
Our brand guidelines for members
How we communicate the values 
and characteristics of our association
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1.0  Who we are

MSI Global Alliance is one of the world’s leading 
international associations of independent legal and 
accounting firms.

1.1  About us
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1.0  Who we are

To be the first choice multidisciplinary association  
for ambitious independent legal and accounting firms  
seeking to compete in the global economy through  
regular referrals and the right quality relationships  
with other member firms.

1.2  Our vision

MSI Global Alliance 
Brand Guidelines Members version
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1.0  Who we are

To provide an effi cient and effective association 
framework that enables our member fi rms to 
expand their business. 

How we will do this
MSI will enable members to: 
•   Compete with international fi rms when 

 tendering for new business
•   Enhance their support and off er to existing clients
•   Have access to quality fi rms off ering reliable services
•   Provide cross jurisdiction referrals
•   Exchange knowledge and experience with other 

 professionals in a non-competitive environment
•   Participate in training and education
•   Increase the prestige of their fi rm

1.3  Our mission



Quality, efficiency and 
competence are key aspects of 
the service we provide to our 
members; and our member firms 
must equally live and breathe 
these professional qualities for 
each other and their clients. 

1.4  Our values

Professional

MSI and our members deliver fast, 
efficient, accurate and friendly 
responses – to maintain the 
effectiveness of our association 
and strengthen our reputation as 
a dynamic association that listens 
and acts on the needs of both 
members and clients.

A commitment to working 
together sits at the heart of our 
association – to maximise the 
value and service MSI provides 
to members and to enable our 
members to compete 
in a global marketplace.

Building our association to help 
our members build their business 
drives the choices we make – we 
seek constant improvement in 
everything we do, create and 
maximise opportunities and 
maintain an entrepreneurial spirit 
to drive innovation and growth.

MSI Global Alliance
Brand Guidelines Members version

1.0  Who we are

Collaborative Responsive Ambitious
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1.0  Who we are

MSI Global Alliance brings together intellectually  
capable and professional people from independent  
legal and accounting firms all over the world. Our tone  
of voice, in both written and verbal form, should be equal  
in intellect and professionalism to the people connected  
with our association.

One of the simplest ways to display intellect and professionalism is through 
clarity. This is the key component of our tone of voice. Clarity is achieved 
through simple, bold expression of ideas, a contemporary choice of  
words, strong connected arguments and short, easy-to-read, sentences.  
When we provide clarity, we grow trust amongst our members and  
build their involvement and support.

Clarity also helps to convey our commitment to openness in the transfer 
of information from MSI to members and between our member firms. It is 
also vital in helping us live our values – Professional, Responsive, Collaborative 
and Ambitious. Without clarity we are unable to live our values to the full.

1.5  Tone of voice:
	 Overview
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1.0  Who we are

When you are writing, editing or speaking for  
MSI, aim to emulate these examples of clarity:

MSI Global Alliance is one of the world’s leading international associations 
of independent legal and accounting firms. 

Our professionalism means we compare favourably with other associations 
and networks, whilst it is clear expectations amongst our members are 
growing.

There are five main principles guiding the strategy we have set for MSI. 
Abiding by these principles and perfecting their practical application  
will help us compete in a volatile and changing market and help our 
member firms compete.

Exclusivity ensures there is no competition amongst member  
firms and yet allows for cross-jurisdiction collaboration.

With an equal balance of law and accounting members, MSI’s  
unique selling point is its multidisciplinary structure and this  
needs to be preserved.

1.6  Tone of voice:
	 Examples
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2.0  MSI logo

2.1 Correct implementation  

The MSI Global Alliance logo is a vital component 
of our brand. It is a signpost to the values we  
hold and a symbol of the work we do.

This guide introduces the various elements of 
the MSI Global Alliance Corporate Identity which 
is available to MSI member firms that wish to 
promote their membership of an international 
alliance of independent professional firms.

On the following pages you will find advice on 
how to use these elements, along with practical 
examples you may like to consider.

These guidelines are intended for any member 
firm, or supplier thereof, that is planning a 
branded communication that will include the MSI 
Corporate Identity. The MSI Corporate Identity 
is expressed through the Corporate Mark and 
colour. These elements combine to create a 
recognisable visual identity that can be applied to 
all aspects of communication.

