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Why Brand Guidelines

Brand Guidelines are designed to consistently sum up a considerable  
amount of thought and work, so that designers, web developers, writers, 
photographers, and videographers who will touch and shape the Gevo 
brand understand not only its visual rules but also its mission. 

You’ll find guidelines about logo colors and usage, various marketing tools 
already in use, content communications strategy, and brand voice. They are 
designed to provide a framework that also allows for creative space and 
room for common sense. 

Enjoy!
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Brand Guidelines

Gevo is dedicated to delivering low-carbon sustainable fuels and chemicals to replace 
the non-sustainable, greenhouse-gas-generating fossil-carbon-based chemicals and 
fuels used all across the world today with renewable carbon alternatives. We are on  
a crusade to reduce greenhouse gas emissions and pollutants. Together, with our  
customers and partners, and fueled by consumer sentiment, we are changing what’s 
possible, while doing our part to positively change the world.

Mission
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Brand Guidelines

Official Logo
Registered Trademark

It is important to identify the Gevo logo as trademarked. To do so, apply the ® in superscript as 
shown the first time the logo is used on print or digital material. On subsequent usages within the 

same document, the ® is not required. When using the Registered Trademark version of the logo in 
a centered alignment, be sure to measure the center of the logo without the ®.

Tagline
The Gevo tagline “Fueling the Future” must appear as part of the logo in the first time the logo is 

used on print or digital material. After the first usage, the non-tagline version should be used. Both 
the tagline logo and the non-tagline version should abide by the size limits suggested in the “Mini-

mum Sizes” guidelines on page 6 in this document.
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X

Minimum Sizes Clearance

The minimum width of the Gevo logo is 1.25 inches. To ensure clarity of the Gevo logo, a minimum clearance
of ‘x’ must surround the logo, as illustrated. 

‘x’ is determined by the height of the ‘e’ in the wordmark.

To ensure clarity of the Gevo icon, a minimum clearance
of 1/3 of ‘y’ must surround the icon, as illustrated. 

‘y’ is equal to the height of the icon, this is divided by 3 
to determine the minimum clearance.

The minimum width of the Gevo icon is 0.32 inches.

0.32 
inches

1.25 inches

y

1/3 y

1/3 y

1/3 y

1/3 y
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Logo Usage

CORRECT EXAMPLES

• Always use the full-color logo in color applications.
• When placed on a background, use the reversed logo

over transparent or opaque black or blue. 
• Another preferred version is full-color over an opaque 

white background. See samples below.
• In black-and-white applications, always use the
completely reversed out white version of the logo.

INCORRECT EXAMPLES

• Do not use unspecified colors.
• Do not use the secondary brand palette 

in conjunction with the logo.
• Do not use the full-color version on top of photos.

• Do not use the full-color version over a contrasting blend.
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Brand Guidelines

Logo Colors

LOGO COLORS
• The logo should not be 
changed, edited,
or altered in any way.
• These logo colors are pro-
vided for use in applications
such as custom printing and 
embroidery only. These
colors are for the logo and 
icon only and should not
be used in substitution of 
the brand colors.

Pantone 653
CMYK: 96 68 2 0
RGB: 33 87 138
HEX: 21578A

Pantone 7473
CMYK: 79 10 46 0
RGB: 30 157 139
HEX:  1E9D8B

Pantone 375
CMYK: 41 0 100 0
RGB: 146 212 0
HEX: 92D400

Pantone 2925
CMYK: 76 30 0 0
RGB: 61 179 255
HEX: 3DB3FF

Pantone 361
CMYK: 70 0 100 0
RGB: 52 178 51
HEX:  34B233
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Brand Guidelines

Brand Colors

Secondary Neutral 
Background Color

Pantone 303
CMYK:100 78 44 42
RGB: 0 33 83
HEX: 002153

Neutral ColorsPrimary Signature Colors
Always use at least one of the three 
primary color options on all pieces.

Pantone Pro Black
CMYK: 0 0 0 100
RGB: 0 0 0
HEX: 000000

Pantone 357
CMYK: 80 35 100 35
RGB: 48 98 46
HEX:30622E

Pantone 653
CMYK: 90 65 0 35
RGB: 33 65 125
HEX: 21417D

Pantone 2925
CMYK: 100 20 0 0
RGB: 0 149 218
HEX: 0095DA

Secondary Accent Colors
Always use accent colors sparingly in 
relation to primary signature colors.

