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BRAND GUIDELINE



Craft ing whiskey that respects the past , 

yet is inspired by the future, Templeton 

Dist i l lery captures the essence of a 

smal l  town with a strong spir i t .  We see 

every bott le as an opportunity to share 

our whiskey way of l i fe .

T EMPLE TON  D I S T I L LERY
OUR PROMISE
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Since 2006, Templeton Dist i l lery has 

supported the American rye revolut ion 

as the choice of those who seek a 

qual i ty rye whiskey, whether s ipped neat 

or as an added kick to a craft  cocktai l .

T E M P L E T O N  R Y E
POSITIONING
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Craft ing whiskey that respects the past , yet is inspired by the future, Templeton Dist i l lery 
captures the essence of a smal l  town with a strong spir i t .  We see every bott le as an 
opportunity to share our whiskey way of l i fe .

A  W H I S K E Y  W A Y  O F  L I F EBRAND ESSENCE

PROMISE

PERSONALITY

PILLARS

REASONS TO 

BELIEVE

Templeton Dist i l lery expresses the al l-American revival  that ’s at  the core of the Templeton community.


Both conf ident and considerate, we str ive to honor our past whi le looking forward with purpose and passion.

SMALL TOWN, STRONG SPIRIT TEMPLETON’S REVIVAL A WHISKEY WAY OF LIFE

100 years of shared stor ies , fami ly 
tradit ions, and ral ly ing together as 
a community


A rebel l ious and entrepreneuria l  
boot legging legacy


Templeton, IA :   
“A Strong Community Spir i t ”

Large-scale, innovat ive and modern 
dist i l lery and product ion capabi l i t ies


Creat ing local  employment 
opportunit ies at the dist i l lery


Dist i l lery tours and whiskey tourism


Barrel ing rye onsite and transit ioning 
to onsite dist i l l ing

Whiskey is an American past ime, 
represent ing independence


Whiskey br ings people together 
and transcends t ime, age, gender


Whiskey is a storytel l ing catalyst


Templeton Rye is an or iginal  rye 
whiskey brand

BRAND STRUCTURE
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These Brand Pi l lars are the di f ferent iat ing factors of the Templeton brand. Rather than 

being standalone elements , a l l  aspects and appl icat ions of the Templeton brand 

should seek to represent each pi l lar. When combined, they form the foundat ion to the 

Templeton brand as a whole, but depending on the audience or appl icat ion, more 

emphasis may be required on one pi l lar over another. 

BRAND PILLARS
SMALL TOWN, STRONG SPIRIT TEMPLETON’S REVIVAL A WHISKEY WAY OF LIFE| |



THE LOOK:
Histor ic photos & newspaper cl ippings


Detai ls of Templeton, IA


Real  people & anecdotes

THE FEEL:
Histor ical :  100 years of shared stor ies


Insider insight into the town


Hardworking

With over 100 years of history in Templeton, Iowa, our story is 

one of true authent ic i ty and bui l t  on the shared experiences of 

our community. The roots of Templeton Dist i l lery can be traced 

back along fami ly l ines to the boot leggers of Prohibit ion. This 

rebel l ious and entrepreneuria l  mindset st i l l  holds true to this day, 

where residents of our hometown unite together under a shared 

ral ly ing cry of “A Strong Community Spir i t . ”

A  C O M M U N I T Y  L E G A C Y

SMALL TOWN, 
STRONG SPIRIT

BRAND PILLAR01
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THE LOOK:
Dist i l lery & product ion process


Macros of farming machinery & agricultural  detai ls


Product in package & whiskey in glass

THE FEEL:
Craftsmanship & qual i ty


Down to earth


Invit ing & discoverable


Industr ious

In 2018, we opened our modern and innovat ive dist i l lery and 

product ion faci l i t ies in Templeton, Iowa. This new faci l i ty in 

America ’s heart land furthers our goal  to transit ion to in-house 

dist i l l ing, vast ly increasing our product ion capacity as wel l  as 

our abi l i ty to employ many town locals . We hope you can 

come by for a tour and taste through our l imited releases, and 

discover f i rsthand how something as s imple as whiskey can 

breathe new l i fe into a smal l  town.