The strength of an identity depends upon its 
consistent application. Wherever the Corporate 
Identity appears, its application should be of the 
same high standard, using the correct elements in 
the right way.
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2.0  MSI logo

2.2 Member logo

When a member firm wants to communicate its 
membership of MSI Global Alliance, it should use 
the member logos provided opposite. They are 
consistent with MSI’s primary logo, apart from 
inclusion of the additional line ‘A member of ’. 

Inclusion of the words ‘A member of ’ and 
‘Independent ’ within the members’ version of 
MSI’s logo overcomes the need to include an 
accompanying legal disclaimer, and provides 
member firms with a tidy logo solution that can 
simply be inserted into a member firm’s artwork 
designs, particularly where space may be limited, 
for example, on a business card.

However, should member firms need the 
reassurance of an additional legal disclaimer, 
please use the following:

XYZ is a member of MSI Global Alliance, one of  
the world’s leading international associations  
of independent legal and accounting firms. . 

To maintain the integrity of our logo, digital and 
master artwork must be used at all times. Never try 
to recreate the logo yourself. Master artwork files 
can be obtained from the MSI marketing team. 
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2.0  MSI logo

1. �Use the original artwork and only the derivative 
members’ version of the Corporate Mark.

2. ���Where possible refer to MSI Global Alliance  
in full.

3.� �Always refer to MSI as an alliance or association 
of independent firms, rather than a network.

4.� ��Do not prefix your firm’s name or brand with 
the MSI initials unless your firm is located within 
the existing, geographically logical networks of 
Australia or Russia and has the permission of 
the MSI Board. 

Failure to comply with this rule could result in 
potential liability issues. Please speak to MSI’s 
marketing team if you are unsure of how this 
applies to your firm.

5.� �Submit a draft of your marketing materials 
featuring the MSI Corporate Identity  
to MSI’s marketing team before going to  
print. We can advise on best practice.

2.3 The golden rules
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2.0  MSI logo

2.4 Colours

MSI Light Blue

PMS 306C
R0 G181 B226
C75 M0 Y5 K0
HEX #00B5E2

MSI Dark Blue

PMS 2757C
R0 G30 B96
C100 M95 Y4 K42
HEX #001E60

Our primary colours are deliberately quite 
corporate to reflect the style of the professional 
firms we work with. However, we have chosen 
contemporary variants of the blue to create 
a freshness about our communication that is 
inviting and not overly serious.
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2.0  MSI logo

2.5 Exclusion zone

The MSI member logo is always surrounded 
by a minimum clear space area. To protect the 
integrity and impact of our logo this area must 
remain free from any other elements, including  
all type and graphics.

The minimum clear space area is equal to the 
height of the ‘m’ in our name.

Logo minimum size

Whenever our logo is used it must be clearly 
legible, which is why there is a fixed minimum size 
the logo can be reduced to. The width of the logo 
should never be smaller than 35mm. 

Exception: A different minimum size applies for 
the use of the member logo on business cards. 
Please refer to page 23 for these guidelines.

Minimum size 
35mm
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2.0  MSI logo

2.6  Alternative logos

White logos

When the member logo is reproduced out of a 
solid colour, a white version of the logo should 
be used. Or if using the MSI dark blue as the 
background colour then the globe above the ‘i’ 
should be printed in MSI light blue.  

Black & white logos

Our black and white member logos can be used 
when a communication is being produced in 
greyscale. The globe above the ‘i’ is a 50% tint  
of black.
On a dark or black background the all white 
version should be used.

Master artwork files can be obtained from the 
MSI marketing team. 
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2.0  MSI logo

2.7  Positioning

As mentioned in 2.5 the MSI member logo is 
always surrounded by a minimum area of clear 
space to protect the integrity and impact of our 
logo. This should also apply to positioning the logo 
towards the outer edges of any page, image or 
document etc. 

The logo can be placed in diff erent positions 
depending on the content and format 
of the communication. Ideally, we recommend 
a top left position, but whether top left, top right 
or centred always leave at least, the minimum ‘m’ 
height from the top of the page.

Also if using a full page, place at minimum of 
2  times ‘m’ from the left or right sides.

Unique formats (such as web banners etc.) 
if the canvas size is limited try to place the logo 
at maximum width or height as indictade here.
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The logo is a valuable asset to MSI and its member 
fi rms, and to ensure consistency, members are 
requested not to distort, stretch, squeeze or 
redraw it. The logo should always be used in its 
original proportion, and original artwork used. 