Pantone 383
CMYK: 40 0 100 0
RGB: 166 206 57
HEX: A6CE39

Pantone 124
CMYK: 0 20 100 10
RGB: 232 185 9
HEX: E8B909

Pantone 430
CMYK: 10 0 0 50
RGB: 131 144 151
HEX: 839097

Pantone 537
CMYK: 20 10 5 5
RGB: 190 203 216
HEX: BECBD8

Pantone 372
CMYK: 10 0 25 0
RGB: 230 240 203
HEX: E6F0CB
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Brand Guidelines

Brand Typography

BRAND TYPEFACE

The Vectora LT Pro family is the corporate font 
used in all of our commercially printed marketing 
materials. It is a premium font, not commonly avail-
able in standard Microsoft programs. Please see 
Corporate Communications for more information. 

Body copy color is 70% black Vectora LT Pro 45 
Light and Vectora LT Pro 46 Light Italic. 

Headlines are upper case.

Secondary headlines are title case.

ALTERNATIVE TYPEFACE

Tahoma is a widely available and perfect  
everyday substitute for the Vectora premium font.

Please use Tahoma in everyday correspondence –
e-mail, MS Word, Excel or PowerPoint and other  
documents generated from your desktop computer.

DISPLAY & HEADLINE

45 Light
75 Bold

Subheads & Body Copy

45 Light
75 Bold
46 Light Italic
76 Bold Italic

MICROSOFT & WEB SAFE

Tahoma Regular
Tahoma Bold
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Icon Usage

In certain situations where size or imprint area is too small to include the logo at its 
minimum size of 1.25” wide, it’s acceptable to use the Gevo icon alone.

All logo usage guidelines apply to the individual Gevo icon.

Make sure the icon is used exclusively as indicated above. Do not use the logo in the following ways:

Icon to be used for instances when 
the logo needs to be smaller than 

25mm.

Rounded corner icon applies to  
mobile device usage only.

Sized at 512 pixels x 512 pixels/72 dpi 
with no effects applied. Icon to remain 

two dimensional.

ITALICIZED BLACK BACKGROUND

11© 2022 Gevo, Inc. All Rights Reserved.

CORRECT EXAMPLES

INCORRECT EXAMPLES
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Additional Gevo logos: RNG

Subsidiary logos of Gevo, Inc shall keep to the guidelines determioned on pages 6 and 7 of these guidelines.

Minimum Sizes Clearance

The minimum width of theRNG logo is 1.25 inches. To ensure clarity of the RNG logo, a minimum clearance
of ‘x’ must surround the logo, as illustrated. 

‘x’ is determined by the height of the ‘e’ in the wordmark.

The minimum width of the RNG icon is 0.32 inches.

0.32 
inches

1.25 inches

X
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CORRECT EXAMPLES

• Always use the full-color logo in color applications.
• When placed on a background, use the reversed logo

over transparent or opaque black or blue. 
• Another preferred version is full-color over an opaque 

white background. See samples below.
• In black-and-white applications, always use the
completely reversed out white version of the logo.

INCORRECT EXAMPLES

• Do not use unspecified colors.
• Do not use the secondary brand palette 

in conjunction with the logo.
• Do not use the full-color version on top of photos  

where the logo will not read.
• Do not use the full-color version on top of colors  

where the logo will not read.

13
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Additional Gevo logos: Net-Zero

Subsidiary logos of Gevo, Inc shall keep to the guidelines determioned on pages 6 and 7 of these guidelines.

1a

1b

NETZER   ONE

NETZER   TWO

1a

1b

NETZER   ONE

NETZER   TWO

Minimum Sizes Clearance

The minimum width of theRNG logo is 1.25 inches. To ensure clarity of the RNG logo, a minimum clearance
of ‘x’ must surround the logo, as illustrated. 

‘x’ is determined by the height of the ‘e’ in the wordmark.

The minimum width of the RNG icon is 0.32 inches.

0.32 
inches

1.25 inches

1a

1b

NETZER   ONE

NETZER   TWO

1a

1b

NETZER   ONE

NETZER   TWO

1a

1b

NETZER   ONE

NETZER   TWO

1a

1b

NETZER   ONE

NETZER   TWO

1a

1b

NETZER   ONE

NETZER   TWO
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CORRECT EXAMPLES

• Always use the full-color logo in color applications.
• When placed on a background, photographic or solid,  

use either the Blue field or black field reverse logo. 
• Always use the full-color and reverse logos over photos that 

allow for easy readability.
• In black-and-white applications, always use the

completely reversed out black and white white version  
of the logo.