R E N E W E D  C R A F T S M A N S H I P

TEMPLETON'S REVIVAL
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THE LOOK:
Drinking whiskey:  occasions & people


Americana & freedom


Diversi ty in people & l i festyles

THE FEEL:
Rugged & raw


Laid-back & easygoing


Cool & relevant

Whiskey, as much a form of l iberat ion as i t  is  a l ibat ion, is  a 

ver i table American past ime. More-so than any other spir i t ,  i t  

represents both freedom as wel l  as unif icat ion. I t ’s  a show of 

strength as wel l  as a peace offer ing. Whiskey br ings people 

together in a way that transcends t ime, age, gender, and 

socia l  c lass . As an or iginal  American Rye, we’ve learned that 

whenever you share a whiskey, you share a part of who you 

are. I t 's  in these moments of truth that we’ve found our 

whiskey way of l i fe .

A  U N I T E D  L I F E S T Y L E

A WHISKEY WAY OF LIFE

BRAND PILLAR03
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REVIVAL

LIFESTYLESTRONG 
SPIRIT

DISTILLERY TRADITIONS

COMMUNITY

RESOURCEFUL

EXPERIENCED

INCLUSIVE

PASSIONATE

INNOVATIVE

ENTREPRENEURIAL

COMMITTED

FORWARD-THINKING

HERITAGE HUMBLE

INTENTIONAL

REAL

CAMARADERIE

ALL-AMERICAN

BOLD

CONFIDENT
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Templeton Dist i l lery speaks with a 

conf ident , yet considerate tone, 

honoring i ts past but looking forward 

with intent ion and passion.

VOICE
Pul l ing inspirat ion from the smal l  town of 

Templeton, Iowa i tsel f ,  use of no-f luf f  

imagery evokes the everyday ideals of 

the American heart land and establ ishes a 

strong sense of place.

VISUALS

H O N E S T  

S T R A I G H T F O R W A R D  

B O L D  

S E L F - A S S U R E D  

P U R P O S E F U L

R E L A TA B L E  

U N P O L I S H E D  

T E X T U R A L  

I N D U S T R I O U S  

D O W N - T O - E A R T H
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A community that respects one another, that supports each 

other, and who ral l ies together with a revived spir i t .  That was 

the town of Templeton, Iowa in 1920s Prohibit ion, and i t ’s  the 

very same town today–exact ly one century later. The roads 

have changed a l i t t le , the rules have changed a lot , but the 

soul of our hometown remains the same. Today, we’re 

fol lowing in the footsteps of our forefathers and craft ing a 

whiskey in their  tradit ion. A whiskey that respects the past , 

yet is inspired by the future. We cal l  i t  Templeton, but i t  

represents so much more than a place. I t  represents our 

memories, our future, and our whiskey way of l i fe .

BRAND STORY

 |  BRAND GUIDELINE -  BRAND STORY13

A COHESIVE BRAND STORY FOR ALL GENERAL APPLICATIONS.



APPROVED DETAILS EXPLAINING THE TEMPLETON REBRAND.

Every good revival  has a way of br inging history into the  

now. I t ’s  less about making things the way they used to 

be,  and more about using the inf luence of the past to 

guide our future.  This was the inspirat ion behind our 

brand new look for Templeton Dist i l lery. 

Together with a community that has ra l l ied behind us 

from day one, with this new package comes a refocus on  

who we are as a company:  a company that ’s centered 

around where we come from, as wel l  as where we’re 

headed. With a goal  to br ing al l  aspects of product ion 

in-house to our onsite dist i l lery in Templeton, Iowa, we 

remain committed to a revival of our smal l town and 

strong spir i t ,  and cont inuing our whiskey way of l i fe .

OUR NEW LOOK
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THE TEMPLETON STORY TAILORED TO THE DISTILLERY & LOCAL AUDIENCE

DTC MESSAGING
Templeton, Iowa is a smal l  town with a strong spir i t ,  fu l l  of  

local  stor ies and legends that come together to create a 

legacy of i ts own. That ’s the way i t  was in 1920s 

Prohibit ion, and i t ’s  the very same town today–exact ly one 

century later. The roads have changed a l i t t le , the rules 

have changed a lot , but the soul remains the same. 