If you follow the colour, size and clear space 
instructions for our logo, as shown in the 
preceding pages of these guidelines, you will 
protect the integrity and impact of our logo.

If you manipulate our logo in any way, so it 
becomes visually distorted, you will undermine 
the values and characteristics it has been 
designed to display.

MSI Global Alliance
Brand Guidelines Members version

2.0  MSI logo

2.8  Do’s & don’ts

Don’t stretch, skew or distorted the logo. Don’t place the primary logo on a colour. 
The relevant white logo can be used 
on primary and supporting colours.

Do use the correct logo format.
The MSI logo’s come in various formats 
for both print and digital environments.

Do use the correct logo colours. 

Don’t use a low resolution logo otherwise it will 
appear pixelated/degraded. 

Don’t apply a drop shadow or any 
other graphic eff ects to the logo.

Do follow the exclusion zone guide when 
using the MSI logo’s. This will give the 
minimum clear space required around the logo.

Don’t amend the logo, alter the colours of the 
logo or substitute any fonts.

Don’t rotate the logo at any angles.
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The MSI logo can be placed over images, 
however, extra care and consideration must be 
taken when  doing so. 

Always ensure there is enough contrast between 
the logo and image. If the selected area of image 
is light, then the colour logo should be used. If the 
selected area of image is dark, then the white logo 
should be used.

Also try to select plainer areas of image that aren’t 
too busy so that the logo stands out and doesn’t 
compete with other visual elements.

 If this isn’t possible, select another image or 
suitably edit in the image to darken/lighten the 
area in question.

2.9  Do’s & don’ts applied to images

Example of retouched image 
(dark area of sky has been extended).

2.0  MSI logo
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3.0  Best practice



21

MSI Global Alliance
Brand Guidelines Members version

3.1  Letterhead with logo

3.0  Best practice

When a letterhead is co-branded with the 
member logo, it can sit in either the bottom right 
or bottom left hand corner. See recommended 
examples of co-branded letterheads opposite.

If a letterhead can only be printed using one or 
two colours, the colour of the member logo can 
be changed to match the fi rm’s logo. In this case 
the MSI member logo should become a single 
colour logo.

Dear XXXXXX, 

Aceaque peratemquam quam, volorae duciatibus, sum doluptatibus aliquo iliquae. Nam re porum ex 

et facest, sum fugitiunt aceario di tenis dolectam quo de nimin consequi con peligen ihiliqui omnimus 

el iduciam, ium et repedi dignis ipwsa destis eribus, optati unturec epratemporit laccull iquunt pa non 

perrumqui berectibus que cusdant facculpa nonse seceati busanis nos etur? Nonsequide ipid quae. 

Mus, ut laborrovide omnissed exerestis eum rerspita con reius evene doluptat pelibusdam quae 

occusda velesto iurit quiaerr ovidel ma debis is arum re nonsent.

Ommo et harcim netur min pe vera sit evelia conseque nobit quis recto temodipis dolent dolorat 

ectius, od ut quam rest lab iunt, alit as quo et et aut quam incipicat ent dolorporro quis nihicium 

voluptur repudistrum fuga. Liquodis etus dolum quaes alique nimus, optaquibus magnat unt aut autas 

desto exerunditae volent etur as illiquam corerovidus min commodi taessintibus idus, ut andion con 

natem volorectest, con eum, nonsequas rem ad moditatio mo eaquid eum es at libusam quiaepedic 

tem quia quat inverorate se adicabo. Ut exeri que odi reniatur?

Bore lab ipientia nonse volupta taquatus, num asimoditia quis estem la alit quiate pelitii ssimagnatiis 

natatis et, quis mos es plaboressi aliquas nonsequ iaeceatur sint assinimagnim sit, sin eatiistionse 

doluptatem ea sim a dem quisciisit ut vollores mod earum ipit ium explabo rioribus esto te pellab inis 

modis deroviditas apediore venimus aturemp orrorem erum aut excea dempossum, aborepratem 

exero estio blaute nonsequidus dio. Riorpore labo. 

Offic temolorias dolorat ut mi, tota dendaest aut et quam, eatem di am ex et vitem cum quatem fugit 
et est, conempos perem resti conse culpa consecest aliquam que ercimin corerum quidelit, cullupta 

volorepta vellibus ide non nonsed quatemo volupta tibusci endistis modi quodi dolupta quiatectis et, 

aut experep edicia nis que volupie nitibus.