INCORRECT EXAMPLES

• Do not use unspecified colors.
• Do not use the reverse logo against photos or colors  

where the logo will not read.
• Do not use the full-color version on top of photos  

or colors where the logo will not read.

1a

1b

NETZER   ONE

NETZER   TWO
1a

1b

NETZER   ONE

NETZER   TWO
1a

1b

NETZER   ONE

NETZER   TWO

1a

1b

NETZER   ONE

NETZER   TWO
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NETZER   TWO

NETZER   TWO

NETZER   TWO

NETZER   TWO NETZER   TWONETZER   TWO
1a

1b

NETZER   ONE

NETZER   TWO
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Additional Gevo logos: Verity

Subsidiary logos of Gevo, Inc shall keep to the guidelines determioned on pages 6 and 7 of these guidelines.

Minimum Sizes Clearance

The minimum width of the Verity logo is 1.25 inches. To ensure clarity of the Verity logo, a minimum clearance
of ‘x’ must surround the logo, as illustrated. 

‘x’ is determined by the height of the ‘E’ in the wordmark.

The minimum width of the Verity icon is 0.32 inches.

0.32 
inches

1.25 inches

X
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CORRECT EXAMPLES

• Always use the full-color logo in color applications.
• When placed on a background, use the reversed logo

over transparent or opaque black or blue. 
• Another preferred version is full-color over an opaque 

white background. See samples below.
• In black-and-white applications, always use the
completely reversed out white version of the logo.

INCORRECT EXAMPLES

• Do not use unspecified colors.
• Do not use the full-color version on top of photos  

or colors where the logo will not read.
• Do not use the reverse logo on top of colors or photos   

where the logo will not read.
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Email Signature

The Gevo email signature shall adhere to the following guidelines

The Gevo logo should not extend past the last digit 
of the phone number

The name is Tahoma Regular. Black

Title is Tahoma Bold and 1/2 size of the Name. Color: Dark blue

Phone line is same size as Title line (12pt). Black. 
   The words DIRECT and MOBILE, plus COLON are Tahoma Bold
URL is Tahoma Regular. Dark Blue

The Gevo logo should not extend past the last digit 
of the phone number

The name is Tahoma Regular. Black

Title is Tahoma Bold and 1/2 size of the Name. Color: Dark blue

Phone line is same size as address line (12pt.). Black. 
   The words DIRECT and MOBILE, plus COLON are Tahoma 

Address line is same size as Title line (12pt.). Black. 

URL is Tahoma Regular. Dark Blue

Follow the same specs for Name, 
Title and URL as shown at left.

First Lastname
Title Here
Direct: 123-456-7890
Mobile: 123-456-7890
gevo.com

18 © 2022 Gevo, Inc. All Rights Reserved.

WITH PHONE

First Lastname
Title Here
gevo.com

WITHOUT PHONE

First Lastname
Title Here
345 Inverness Drive South
Building C, Suite 310
Englewood, CO 80112
Direct: 123-456-7890
Mobile: 123-456-7890
gevo.com

WITH ADDRESS



Brand Guidelines

Presentations

The Gevo presentation deck allows for a consistent approach when representing the brand. The deck makes use of full-screen imagery on 
cover and transition slides and the headlines have a consistent look and feel throughout. The two primary colors used are Gevo Light Blue 

and Light Green. The Gevo 4/c logo is used throughout.Please ensure that the secondary typeface, Tahoma, is used  
when creating presentations.

19© 2022 Gevo, Inc. All Rights Reserved.
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Product Sheets

Below shows an example of a double-sided sell sheet created using the guidance provided.
When inserting images, the use of the Gevo’s unique, rounded rectangle should be considered; this forms a large part of the  

Gevo visual language, providing a link back to the logo and adding impact.

The layout uses a 16x16 grid with 0.125 inch gutter and
0.5 inch margin. There are three main elements that should
remain consistent across all materials, these are:
1. Main headline with yellow underscore
2. Gevo logo
3. Footer

The main headline is formatted as follows: Vectora LT Pro,
45 Light, 20pt, uppercase and primary dark blue. This is
always accompanied by the yellow underscore (1.5pt), separated
by the gutter as shown, the length of the underscore spans across
one column and one gutter spacing. Body copy should be Vectora
LT Pro, 45 Light, 9pt and 70% black.