We’ve recommitted ourselves to our hometown with the 

opening of our expanded dist i l lery in 2018, creat ing more 

jobs along with the opportunity to br ing more of our 

product ion in-house. And there’s nothing we love more 

than shar ing both local  legacy as wel l  as our l imited 

product ion special t ies with those who appreciate a good 

story over good whiskey. That , after a l l ,  is  what we’ve 

come to cal l  our whiskey way of l i fe .
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Templeton Dist i l lery has earned a reputat ion as a leader in high qual i ty rye 

whiskey. This is something that we l ike to think would make the residents 

of Templeton, Iowa during Prohibit ion–themselves making whiskey and 

hiding i t  in basements–quite proud. Today, our rye is made a l i t t le 

di f ferent ly–we f ind that 100 years and legal  product ion capabi l i t ies wi l l  

change how you do things. With a 95% rye / 5% malted bar ley mash bi l l ,  

i t ’s  aged in charred, new American oak barrels with f lavors inspired by the 

whiskey made by Templeton boot leggers a century ago – in the same 

town, with the same strong spir i t . 


Based in Templeton, Iowa, our expanded state-of-the-art dist i l lery opened 

in 2018 with plans to br ing al l  aspects of dist i l lat ion and aging in-house. 

This innovat ive product ion faci l i ty not only creates the opportunity for 

more jobs and local  agr iculture, but for enhanced qual i ty control  across al l  

of  our whiskeys, whether i t ’s  our f lagship 6-year rye or innovat ion 

products such as our cask ser ies . This newfound focus on who we are as a 

company led to a complete rebranding and package redesign in 2020, with 

a new look that better represents where we come from, where we’re 

headed, and the community that has ra l l ied together from day one.

THE TEMPLETON STORY HIGHLIGHTING PRODUCTION 

DETAILS & TAILORED TO A TRADE AUDIENCE.

TRADE-FACING MESSAGING
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PRODUCT OVERVIEW
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Coming Soon

Barrel  Strength


Coming Soon

Oloroso Cask Finish




CASK FINISH SERIES

BARREL STRENGTH

BRAND HIERARCHY

T E M P L E T O N  D I S T I L L E R Y

T E M P L E T O N  R Y E

F L A G S H I P S S P E C I A LT I E SR E S E R V E

4 YEAR

6 YEAR

10 YEAR
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750ml - $30

CONSUMER INSIGHTS

PRICE POINT

OCCASIONS

TASTING NOTES

AGING

4 years in charred new American oak barrels

Ideal  for enjoying over ice or mixed in a classic whiskey cocktai l  to add some rye spice, 
such as an Old Fashioned or a Rye Manhattan.

Meant to be appeal ing to a broad range of ages, income levels , and palates. A great 
introduct ion to the world of American rye whiskey for newcomers, as wel l  as a rel iable 
standby to whiskey enthusiasts .

Aroma: Dry, grassy, Christmas spice


Taste:  Hint of caramel , butterscotch, tof fee, a l lspice


Body:  Deep amber color, l ingering, s l ight ly chewy


Finish:  Wonderful  balance, c lean, s i lky smooth

4 YEAR
A high qual i ty introduct ion to the world of Templeton Rye.

F L A G S H I P  W H I S K E Y S
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750ml - $40

CONSUMER INSIGHTS

PRICE POINT

OCCASIONS

AGING

6 years in charred new American oak barrels

Add complexity and spice to a craft  whiskey cocktai l ,  or enjoy neat or with a splash of water 
to savor the complexit ies that come with furthered aging.

This consumer l ikely has mult iple whiskey opt ions in their  home bar and wi l l  specify their  
whiskey select ion with their  server or bartender when out . They view the 6 Year as a great 
rye at an af fordable pr ice point .

