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Sundance & Co. is a creative collaboration between Nolan Bell and Julia Hay 
founded in August of 2016. Though this privately-owned business is young, it was 
established on many years of friendship as well as shared passions for photography 
and agriculture. 

Photography is currently the main focus of Sundance & Co. When choosing 
a name to represent our brand, Sundance was an immediate fit. The word 
“Sundance” is an old nickname of Nolan’s, but also representative of our nostalgic 
love of the western lifestyle and agriculture, as well as our personal initiatives to 
chase the sun and make the most out of each day. 

When naming our business, we did not want to limit our future plans and goals, 
which is why we decided on Sundance & Co. Nolan and Julia both possess an 
entrepreneurial spirit.  In the future, Sundance & Co. will continue to represent the 
overall brand even as our business ventures grow beyond solely photography. 
 
The heart of Sundance & Co. is serving the families of rural America. Our ideal 
client wants to incorporate their passion for agriculture in a photograph. 
We specialize in, but are not limited to livestock show photography, rodeo 
photography, senior and family portraits, and outdoor professional headshots.
 
The seed for this dream was planted in Julia’s mind during her own senior photos 
when the photographer, bless his heart, asked her to hug her pig for a photo. 
Everyone has strengths and weaknesses, even the most seasoned professionals. 
Julia knew then that someday she wanted to combine her knowledge, experience, 
and passion for agriculture with her love of photography to capture the bonds 
between people and agriculture in a way that not every photographer can.  
 
That is why the mission of Sundance & Co. is to tell the unique stories of each 
client with a special focus on capturing the natural beauty, compassion, and 
individuality of agriculture that is often missed by the untrained eye. Our clients 
can be confident in our ability to showcase what is important in their lives.  
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LillyBelle
Sundance & Co.
LillyBelle is only to be used on the Sundance & Co. name, watermark, and 
some large headings. 

FreightSans Pro
Online Body | SUBHEADINGS
FreightSans Pro can be used for subheadings if it is in all caps. It should be 
used as the body text typeface for online purposes. 

Merriweather 
Print Body | For Contrast
Merriweather is the body text typeface for print purposes. Online it may be 
used to create contrast and draw attention to headings and small bodies of 
text. 

Each font was chosen and designated a purpose based on aesthetic 
appearance, contrast, and readability. LillyBelle represents the Sundance & Co. 
name because it resembles a signature. The sanserif FreightSans Pro contrasts 
LillyBelle and Merriweather as a more thin and petite font which is why it 
should be used for large bodies of text. Serifs are easier to read in print, hence 
the use of Merriweather for print purposes. Fonts can be used outside of 
their stated purposes if done so in a tasteful manner. 
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Sundance & Co. serves a wide array of photography clients. In order to 
appeal to a wide audience, our brand is represented by primarily cool colors 
and neutrals. However, each color was carefully chosen from pallets inspired 
by elements in nature and agriculture.  

The rosy pink at the top serves as the primary color and the pastel blue/
green as the secondary. Horticulture is noted as the most beautiful sector 
of agriculture. To keep a consistent theme, the primary and secondary 
colors were chosen from plants to help portray beauty and compassion in 
agriculture. These two will be used for headings, in the logo, and in advertising.

The navy blue, nude, and taupe are tertiary colors to be used sparingly as 
accent colors. For some projects, plain black and white will be used for 
background and text. 

Primary Color  | Dusty Rose

Secondary Color | Succulent Green

CMYK (20.1, 46.87, 42.88, 0.39) | RGB (203, 146, 134)

Tertiary Colors | Navy, Nude, & Dirt

CMYK (37.2, 16.53, 22.47, 0) | RGB (162, 189, 190)

CMYK (94.09, 79.19, 41.26, 34.32) | RGB (32, 54, 85)

CMYK (2.91, 10.96, 10.4, 0) | RGB (244, 226, 219)

CMYK (30.18, 43.84, 52.9, 3.2) | RGB ( 178, 141, 119)
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Logo

Logotype

Combination One - Stacked

Combination Two - Lateral

Watermark
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Sundance & Co. was given its name by Julia Hay and Nolan Bell with the potential to represent 
the overall brand as the company grows in business endeavors beyond photography.  However, since 
the current focus of Sundance & Co. is photography, our logo is a camera and our logotype includes 
the word photography as a subheading. As a new company, we decided this is the best way to tell 
our target audience who we are and what we do. When the time comes and our brand represents 
more than our photography business, the overall brand logo and logotype will evolve to best fit the 
focus of the brand, while keeping the spritit of the current logo and logotype. 