The Gevo logo is used at two sizes. The larger version spans four
columns and should only appear on the first page, in the top right
hand corner. Additional pages use the minimum size version of the
logo as part of the footer, in the bottom right hand corner.

NEXT-GEN FUEL SOLUTIONS  
FOR CLEAN CITIES

Keep Your City Moving Forward with Renewable Fuels

Municipal officials understand the challenges that cities face, and they start with growth.  
Fifty-five percent of the world’s population lives in urban areas, and this number is projected 
to grow to 68 percent—more than two-thirds of the world population—by 2050. Having a 
strategy to accommodate this projected growth is not just wise, it is considered mandatory to 
maintain a sustainable, habitable environment as urban centers grow and prosper. The accept-
ed target for cities is to reduce their carbon dioxide emissions by half, by 2030.

Transportation is a huge part of any city, the circulatory system that connects its vital or-
gans, and it has an enormous impact on quality of life for workers, residents, and visitors, in 
logistics of smooth travel from place to place, and through pollution and air quality. Municipal 
staff conducting official business need mobility to be effective, whether they are first respond-
ers, law- and code-enforcement officers, sanitation workers, or others. Public transportation 
initiatives help reduce traffic congestion and pollution. All of these are vital functions, and all 
contribute greenhouse gas emissions to the carbon footprint of every city.

Advanced, sustainable fuel is the way forward. Many cities are taking their clean and green 
strategies seriously, and are planning for sweeping changes to reduce pollution and waste, 
and improve and update infrastructure. While that will allow city planners to meet their long-
term goals, advanced renewable fuel is a sustainable, trackable solution that’s available now 
and can measurably reduce the carbon footprint of the current vehicle fleet. Best of all, it al-
lows for graduated adoption, since these next-gen fuels can work interchangeably with fossil 
fuels, with no modification to vehicles required. 

The Big Switch
Don’t wait for electric vehicles to make effective 
cuts to greenhouse gas emissions and pollution.

Many cities are considering replacing their fleets of 
municipal vehicles with electric vehicles. While this 
effort with will help cities to reduce greenhouse gas 
emissions, city fleet managers should think about 
these important considerations:
• New electric vehicles are expensive.
• Electric vehicles require charging infrastructure to be
   established fully before they are put into service.
• Not all municipal vehicles can be readily replaced by 
   electric vehicles: Consider street sweepers, 
   emergency first-responder vehicles, sanitation 
   equipment, and other specialty vehicles.
• While electric vehicles have no greenhouse gas 
   emissions, the electrical grid does. Electric vehicles
   reduce on-site pollution, but are frequently charged
   by connecting to a coal-fired electrical grid, so their
   carbon footprint may be considerable.
• Next-gen fuel allows current vehicles to live out their
   usable life: For example, a two-year-old police car
   can last for its entire service life running on next-gen
   renewable gasoline, and be retired and replaced with
   an advanced electric vehicle when the time comes.

Bring municipal vehicles, such  
as police cars, into compliance 
with a clean-city action plan by 
fueling with renewable gasoline, 
rather than replacing them with 
electric vehicles.

303-858-8358 info@gevo.com  www.gevo.com
© 2020 Gevo, Inc.  All Rights Reserved.  
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White Papers

The layout uses a 4 column grid with 1p10 gutter and
0.5 inch margin. There are three main elements that should
remain consistent across all materials, these are:
1. Main headline with yellow underscore
2. Gevo logo
3. Footer

Alternate elements
There are two main alternate elements that should
remain consistent across all materials, these are:
1. Photography should match Gevo’s established look and the  
bottom right has a rounded corner at 2.2361
2. Callout OR quote is placed in either the second or third column. 
Vectora pro Italic 12/14pt. Yellow underscore. Text can align left or 
right justified. leave ample white space above

INTERIOR PAGETOCCOVER

Brand Guidelines

21© 2022 Gevo, Inc. All Rights Reserved.

SUSTAINABLE 
AVIATION 
FUEL
Alcohol-to-Jet Synthetic Paraffinic Kerosene Is a Proven Pathway 
to Deliver a Bio-Based, Low-Carbon Option to Travelers. 



Brand Guidelines

22 © 2022 Gevo, Inc. All Rights Reserved.

