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story

mer was born as a natural evolution of the 
mojeRačun pla�orm. As our por�olio of digital 
services expanded to include solutions like 
eArchive, DMS, business intelligence tools, 
and open banking, it became clear that the 
existing brand name no longer reflected the 
full scope of what we o�er to our users. 

We are proud to introduce mer – a unified 
digital pla�orm that brings everything 
together in one place. The mer brand 
represents simplicity, integration, and the 
digital transformation of everyday business 
operations. What started with eInvoicing has 
grown into a complete ecosystem for modern 
entrepreneurs and businesses.  

mer is a new name for the trust you already 
know. Still here, only better.
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logo



main logo
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This is our main logotype in full color.

Please use this logo according to the 
following guidelines to maintain a clear 
and consistent brand language across 
all printed and digital materials.

Use this version whenever possible, 
especially on neutral or light 
backgrounds where full-color 
reproduction ensures brand 
recognition and visibility.
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main logo
BLACK & WHITE VERSION
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These are the monochrome versions of 
our horizontal logotype - black and 
white. They are designed for 
single-color applications or situations 
where color reproduction is not 
possible.

• The black version should be used on 
light or neutral backgrounds to 
ensure maximum legibility.

• The white version (reversed) should be 
used on dark or colored backgrounds 
to maintain visibility and contrast.

Both versions help maintain brand 
consistency when the full-color logo 
cannot be applied. Avoid using them on 
complex or textured backgrounds that 
reduce clarity.

brand book



secondary
logo

COLOR VERSION

co
lo

r b
la

ck

co
lo

r w
hi

te

This is the secondary (vertical) version 
of our logotype in full color.

It follows the same rules as the main 
logo and should be used in situations 
where a vertical or stacked layout is 
more suitable, such as narrow formats 
or limited horizontal space.

Maintain the defined clear space and 
proportions to ensure consistency with 
the main logo.
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secondary
logo

BLACK & WHITE VERSION
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These are the monochrome versions of 
our secondary (vertical) logotype — 
black and white. They should be used in 
single-color or limited-print scenarios 
where the full-color version is not 
appropriate.

• The black version is intended for light 
backgrounds.

• The white version (reversed) should be 
used on dark or photographic 
backgrounds for better contrast and 
visibility.

Always ensure su�icient contrast and 
avoid placing the logo on busy or 
patterned su�aces that reduce 
readability.

brand book



smallest
size
This is the smallest size of the logotype 
that can be used for it to still be legible
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print 70 mm
digital 200 px

print 70 mm
digital 110 px



brand colors



primary
colors

#00A9E4
R:0  G:169  B:228
C:72%  M:15%  Y:0%  K:0%

#93C841
R:147  G:200  B:65
C:47%  M:0%  Y:97%  K:0%

#000000
R:00  G:00  B:00
C:75%  M:68%  Y:67%  K:90%

Our primary color palette consists of 
blue, green, and black, representing the 
core essence of our brand identity.

These three colors should be used as 
the dominant tones across all visual 
materials to ensure consistency and 
recognition.

The primary colors form the foundation 
of our visual language and should 
always be used in their correct color 
values to maintain visual harmony.

Avoid altering their shades or 
combining them in ways that 
compromise readability or brand 
integrity.

Whenever possible, use the primary 
colors in accordance with accessibility 
standards to ensure optimal contrast 
and legibility across both digital and 
print applications.
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secondary
colors

#795DA7
R:121  G:93  B:167
C:60%  M:73%  Y:0%  K:0%

#F07C21
R:240  G:124  B:33
C:2%  M:63%  Y:100%  K:0%

#F0555C
R:240  G:85  B:92
C:0%  M:82%  Y:58%  K:0%

#47BEAE
R:71  G:190  B:174
C:66%  M:0%  Y:39%  K:0%

The secondary color palette consists of 
sub-brand colors defined within the 
brand architecture.