TASTING NOTES

Aroma: Floral ,  dry spice, butterscotch, vani l la , cherry, green apple


Taste:  Fruit ,  toasted oak, mel low, smooth with vibrant mouth


Body:  Bold oak with burnt sugar sweetness


Finish:  Long, l ingering spice

6 YEAR
Our f lagship rye is s l ight ly more mature with complex rye notes for the true enthusiast .

F L A G S H I P  W H I S K E Y S
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750ml - $85

CONSUMER INSIGHTS

PRICE POINT

OCCASIONS

TASTING NOTES

AGING

A ful l  decade spent in charred new American oak barrels

With an extremely l imited product ion and only distr ibuted to accounts with a discerning 
whiskey l ist ,  this is the choice for l i fe ’s special  occasions where only the best wi l l  do.

A whiskey connoisseur, with a higher income and educat ion level . This consumer may 
exclusively dr ink whiskey ( l ikely neat)  and, whether at home or out , is  very select ive when i t  
comes to their  whiskey choice. 

Aroma: Rich chocolate and vani l la , toasted oak, green apple, apr icot


Taste:  Smooth, dark oak with honeyed f loral  notes and our s ignature rye spice


Finish:  Clean and long-last ing with l ingering butterscotch

10 YEAR RESERVE
Our dist i l lery ’s f inest achievement . A true expression of what American Rye 
can become with each release bott led from a hand-selected single barrel .

R E S E R V E  W H I S K E Y S
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750ml - $60

CONSUMER INSIGHTS

PRICE POINT

OCCASIONS

TASTING NOTES

AGING

A blend of our most noteworthy barrels , varying in age and maturi ty up to 10 years old

Meant to be enjoyed in i ts purest form or to stand out in a craft  cocktai l .  Enjoy Barrel  
Strength on the rocks, neat or with a splash of water to help br ing out even more f lavor.

A whiskey connoisseur who l ikely seeks out rare and unusual f inds. Whi le they have a few 
trusty standbys, they aren’t  afra id to experiment and are wi l l ing to spend up to try 
something new. 

Aroma: Sweet f loral  notes, mi lk chocolate, dark fruit ,  toasted almonds


Taste:  Bold and balanced with a velvety character, oi ly and r ich, peppery 
         yet frui ty with hints of brown sugar and honey


Body: Ful l  bodied with bold intensity


Finish:  Del icate, l ingering, and long

BARREL STRENGTH 2021
This very l imited product ion whiskey is released annual ly and crafted for the rye loyal ists . 

S P E C I A LT Y  W H I S K E Y S
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750ml - $TBD

CONSUMER INSIGHTS

PRICE POINT

OCCASIONS

TASTING NOTES

AGING

An American straight rye whiskey ini t ia l ly aged in charred American oak barrels for 6 years before 
undergoing a secondary maturat ion of 6 months in the f inest 500 l i ter Oloroso Sherry butts

Designed to be enjoyed neat with a focus on spending some t ime with the whiskey to savor the 
complexity of each layer of f lavor that this release br ings with each sip. Pairs spectacular ly with 
foods such as aged cheeses and dark chocolate. Compl iments smoked salmon and gr i l led steaks 
to perfect ion.

With innovat ion, ambit ion, and col laborat ion at the heart of our Cask Finish Series , our Oloroso Sherry Cask 
Finish whiskey is designed for the consumer who has the conf idence to stray from the beaten path. For those 
who favor qual i ty over quant i ty and seeks out new experiences in both l i fe and whiskey choices. They love to 
travel  and wi l l  use this whiskey experience to transcend them to the exot ic dest inat ions of the sourced barrels .

OLOROSO SHERRY CASK FINISH
An out let for innovat ion, our l imited release Cask Finish Series offers an annual unique twist on what rye can be.

S P E C I A LT Y  W H I S K E Y S

Aroma: TBD


Body: TBD


Finish:  TBD
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The fol lowing guidel ine has been created to provide the Templeton Dist i l lery 

brand team with a clear usage out l ine of i ts brand marks and typographic styles 

to best represent the brand across al l  appl icat ions with ful l  integri ty.