Yours sincerely

Andrew Blog

Mr John Smith 

Sample address  

Sample address 

Sample address 

Sample address

Gardiner Roberts LLP
Bay Adelaide Centre – East Tower
22 Adelaide Street West, Suite 3600
Toronto, Ontario  M5H 4E3
T   416.865.6600   F   416.865.6636   www.grllp.com

005-15 Letterhead Final.indd   1 11/18/2015   3:50:44 PM

Gardiner Roberts LLP
Bay Adelaide Centre – East Tower
22 Adelaide Street West, Suite 3600
Toronto, Ontario  M5H 4E3
T   416.865.6600   F   416.865.6636   www.grllp.com

005-15 Letterhead Final.indd   1 11/18/2015   3:50:44 PM

Recommended examples of co-branded letterheads
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3.2   Letterhead with strapline

3.0  Best practice

For member fi rms that do not want to, or are 
unable to use the default member logo, but 
still want to promote their membership, 
a standardised line of text is available for 
use as below:

MSI Global Alliance - An independent member fi rm

This standardised line of text should be 
printed using Aleo Italic in the MSI dark blue 
(PMS 2757C, C100 M95 Y4 K42) or it can be 
changed to match the colour of the member 
fi rm’s logo. 

Master artwork fi les can be obtained from the 
MSI marketing team. 

Recommended example of co-branded letterhead

Gardiner Roberts LLP
Bay Adelaide Centre – East Tower
22 Adelaide Street West, Suite 3600
Toronto, Ontario  M5H 4E3
T   416.865.6600   F   416.865.6636   www.grllp.com

1330 Boylston Street
Chestnut Hill, MA 02467
T: 617.738.5200
F: 617.738.0875

www.all-cpas.com

Principals

Donald A. Cohen
CPA, MST

Ronald L. Loberfeld
CPA

Peter D. Boari
CPA

Wayne E. Nichols
CPA, CVA

Howard D. Farber
CPA

Vasant M. Nagda
CPA, MBA

Bruce A. Gold
CPA, MBA, MST

John J. Weeden
Esq., CPA

Kristin M. Kelley
CPA, MST

Consultant

Melvin B. Langbort
CPA, MBA, MST, PFS
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3.3   Business cards

3.0  Best practice

When a business card is co-branded with 
the member logo it can sit in either the bottom 
right or bottom left hand corner on the front of 
the card. 

If there is not enough space for the member logo 
to go on the front of the business card, it can sit 
in the bottom right hand corner on the back of 
the card. 

Alternatively, the strapline only option can be 
considered. 

If a business card can only be printed using one 
or two colours, the colour of the member logo 
can be changed to match that of the fi rm’s. In 
this case the member logo should become a 
single colour logo. The member logo can also be 
reversed out in white if being placed on the back 
of a business card with a solid colour.

 

Dipl.-Kaufmann 

Joachim Fürst 
Steuerberater  

Joachim.Fuerst@fuerst-beratung.de 
 

Fürst und Partner GmbH Steuerberatungsgesellschaft 

Thomas-Mann-Straße 59 
90471 Nürnberg 
T: +49 (0) 911 8609 01  
F: +49 (0) 911 8609 444 
 
 

Front 

Strapline only

Back

Minimum size
25mm

Logo minimum size

Due to the limited space available on business 
cards, the minimum logo width can be reduced 
to 25mm. 

MSI Global Alliance - An independent member fi rm
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3.4   Email signature

3.0  Best practice

Email is our most common form of day-to-day 
communication and one of the most visible ways 
we communicate with our audiences and each 
other. We therefore recommend you include the 
member logo in your email signature in addition 
to your contact details as an alternative option to 
promote your MSI membership. 

We suggest that you hyperlink the MSI member 
logo to the MSI website www.msiglobal.org 

Logo minimum size

Whenever our logo is used it must be clearly 
legible, which is why there is a fi xed minimum size 
the logo can be reduced to. The width of the logo 
should never be smaller than 140px (@300dpi). 