These colors are used to support and 
extend the primary palette, allowing for 
clear di�erentiation between 
sub-brands while maintaining overall 
brand coherence.

Secondary colors should never 
overpower the primary colors, but 
rather complement them and enhance 
visual hierarchy.

They are intended for accent elements, 
supporting graphics, and sub-brand 
identification across selected 
touchpoints.

All secondary colors must be applied 
consistently and in accordance with 
accessibility standards to ensure 
su�icient contrast, clarity, and legibility 
across both digital and print 
applications.
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typography



main
typography

Mont Bold
A B C Č Ć D DŽ Đ E F G H I J K L LJ M N NJ O P R S Š T U V Z Ž
a b c č ć d dž đ e f g h i j k l lj m n nj o p r s š t u v z ž
0 1 2 3 4 5 6 7 8 9 
. , : ; ! ?

Mont SemiBold
A B C Č Ć D DŽ Đ E F G H I J K L LJ M N NJ O P R S Š T U V Z Ž
a b c č ć d dž đ e f g h i j k l lj m n nj o p r s š t u v z ž
0 1 2 3 4 5 6 7 8 9 
. , : ; ! ?

Mont Regular
A B C Č Ć D DŽ Đ E F G H I J K L LJ M N NJ O P R S Š T U V Z Ž
a b c č ć d dž đ e f g h i j k l lj m n nj o p r s š t u v z ž
0 1 2 3 4 5 6 7 8 9 
. , : ; ! ?

Mont is the font used in both online and 
printed material such as flyers, 
brochures, and banners. For titles and 
subtitles we mainly use the Bold. The 
SemiBold can sometimes be a bit 
overpowering. For body text and all 
other secondary information we use the 
Regular or Light.

Letter spacing: -50

Letter spacing: -25

Letter spacing: 0

Mont Light
A B C Č Ć D DŽ Đ E F G H I J K L LJ M N NJ O P R S Š T U V Z Ž
a b c č ć d dž đ e f g h i j k l lj m n nj o p r s š t u v z ž
0 1 2 3 4 5 6 7 8 9 
. , : ; ! ?

Letter spacing: 0
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graphic elements



graphic
elements
Graphic elements are based on simple 
geometric shapes and add flexibility to 
the visual system.

They may be used with or without a 
subtle blur e�ect, depending on the 
context and desired emphasis.

Blurred elements are recommended for 
background use, while sharp elements 
should be used for clearer visual 
structure.

The elements can appear in both 
primary and secondary brand colors 
and may be scaled or rotated, as long 
as their proportions and simplicity are 
maintained.
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brand
architecture
The brand architecture is built around a 
strong master brand with clearly 
defined sub-brands.

Each sub-brand has its own color for 
easy recognition, while maintaining a 
consistent visual system.

This structure ensures clarity, 
scalability, and a unified brand 
presence across all products and 
touchpoints.
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applications



applications
For all applications, the main mer logo 
within the house shape is used 
consistently as the core brand 
identifier.

The logo structure remains unchanged, 
while color variations are applied 
according to the specific application 
branding. This approach ensures strong 
brand recognition while allowing 
flexibility and clear di�erentiation 
between applications.

Typography, proportions, and logo 
usage rules must always follow the core 
brand guidelines to maintain 
consistency across the ecosystem.
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brand
applications

DIGITAL

Digital applications demonstrate how 
the brand is applied across digital 
touchpoints.

They showcase the consistent use of 
brand colors, typography, and graphic 
elements to ensure clear recognition 
and a unified visual presence.

All digital executions should follow the 
brand guidelines to maintain legibility, 
accessibility, and visual coherence 
across pla�orms.
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brand
applications

PRINT

Print applications present examples of 
how the brand is used across physical 
materials.

They illustrate the correct application 
of brand colors, typography, and 
graphic elements to ensure consistency 
and recognizability.

All print materials should reflect the 
same visual principles as digital 
applications, maintaining clarity, 
balance, and brand integrity.
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For any brand inquiries contact marketing.eracun@visma.com