One-Sheets

The layout uses a 10 column grid with 1p10 gutter and
0.5 inch margin. There are three main elements that should
remain consistent across all materials, these are:
1. Main headline with yellow underscore
2. Gevo logo
3. Footer
Each sheet contains a background image which should present 
as both informational and abstract. This image should pertain to 
the content of the one-sheet

Alternate elements
There are two main alternate elements that should
remain consistent across all materials, these are:
1. Photography should match Gevo’s established look and the  
bottom right has a rounded corner at 2.2361
2.Illustrations used should be in a  “continuous line” style and can 
be found on most major stock services. these are contained in 
boxes consistent with the Gevo colors and adhere to the “rounded 
corner specs.

WHY WE BELIEVE ARGONNE GREET  
IS THE SUPERIOR MODEL  

303-858-8358 info@gevo.com  www.gevo.com
© 2022 Gevo, Inc.  All Rights Reserved.  

Science Sets Argonne GREET Apart

We believe Argonne GREET® (Greenhouse gases, Regulated Emissions, and Energy use in Technologies), developed 
by Argonne National Laboratory (Argonne) with the support of the U.S. Department of Energy (DOE), is superior to 
any other LCA tool available. Argonne National laboratories has been working on LCA since 1995 and has been 
cooperating with several federal agencies including the U.S. Department of Agriculture since 2014 to incorporate 
soil carbon. They update their models and stay current with the science. By employing rigorous scientific research 
and incorporating new developments and ideas, an accurate model for carbon intensity can be created and remove 
outdated boilerplate assumptions. This allows Argonne GREET to accurately account for the entire lifecycle. It also 
introduces the necessary ability to adapt to new developments and technological advances, making it the only 
model that can lead to every player in the lifecycle being appropriately compensated. 

Argonne GREET Seal of Approval

Argonne GREET can be applied to all aspects of the fuel supply chain, enabling a true apples-to-apples compar-
ison of greenhouse gas emissions for suppliers, consumers, industry, and regulators. Labeling today has drasti-
cally changed consumer attitudes and business incentives. Consumers are now more prone to read the labeling 
to understand how their purchases impact their lives and the world around them. Just as an Energy Star rating 
helps consumers know the energy efficiency of their appliances, Argonne GREET quantifies emissions over the 
entire life cycle to help decision-makers understand what’s at stake and how it impacts all players. Sharing car-
bon-intensity values and what they mean will help enhance consumer understanding of the differences between 
fuel types, empowering them to pick and choose how they want to save the planet.  

Counting Carbon Intensity the Best Way We Know How

Argonne GREET was developed to consider carbon intensity related to the energy and environmental effects of 
fuels and vehicle technologies. The DOE has supported its implementation in the fuel market, and we believe it 
is the best model for U.S.-based companies. Here’s why: 
> GREET rewards enterprise and ingenuity—when science gains a deeper understanding of how carbon and 
emissions affect the impact of fuel use for transportation; it can be incorporated into calculations.  
> GREET can accommodate variables for better land management. As an agricultural feedstock supplier imple-
ments these practices, the carbon intensity for the fuel made from its harvest is adjusted, and that value can 
go back to the farmer. 
> GREET’s adaptability makes it more effective in taking on the special-case variables of subsectors within 
transportation, including automotive, marine, rail, and aviation. 
> Because GREET can apply to vehicles themselves as well as fuels, the impact of electric vehicles, plugin 
hybrid cars, and virtually any other new developments in transportation technology can be accounted for.  

“You Can’t Improve What You Don’t Measure” 

No matter how good the science and technology are, if we’re not accounting for all aspects of the emissions 
from transportation, industrial processes, and agriculture, there is no way to meet the lofty goals needed to 
protect the planet, nor can participants be appropriately compensated.  

 Life-cycle analysis (LCA), also known as life-cycle assessment, is a primary tool to support decision-making 
for sustainable development. The U.S. Environmental Protection Agency (EPA) uses it to evaluate the potential 
environmental impacts of a product, material, process, or activity. It’s a comprehensive method for assessing all 
direct and indirect environmental impacts across—importantly—the entire life cycle of a product system, from 
materials acquisition to manufacturing to use to final disposition. This “cradle-to-grave” accounting concept, also 
called “well-to-wheel,” when applied to fuels, and soon “farm-to-wheel” will become common as biofuels using 
agricultural feedstocks become a more significant fuel source. 

Continued on other side

WHAT IS SUSTAINABLE AVIATION FUEL?