BRAND MARKS
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TEMPLETON SCRIPT DISTILLERY BADGE DISTILLERY WORDMARK
PRIMARY PRODUCT MARK SECONDARY DISTILLERY MARK TERTIARY DISTILLERY MARK

The Templeton Script is the preferred 
brand mark that should be used f i rst  when 

represent ing the Templeton brand in a l l  
product market ing. This mark can be used 

alongside the Dist i l lery Badge to 
represent the Templeton product and 
dist i l lery as a whole. This is the most 

unique and clear ly ident i f iable mark that is 
prominent ly embossed on the package. 
The goal  is  to cont inue to bui ld brand 

equity around this mark.

The Secondary Dist i l lery Mark 
should be used as a compl iment to 
the Templeton Script or in circular 
spaces where a circular logo f i ts 
nicely ( ie :  top of bott le , barrels , 

coasters , etc . ) .  This mark can also 
be used when more brand 

messaging is desired to represent 
the dist i l lery ’s ethos.

The Dist i l lery Wordmark should be used 
primari ly to represent the physical  space 

at the dist i l lery. I t  should be used in 
horizontal  s i tuat ions where the Secondary 

Dist i l lery Mark can not work.

SIMPLIFIED SCRIPT SIMPLIFIED MONOGRAM SIMPLIFIED DISTILLERY WORDMARK 



USAGE GUIDELINES



MINIMUM SIZE: 1.5”W

TEMPLETON SCRIPT
When needing a bold brand mark for pr imary market ing assets 

or merchandise, use the Templeton Script . Use the approximate 

width of the “E” in “Templeton” as i ts c learance space.

SPECIFIC USAGES:

• Packaging:  Used primari ly on the custom glass design. 


• Universal  Brand Assets :  Used as the pr imary branding element 

across sel l  sheets , shelf  ta lkers , case cards, etc .  


• Apparel :  Pr inted on shirts , sweaters , jackets , etc . (Should be used 

in combinat ion with the Dist i l ler ’s mark or horizontal  brand mark)


• Basebal l/Softbal l  Apparel :  Pr inted on jerseys. 


• Miscel laneous:  St ickers , everyday glassware
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MAXIMUM SIZE: NO LIMIT

1.5”W

U S A G E  G U I D E L I N E S



MINIMUM SIZE: 1”W

U S A G E  G U I D E L I N E S

SIMPLIFIED SCRIPT
When needing a bold brand mark for pr imary market ing assets or 

merchandise, and the composit ion of the appl icat ion is not 

adequate for the Templeton Script mark, such as a long & narrow 

appl icat ions, then ut i l i ze the Simpl i f ied Script mark. Use the 

approximate width of the “E” in “Templeton” as i ts c learance space.

SPECIFIC USAGES:

• Universal  Brand Assets :  Used as the pr imary branding element 

across sel l  sheets , shelf  ta lkers , case cards, etc .  


• Apparel :  Pr inted on shirts , sweaters , jackets , etc . (Should be used 

in combinat ion with the Dist i l ler ’s mark or horizontal  brand mark)


• Basebal l/Softbal l  Apparel :  Pr inted on jerseys. 


• Miscel laneous:  St ickers , everyday glassware
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MAXIMUM SIZE: NO LIMIT1”W



MINIMUM SIZE: .8”W

DISTILLERY BADGE
When using the Dist i l lery Badge, use the approximate width 

of the “TD” monogram as i ts c learance space.

SPECIFIC USAGES:

• Pair  and compl iment Templeton Script and Simpl i f ied Script marks.


• Packaging:  Wood T-tops


• Signage: Indoor/Outdoor s igns and banners that require a circular mark.


• Tast ing Room: Glassware, coasters , etc .


• Apparel :  Pr inted on shirts , sweaters , jackets , etc .


• Miscel laneous:  St ickers and barrel  head brands.
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MAXIMUM SIZE: NO LIMIT

.8”W

U S A G E  G U I D E L I N E S



MINIMUM SIZE: .2”W

SIMPLIFIED MONOGRAM
The Simpl i f ied Monogram is to be used as a support ing brand 

mark used in combinat ion with either the Templeton Script , 

Simpl i f ied Script , or Dist i l lery Wordmark. Use the approximate 

width of the “TD” monogram as i ts c learance space.

SPECIFIC USAGES:

• Packaging:  Str ip Stamp & Glass Embossing


• Signage: Indoor/Outdoor s igns and banners for the dist i l lery.


