, or even posting a tweet, 

put yourself in the shoes of the recipient. Ask yourself who they 

are, what they care about, and how we can solve their problems, 

meet their needs, or offer up something interesting. 

Then, let those details guide the way you speak to them. 

Focus your message: Create a hierarchy of information by 

leading with the main point or most important information first. 

Use sentence breaks, bullet points, paragraphs, or headers to 

give the content structure for increased readability and 

engagement, sharing only what is of value and nothing in excess. 

Be human: You don’t need to come off like a robot in order 

to sound professional, nor do you have to prove your humanity 

by being overly casual. Adopt the unique verbiage of our 

space when necessary, but use regular language as a general rule 

of thumb.  

Basics



We’ve grown up quite a bit over the last few years, 

expanding our products and capabilities while gaining 

more visibility and share of the market. The need to 

differentiate ourselves is now more important than ever 

as we stand against familiar competitors in the space and 

new contenders. To do this, how we talk about 

Dynamic Yield must evolve, just as the platform has. 

Describing
Dynamic 
Yield



Every word counts and how we say things matters -- the person 

on the other end doesn’t owe us any favors, so think critically 

before you type. Below, find some basic rules and principles 

to help guide you in assuming the Dynamic Yield voice, 

which we consider to be... 

Professional, but human. While slightly less formal, it is not 

sloppy or too casual. It is positive, helpful, and straightforward, 

only speaking up to add value, not just hot air. Our priority is 

informing individuals or explaining our products and 

empowering users get their work done as efficiently and 

simplistically as possible without burdening their day-to-day 

tasks. We want to educate people without making them feel

small or by confusing them with overwhelming, complicated 

information. Though, we do want to demonstrate authority on 

the topics we write about, so ensuring consistency, quality, and 

credibility is crucial. 

Voice & tone



Address others as you would a well-respected colleague or 

friend, engaging in natural conversation while speaking with 

competence on any given topic or subject at hand.

A person with 
professionalism

YES: “Emily, hope all is well on your end. I just wanted to make you 

aware of a new feature we have available that I think might really 

help your team scale its personalization efforts. Do you want to jump 

on a call to discuss?”

NO: “Dear Emily, Dynamic Yield recently launched a new feature 

which allows users to quickly scale personalization efforts. 

If you’d like to discuss, feel free to reach out to me and I will 

coordinate a meeting.”

Always attempt using positive rather than negative language. 

One way to detect negative language is to look for words 

like “can’t,” “don’t,” etc.

Lead with 
positivity

YES: To reap the benefits of personalization, companies must 

adopt a customer-centric approach.

NO: Companies that don’t adopt a customer-centric approach 

won’t reap the benefits of personalization.



Much like we do, the person on the other end of our outreach 

is bombarded with messages and content every day. Therefore, 

each attempt to connect must be purposeful, offering actual 

value while cutting out the clutter so the recipient doesn’t need 

to work hard to get to the point of what we’re trying to say. 

Helpful but 
straightforward

DO: Include information necessary to support the original goal of the 

outreach -- a good tip is to reread your original message and trim 

down in areas you feel aren’t adding any real value or won’t matter 

much if not included.

DON’T: Try to pack too much into one piece of outreach -- even 

longform content has to balance quality and length. Just because 

something is long, doesn’t mean it’s informative or helpful and vice 

versa. The trick is to ask yourself, “what do I want the reader to 

really take away?” 

The way to stand out in a crowded market is to become a source 

by which others in the space look to us for guidance. This trust 

in what we do happens when the information we share, products 

we build, and content we create is of the highest quality -- it’s 

dependable, reliable, and others can take it at face value. 

Achieving 
credibility 
with quality

DO: Offer sources and cite other credible sources, so long as they 

aren’t competitors, to instill importance or relevance into your 

messaging. Speak from experience by sharing publicly available 

customer work and knowledge gained from work in the field.

DON’T: Share opinions or sweeping generalizations not rooted in 

research or facts as these quickly diminish credibility. Try not to say 

things for shock value or to motivate people by using fear tactics -- it 

doesn’t feel good and readers hardly appreciate it. 



Punctuation 
& grammar

1. Place periods within quotations if used at the end 
of a sentence. 

For example: “Preview variation across pages until the Preview tab 
is closed.” 

2. Use the Oxford (or serial) comma as the final comma in 
a list of things. 

For example: “Please bring me a pencil, eraser, and notebook.”

3. Rely on a colon (rather than an ellipsis, em dash, or comma) 
to offset a list.

For example: “Erin ordered 3 kinds of donuts: glazed, chocolate, and 
pumpkin.

4. Sparingly adopt the ellipses to indicate that you’re trailing off 
before the end of a thought, no for emphasis or drama. 

For example, “Where did all those donuts go?” Christy asked. 
Lain said, “I don’t know...”

5. Reluctantly introduce and never more than one at a time. 

6. Opt for semicolons sparingly, or instead, opt for an em dash (—).



If there’s a chance your reader won’t recognize an abbreviation 

or acronym, spell it out the first time you mention it. Then, use 

the short version for all other references. If the abbreviation 

isn’t clearly related to the full version, specify in parentheses.

First use: Real-Time Interaction Management 

Second use: RTIM 

First use: Systems of Engagement 

Second use: SoE

If the abbreviation or acronym is well known, like API, URL, or 

HTML, use it instead (and don’t worry about spelling it out).

Abbreviations 
& acronyms

Never begin a sentence with a lowercase letter, unless it’s a very 

well-known term or brand (e.g. eCommerce, eBook). 

For example: “eCommerce sites sells products.” Try to avoid 

starting a sentence with a lowercase letter.

Capitalization



If you have any questions or queries about 

Dynamic Yield’s brand usage, please feel free 

to contact studio@dynamicyield.com

Questions?