Our logo was hand-drawn by Julia and modeled after her own camera. We chose this authentic 
approach to set us apart from the competition. The logotype follows the font and color portion 
of the brand guide in that LillyBelle is used for the Sundance name and FreightSans Pro in all caps 
is used for the subheading. For consistency, our primary color, Dusty Rose, is primarily used in the 
logotype. Our secondary color, Succulent Green, is used in the subheading. 

At this point in time, the logo and logotype are never to be used by themselves. We believe that 
while striving to establish a recognizable brand, it is in our best interest to only use the logo/logotype 
combinations. Combination One - Stacked should always be used on square and/or compact 
applications. For example, the stacked version should be used on social media platforms. It should 
also be used on business cards, compact advertisements, all brand clothing and merchandise. 
Combination Two - Lateral will be used for letterhead, website headings, paperwork, and large 
portrait orientation advertisements. The Watermark is only to be used to watermark photos. 
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[Sundance & Co.] Sample Advertisement

This livestock show photography advertisement was created for a magazine or newspaper. An ad like 
this would be appropriate in an agriculture based magazine such as The Ranch House Journal or in 
a newspaper. The target audience of this advertisement is livestock exhibitors and their parents. We 
want parents to enjoy watching their child show without the hassle of taking photos. As the livestock 
show photographer, we are in the showring and capture quality images of each exhibitor. That is why 
the ad says, “Trust Sundance & Co. to capture your show ring memories.” 

We created this ad with the focus and flow design principle in mind. The young girl in her bright 
clothing first catch the viewer’s eye. The viewer then follows her eyes to the ad copy and logo and 
ends at the goat. We stayed consistent with the brand colors in designing this ad. The colors in 
the photos complement the primary and secondary colors of our brand. The photo in the ad also 
serves as an example of the product exhibitors and parents can expect when they buy livestock 
show photos from us. To keep the ad simple, we ended with directions to our website where the 
reader can find more information. 
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Sundance & Co. Sample Brochure

This brochure, designed on a simple six panel layout, was created to provide information on 
Texas A&M University senior photo sessions. The target audience of this brochure is Texas A&M 
seniors and their Aggie moms. For example, a brochure such as this would be handed out at an 
information booth at the Aggie Moms’ Boutique during parents weekend. 

To appeal directly to the target audience, the brochure is Texas A&M themed. Even the photo 
packages were given names directly related to Texas A&M University. When designing this 
brochure, we appealed to emotion with the written content by using words like “celebrate” and 
“memories”. As for design elements, only colors and fonts designated in the brand guide were 
used. The photo on the front was chosen to be fun and eye-catching. The photos throughout 
the brochure were chosen to break up bodies of text, hold attention, and contribute to the Aggie 
theme. Logo/logotype Combination One fit best with the space allotted in the brochure. Minimal 
text was used for a clean and simple look. The main messages are clearly conveyed; this is what 
we offer and this is how to contact us. 

As a photography business that offers services outside of our specific location, it was not 
necessary to list our office location, map, directions, or hours of operation in this brochure. The 
preferred contact method is email, which is clearly stated in the brochure. Therefore, we did not 
need to list our phone number. 
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A Letter From Our Founders

Dear members of the Sundance family, 

Our brand guide was carefully created with heart, soul, and many cups of 
coffee. Each element is us. From our colors to the design of our sample 
brochure, each design element was carefully chosen to best represent who 
Sundance & Co. is. These design elements reflect our missions, our goals, 
and our services. We capture the most authentic and real moments for our 
photography clients. Therefore, the goal of our brand is to be nothing more 
than authentic and real. 

We are glad to have you as a member of the Sundance family. Thank you for 
reading our brand guide and abiding by its rules with precision and careful 
attention to detail. By following the design guidelines in this brand guide, 
Sundance & Co. will be best represented at all times. 

Thank you for your dedication to Sundance & Co. 

Sincerely,

Nolan & Julia 