• Universal  Brand Assets :  To be used as supplemental  branding detai l . 


• Tast ing Room: Glassware, coasters , etc .


• Apparel :  Clothing Tags, Patches, Embroidery on hats .


• Miscel laneous:  St ickers and barrel  head brands.

.2”W
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MAXIMUM SIZE: NO LIMIT

U S A G E  G U I D E L I N E S



MINIMUM SIZE: 2”W

DISTILLERY WORDMARK
To avoid visual  competi t ion with surrounding graphics , when 

using the Dist i l lery Wordmark use the approximate width of 

the letter “L” in “Templeton” as i ts c learance space.

SPECIFIC USAGES:

• Signage: Permanent indoor/outdoor s igns, banners, and wal l  tackers . 


• Business Cards:  Used as a ful l  pr int on one side.


• Apparel :  Pr inted on shirts , sweaters , jackets , etc .


• Miscel laneous:  St ickers , ink stamps, and promotional  mater ia ls .

 |  STYLE GUIDELINE -  USAGE GUIDELINES34

MAXIMUM SIZE: NO LIMIT

2”W

U S A G E  G U I D E L I N E S



MINIMUM SIZE: 1”W

SIMPLIFIED DISTILLERY 
WORDMARK
To avoid visual  competi t ion with surrounding graphics in smal ler 

appl icat ions, use the Simpl i f ied Brand Mark and use the approximate 

width of the letter “L” in “Templeton” as i ts c learance space.

SPECIFIC USAGES:

• Tast ing Room: Bar mats and printed mater ia ls for guests


• Smal l  Stat ionary:  Checkbooks, post cards and envelopes. 


• Miscel laneous:  St ickers , l ighters , pens, etc .
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MAXIMUM SIZE: NO LIMIT

1”W

U S A G E  G U I D E L I N E S



BRAND MARK USAGES
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U S A G E  G U I D E L I N E S

ACCEPTABLE COMBINATIONS

COMBINATION 1: COMBINATION 2:
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U S A G E  G U I D E L I N E S

ACCEPTABLE COMBINATIONS

COMBINATION 3: COMBINATION 4:
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U S A G E  G U I D E L I N E S

ACCEPTABLE COMBINATIONS

COMBINATION 5: COMBINATION 6:
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U S A G E  G U I D E L I N E S

COMBINATIONS TO AVOID

Do not combine Templeton Script 
mark with the Dist i l lery Wordmark.

Do not combine Simpl i f ied Script mark 
with the Simpl i f ied Dist i l lery Wordmark.

Don’t  combine the Templeton Script 
mark with Simpl i f ied Script mark.
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U S A G E  G U I D E L I N E S

PHOTO BACKGROUNDS
Using brand marks on photos should be done with 

care as image choice wi l l  determine whether 

Templeton Green or Cream wi l l  be used for the mark 

color. A general  rule of thumb: make sure the mark is 

c lear ly legible with strong visual  contrast against an 

image that isn ’ t  too detai led or busy.

IMAGE SELECTION TIPS:

• Images with shal low depth of f ie ld are recommended


• Avoid busy scenes with too much detai l  that detracts from the brand mark.


• Avoid photos with harsh highl ights or shadows 


• Use a dark transparent overlay when more contrast is needed. 
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IMPROPER USAGE
Be caut ious when scal ing marks to avoid 

any unwanted stretching or compressing.


Do not add effects to brand marks.



BRAND COLORS



Templeton Dist i l lery ’s pr imary brand color palette is an 

essent ia l  part  of  the brand’s ident i ty and should be used 

accurately across al l  pr inted and digita l  appl icat ions.


