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OUR MISSION

WORK-LIFE 
WELLNESS 
SOLUTIONS™
The biggest asset for companies are it’s employees. 

A healthy employee drives efficiency and productivity for the company, 

while on the other hand – an unhealthy employee decreases overall 

productivity and increases healthcare costs. Therefore, a majority of 

companies have started investing in their employees by offering them 

wellness incentives, benefits or programs at work.

At MEGAComfort, we believe that overall wellness goes beyond work. 

Our ergonomically designed anti-fatigue solutions provide comfort and 

shock absorption to maximize employee engagement, safety and overall 

wellness – on the job and at home.
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OUR THEME

UNLOCK. 
POTENTIAL.
A key question that many of today’s companies struggle with is, 

“how can we achieve the true potential of our business”.

This question inevitably leads to several other questions; 

“How do we achieve a higher level of employee engagement… 

how can we maximize revenue?” or “how can we decrease 

healthcare costs?” to state a few.

UNLOCK is a term which serves as an answer to those questions 

and expresses our mission. 

It is a resolve for us to keep pushing further to deliver solutions 

that not only drive value, but benefit our clients, enabling them 

to achieve their true potential. 

UNLOCK POTENTIAL is an overarching thought which 

communicates the overall impact of MEGAComfort 

Work-Life Wellness Solutions.

UNLOCK POTENTIAL encapsulates various other benefits: 

UNLOCK. SAVINGS. 

UNLOCK. COMFORT. 

UNLOCK. TECHNOLOGY. 

UNLOCK. SAVINGS. 

UNLOCK. SOLUTIONS…

…and the list goes on. 

UNLOCK. POTENTIAL. A universal thought which can be 

used in both B2B and B2C communications. 
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OUR PERSONALITY
To help create a consistent voice for the MEGAComfort brand, care should be taken to communicate in a way which is true to our values. 

Use the following personality traits as guidance when developing branded content. 

MEGAComfort is:

Expert

Innovative

Helpful

Honest

Trustworthy

Protective

MEGAComfort is not:

Ignorant

Preachy

Ambiguous

Obnoxious
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COLORS & TEXTURES
The following colors are approved for use in all branded communications. The primary color scheme consists of a dark blue gradient and concrete background with 

yellow accents. Use these colors in all communication to help create a consistent brand experience across all marketing channels.

SECONDARY - PRODUCT IDENTIFYING COLORS 
The following colors are used as accent colors to identify and differentiate our products, or as primary colors 
on pieces related to specific products (ie. packaging)

PAM ESD

Warm Red C
CMYK: C0, M83, Y80, K0
RGB: 249, 66, 58
HEX: #FP423A

PAM YELLOW

PANTONE 116C
CMYK: C0, M14, Y100, K0
RGB: 255, 205, 0
HEX: #FFCD00

MEGASOLE

PANTONE 631C
CMYK: C74, M0, Y13, K0
RGB: 62, 177, 200
HEX: #3EB1C8

MULTI-THOTIC

PANTONE 362C
CMYK: C78, M0, Y100, K2
RGB: 80, 158, 47
HEX: #509E2F

PUNCTURE-RESISTANT

Cool Gray 7 C
CMYK: C20, M14, Y12, K40 
RGB: 151, 153, 155
HEX: #97999B

BLACK & WHITE

Black and white are secondary, functional 
colors to be used as an accents or to improve 
type legibility.

BLUE

PANTONE 295C
CMYK: C100, M69, Y8, K54
RGB: 0, 40, 85
HEX #002855

YELLOW

PANTONE 116C
CMYK: C0, M14, Y100, K0
RGB: 255, 205, 0
HEX: #FFCD00

GRADIENT

The blue radial gradient is used as 
a primary background color.

CONCRETE

The concrete image is used as 
a primary background color and can 
be faded to white to maximize contrast 
on graphics and type placed on it.
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GRAPHICS
Graphics are designed to complement our product and lifestyle imagery to help communicate a clear picture of our product and it's benefits. 

They should be used only in approved brand colors (see examples of uses on pages XX-XX)

ANTI-FATIGUE STAMP
Use this stamp in combination with 
a product image to communicate 
the Anti-Fatigue benefit.

SAFETY STRIPES
These help to reinforce our safety 
message and can be used to as an 
anchor to a page or layout. 

PRODUCT FEATURE ICONS
Icons are to be created using a sin-
gle color and are used along with 
short descriptions to communicate 
product features.

YELLOW LINES
These can be used to effectively divide elements 
of a layout or to point at product features.
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BRAND LOGO
The primary MEGAComfort logo includes the tag line "Work-Life Wellness Solutions" which reinforces our role to our customer. 

Use the following guidelines to ensure that the logo is presented in a consistent manner across all branded materials.

CLEAR ZONE
Minimum clear space around logo is height of “O”.
Keep this space clear of all text and graphic elements.

MINIMUM SIZE
Avoid using the logo at a size smaller than 1" wide.
At small sizes, the tag line may be removed if legibility 
is a concern.

1" 1"



9

BRAND LOGO
The following are the approved logo versions which can be used to communicate the MEGAComfort brand.

PRIMARY - 2 COLOR BLUE
Use this logo on light colored backgrounds 
for maximum contrast and visibility.

SECONDARY - 1 COLOR BLACK
Use this logo on light backgrounds only when color limitations exist, 
for example on branded premiums or single color documents.