Claudia Eckmüller
Fürst und Partner GmbH Steuerberatungsgesellschaft
Thomas-Mann-Straße 59
90471 Nürnberg
T: +49 911/8609-103
F: +49 911/8609-444
E: claudia.eckmueller@fuerst-beratung.de
www.fuerst-beratung.de
 
Sitz und Registergericht: Nürnberg, HRB 11420
Geschäftsführer: Dipl.-Kfm. Dr. Thomas Fürst, WP/StB/RB – Dipl.-Kfm. Jürgen Schiele, WP/StB/RB
Dipl.-Kfm. Frank Blacha, WP/StB – Dipl.-Kfm. Andreas Hüttl, WP/StB – Dipl.-Kfm. Heiko Priester, WP/StB
Dipl.-Oec. Clarissa Göbner, StB – Dipl.-Ing. Kristina Odebrett, StB
 

Hallo Lucy,

Uresequid que esseque suntum, ommoles ciandeb isimoluptam ea prae sam, quam num ania 
dolupicia dolent aut et fuga. Itaspiet, optam adis di commodis soluptat as et lis de molorem natur, 
que et evnisque ma volest, solor ant est et, ut laudae dolesci duciisciet magnia dollati omnima 
sequam, occatur auteste mperunt ibusdandaes vel estium si ad maioratum aliquati volum re voluptis 
molorep turecep eliaspliberi.

Der Inhalt dieser E-Mail ist ausschließlich für den darin bezeichneten Adressaten bestimmt. Wenn Sie nicht der vorgesehene Empfänger dieser E-Mail oder dessen Vertreter 

sein sollten, so beachten Sie bitte, dass jede Form der Kenntnisnahme, Veröff entlichung, Vervielfältigung oder Weitergabe des Inhalts dieser E-Mail unzulässig ist. Wir bitten 

Sie, sich in diesem Fall mit dem Absender der E-Mail in Verbindung zu setzen und die E-Mail und etwaige Anlagen im Übrigen sofort zu löschen.

Wie Sie wissen, können über das Internet versandte E-Mails leicht unter fremden Namen erstellt oder manipuliert werden. Aus diesem Grund bitten wir um Verständnis 

dafür, dass wir die rechtliche Verbindlichkeit der vorstehenden Erklärung ausschließen, soweit wir mit Ihnen keine andere Vereinbarung getroff en haben. Wir möchten Sie 

außerdem darauf hinweisen, dass die Kommunikation per E-Mail über das Internet unsicher ist, da für unberechtigte Dritte grundsätzlich die Möglichkeit der Kenntnisnahme 

und Manipulation besteht. Wir übernehmen daher keine Haftung, falls die Versendung vertraulicher Daten per E-Mail von uns verlangt wird.

Minimum size 
140px
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3.4 	�Promoting MSI membership 
on your website

3.0  Best practice

We strongly encourage you to use the opportunity 
presented by your website to showcase your firm’s 
ability to serve clients almost anywhere in the world 
through your membership of MSI Global Alliance. 

There are no strict rules on how a member firm 
should approach this task, but we suggest you add

a dedicated page to your website which could be 
called ‘International’, ‘Alliances’ or ‘Global reach’, 
Some suggested web copy for this page is below:

FIRM NAME is a member of MSI Global Alliance (MSI), 
one of the world’s leading international associations 
of independent legal and accounting firms. MSI was 
formed in 1990 in response to the growing need for 
cross-border cooperation between independent, 
professional services firms. MSI has steadily grown to 
become a top ranked, leading, international association 
with over 250 independent member firms in more than 
100 countries throughout the Americas, Asia-Pacific, 
Europe, Middle East and Africa regions. 

MSI member firms are among the most respected, 
English-speaking, full service professional services 
firms in their local marketplaces, and share a common 
desire to provide partner-led, personal, value for money 
solutions to the cross-border challenges faced by 
entrepreneurial, small to medium sized businesses.

Membership of MSI enables FIRM NAME to quickly 
source reliable, local expertise wherever in the world 
clients are involved in doing business.  
 
For further information on MSI Global Alliance, please 
visit www.msiglobal.org

For examples of how firms are 
promoting the benefits of MSI 
membership please visit the 
following websites of some of our 
members:
 

Ugarte, Quiñonez & Asociados 
(MSI member in Ecuador)
www.uqa.com.ec
 
KAUFMAN
(MSI member in Canada) 
www.klcanada.com
 
ADKL  
(MSI member in Germany) 
www.adkl-msi.de
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4.0  Contact

Submit a draft of your marketing materials 
featuring the MSI Corporate Identity to  
MSI’s marketing team before going to print. 
We can advise on best practice.

For any queries about the brand usage,  
please contact MSI’s Brand Guardian:

Pauline Rottstock, Marketing  
& Business Development Manager

T	 +44 (0)20 7583 7000

E	 prottstock@msiglobal.org 
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