Consistent use of brand colors is not only a best pract ice 

but wi l l  help ensure brand recognit ion across al l  channels
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BRAND COLORS

TAUPE
PMS: 2327 U


C:  42%   M: 42%   Y:  64%   K:  10%


R: 145    G:  130    B:  90


HEX: 918263

HUSK
PMS: 9080 U


C:  13%   M: 13%   Y:  31%   K:  0%


R:  223    G:  212    B:  180


HEX: DFD4B4

GRAIN GOLD
C: 40%   M: 49%   Y:  90%   K:  19%


R: 140    G:  112    B:  54


HEX: 8C7036

GREEN
PMS: 330 U


C:  74%   M: 55%   Y:  64%   K:  48%


R: 51     G:  77      B:  62


HEX: 33423E

CREAM
C: 5%   M: 5%   Y:  12%   K:  2%


R:  229    G:  235    B:  221


HEX: EFEBDD

*FOR SLIDE BACKGROUND COLOR

PRIMARY COLORS FOR BRAND MARKS & BRAND COLLATERAL

SECONDARY COLORS NOT TO BE USED FOR BRAND MARKS
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PRIMARY COLOR COMBINATIONS

Cream on Green
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PRIMARY COLOR COMBINATIONS

Green on Cream
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COLOR COMBINATIONS TO AVOID



PRODUCT COLOR PALETTE



TEMPLETON TAUPE

HUSK

TEMPLETON GREEN
F L A G S H I P
4 & 6 YEAR
Templeton Rye’s 4 & 6 Year color palettes are key part of 

the product ’s ident i ty and should be used accurately 

across al l  appl icat ions;  pr int and digita l .
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METALLIC COPPER

PMS: 330 U


C:  74%   M: 55%   Y:  64%   K:  48%


R: 51     G:  77      B:  62


HEX: 33423E

Foi l :  Luxor 351


Metal l ic Ink:  PMS 876 C


PMS: 2327 U


C:  42%   M: 42%   Y:  64%   K:  10%


R: 145    G:  130    B:  90


HEX: 918263

PMS: 9080 U


C:  13%   M: 13%   Y:  31%   K:  0%


R:  223    G:  212    B:  180


HEX: DFD4B4
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PATINA METAL

CHARRED BLACK
R E S E R V E
10 YEAR
Templeton Rye’s 10 year color palette and textures are a 

key part of the product ’s ident i ty and should be used 

accurately across al l  appl icat ions;  pr int and digita l .
Metal :  Pol ished Ant ique Copper Pat ina

PMS: 419 U


C:  68%   M: 64%   Y:  69%   K:  72%


R: 38     G:  36      B:  31


HEX: 26241F

TAUPE

HUSK
PMS: 9080 U


C:  13%   M: 13%   Y:  31%   K:  0%


R:  223    G:  212    B:  180


HEX: DFD4B4

PMS: 2327 U


C:  42%   M: 42%   Y:  64%   K:  10%


R: 145    G:  130    B:  90


HEX: 918263

METALLIC COPPER
Foi l :  Luxor 351
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TYPOGRAPHY
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UNITED SANS

Primary Typeface

A B C D E F G H I J K L M N

O P Q R X T U V W X Y Z

[Semi Condensed Bold]

UNITED SANS

Accent Typeface

A B C D E F G H I J K L M N

O P Q R X T U V W X Y Z

[Semi Condensed Medium]

Reader

Body & Bul leted List  Typeface

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn

Oo Pp Qq Rr Xx Tt Uu Vv Ww Xx Yy Zz

[Regular]

ENGRAVERS GOTHIC BT

Secondary Typeface

A B C D E F G H I J K L M N

O P Q R X T U V W X Y Z

[Regular]
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Primary

Secondary

Body With over 100 years of history in Templeton, Iowa, our story is one of true authent ic i ty 

and bui l t  on the shared experiences of our community. The roots of Templeton Dist i l lery 

can be traced back along fami ly l ines to the boot leggers of Prohibit ion. This rebel l ious 

and entrepreneuria l  mindset st i l l  holds true to this day, where residents of our 

hometown unite together under a shared ral ly ing cry of “A Strong Community Spir i t . ”

T E M P L E T O N  D I S T I L L E R Y

SMALL TOWN, 
STRONG SPIRIT

SMALL TOWN, STRONG SPIRIT

100 years of shared stor ies , fami ly 
tradit ions, and ral ly ing together as 
a community


A rebel l ious & entrepreneuria l  
boot legging legacy


Templeton, IA :   
“A Strong Community Spir i t ”

Accent

Bul let
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