PRIMARY - 2 COLOR WHITE
Use this logo on dark colored backgrounds 
for maximum contrast and visibility.

SECONDARY - 1 COLOR WHITE
Use this logo on dark backgrounds only when color limitations 
exist, for example on branded premiums or single color documents.
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BRAND LOGO - "DON'TS"
Avoid the following to ensure that the MEGAComfort logo appears in a consistent way across all marketing materials.

DON'T...
Adjust the layout of the logo by separating or moving 
elements.

DON'T
Stretch or squeeze the logo.

DON'T
Place logo on busy backgrounds that reduce the 
visibility of the logo.

DON'T
Add effects or drop shadows to the logo.

DON'T
Rotate or skew the logo.

DON'T
Alter the colors of any part of the logo. See previous 
page for approved color versions.
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PRODUCT LOGOS
Product logos are set in Uni Neue Book and Uni Neue Bold and should appear in a consistent way within all branded material. 

One-line and stacked versions can be used depending on the layout. Product logos should always appear as a single color.

Personal
Anti-Fatigue Mat™

Personal
Anti-Fatigue Mat™ ESD

Industrial
MegaSock™

PAM
Puncture-Resistant™

Mega
Composite Toe Overshoe™

AG
Compression Sock

Personal
Anti-Fatigue Mat™

Personal
Anti-Fatigue Mat™ ESD

Industrial
MegaSock™

PAM
Puncture-Resistant™

Mega
Composite Toe Overshoe™

AG
Compression Sock

Personal Anti-Fatigue Mat™

MegaSole™

Personal Anti-Fatigue Mat™ ESD

MultiThotic™

PAM Puncture-Resistant™

Mega Composite Toe Overshoe™

Industrial MegaSock™

AG Compression Sock
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TYPOGRAPHY
Use the following approved fonts to complement the MEGAComfort logo 

and create a contemporary, approachable and innovative feel.

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789

Patented Dual Layer 
Memory Foam

Libus et voluptae poremporibus mint eliquunt doluptatem 

nus sundicabo. 

Libus et voluptae poremporibus mint eliquunt doluptatem nus 

sundicabo. 

NOTE: Condensed versions of the Proxima Nova font family 

may be used where space is limited.

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789

Uni Neue Heavy Italic

Proxima Nova Bold

Proxima Nova Regular or Light

For headlines and brand messages that need emphasis

For sub headlines and call-outs

For supporting body copy

UNLOCK. 
POTENTIAL.
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PRODUCT IMAGERY 
Product renderings are to be used as a dramatic focal point of design layouts. These renderings are a key component of the brand's visual style 

and should be used whenever possible on branded material. 

SHADOWS
Realistic shadows help to ground the 
images. Avoid using images in a way 
in which they appear to be "floating"
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PRODUCT IMAGERY
Isolated product photos are meant to show the clearest picture of the complete product, as they showcase both sides as well as the multiple layers of memory foam. 

Examples of appropriate uses are on product sheets or listings. Avoid using these images as a hero image of the main element of a design.

SHADOWS
Realistic shadows help 
to ground the products. 
Avoid showing products 
in a way in which they 
appear to be "floating"
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PHOTOGRAPHY
The photography approach is primarily focused on the end user of our products, the worker. When selecting photos for use in branded material, 

follow these guidelines to depict consistent characteristics of MEGAComfort users. 

YELLOW ACCENTS
Selecting photos with 
yellow colored accents 
will subtly complement 
the brand visual style.

THE WORKERS
Select photos that show 
hard workers in their 
work environment. 
Workers should appear 
either focused, happy, 
engaged and/or proud.
Consider gender and 
ethnic diversity when 
selecting photos. 

FEET AT WORK

It is ideal to include some photos where the 
workers feet are visible. Alternatively, photos 
where feet are the focal point of the image
can help tell the brand story.

REALITY BASED
Select photos that depict real people, 
in real work situations. Avoid photos 
that appear staged or unrealistic 
(See next page for examples).
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PHOTOGRAPHY - "DON'TS"
Avoid the following when selecting photographs that depict the MEGAComfort user.

DON'T...
Select photos that appear staged and/or posed.

DON'T
Select photos that depict dismissive workers.

DON'T
Select photos that depict frustrated or tired workers.

DON'T
Select photos that are overly dramatic in lighting.
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HOW IT ALL COMES TOGETHER
These pages contain approved graphic examples of branded marketing materials.

PRODUCT PACKAGING
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HOW IT ALL COMES TOGETHER
These pages contain approved graphic examples of branded marketing materials.

PACKAGING INSERT
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HOW IT ALL COMES TOGETHER
These pages contain approved graphic examples of branded marketing materials.

WHITE PAPER
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HOW IT ALL COMES TOGETHER
These pages contain approved graphic examples of branded marketing materials.

STATIONARY

PRINT ADS
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HOW IT ALL COMES TOGETHER
These pages contain approved graphic examples of branded marketing materials.

SELL SHEET



22

HOW IT ALL COMES TOGETHER
These pages contain approved graphic examples of branded marketing materials.

CATALOGUE SHEET



MEGAComfort Inc. 

14351 Myford Road, Suite 220F 

Tustin, CA, U.S.A 92780

MEGAComfort International Inc. 

1600 Steeles Ave West, Suite 400 

Concord, ON, Canada  L4K4M2

marketing@megacomfort.com 

www.megacomfort.com