303-858-8358 info@gevo.com  www.gevo.com
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What Makes SAF Different?

Simply put, the source of the carbon in each molecule of the jet fuel is the difference. If the jet fuel is a fossil 
fuel, made from petroleum pumped out of the ground, then the carbon is sourced from decomposed fossil 
matter that has long been sequestered in the earth’s crust for millions of years. When that fossil jet fuel is 
burned, that carbon takes a one-way trip into the atmosphere. Picture a firehose, spraying a powerful stream 
of water. The carbon from fossil fuels is like that, a linear path from the ground to the atmosphere.

When we make sustainable aviation fuel, we source the carbon from the starches in plants. Plants draw 
their carbon from the atmosphere through photosynthesis, and when the fuel made from this carbon is 
burned, it’s cycled back into the atmosphere. Think of this path as like that of water in a fountain: The water 
is drawn from a pool at the base, sprayed into the air, and then it falls back into the pool. It reuses the same 
carbon over and over, rather than introducing additional carbon.

Real SAF Advantages

> SAF doesn’t add more carbon to the atmosphere, and every gallon that is used displaces a gallon of fossil fuel.
> Our SAF is drop-in ready and it works in any aircraft that uses petroleum-based jet fuel today. Chemically 
it’s the same as petroleum jet fuel, and a plane fueled with our SAF can refuel with petrojet, SAF, or any 
other approved blend of jet fuel.
> SAF meets or exceeds every category in the ASTM International standard for jet fuel (that was written with 
petroleum jet fuel in mind).
> Our SAF is approved to be blended at 50 percent with petrojet right now. That means that a flight flown 
today with that blend would have carbon emissions reduced by 50 percent. It’s that simple.
> If SAF is made the right way, it can further reduce the carbon in the atmosphere—a negative carbon footprint if 
you will. Gevo is built to look for ways to do this—we constantly review our processes to find more efficient ways 
to do things, such as using wind turbines for electricity, or methane captured from manure instead of natural gas.
> We make SAF by building the fuel molecules, rather refining them down, so our fuel only contains what 
we want: No unwanted chemical content that comes from petroleum, which is thought to cause cancer and 
increase particulate pollution.
>  Our fuel doesn’t need to be refined. That saves time, money, and energy, and reduces transportation 
costs, pollution, and waste from the refining process.

Is There More Than One Way to Make SAF?

Currently there are seven approved pathways to create SAF, with a number more currently being evaluated, 
and while we know our methods have certain advantages, we will probably need them all if we’re going to 
make a real impact on the carbon intensity of air transportation. Some companies use municipal solid waste, 
some recycle cooking oil and fats, and some explore alcohol-to-jet pathways as we do.

FIELD/FOREST TO FLIGHT We make SAF from carbohydrates through a variety of proprietary processes. When we 
use field corn as a feedstock, we multiply the effectiveness of this crop once used chiefly to feed livestock. Instead 
of being used for food or fuel, our process continues to deliver protein to the food chain while using the residual 
starch to make fuel. All the while we ensure our partner farmers use climate-smart agriculture, including sustainable 
farming techniques and regenerative agriculture to build and maintain soil carbon and help us reduce the carbon 
footprint of our entire process, and we pay a premium to farmers who uphold our standards. It strengthens our rela-
tionship with rural communities who live and work the land that is the key to success. Best of all, corn feedstock lets 
us use the protein to make high-value nutrition products to feed livestock and potentially add protein to pet nutrition 
and aquaculture and we also separate the corn oil, two important nutrition sources that come out of every acre 
of corn used to make fuel. We’re constantly exploring other feedstocks to incorporate, including other agricultural 
crops as well as bio-based waste from the agriculture and forestry products, all of which contain renewable carbon.

SAF is sustainable aviation fuel, and it holds the promise of reducing the pollution and the carbon footprint of aircraft so 
that people can fly with less damage to the environment. The world uses several billion gallons of jet fuel each year, and the 
figure is expected to continue to grow.

Gevo, Inc., produces advanced renewable fuels and chemicals using carbohydrate-based feedstocks. We make drop-in fuels that are ready 
to work now. Our low-carbon renewable fuels are molecularly identical to the petroleum-based fuels they replace and work in any engine 
or fuel-delivery system seamlessly, with no need for any modifications. Carbon’s effect in the atmosphere is well documented—as carbon 
dioxide and methane these greenhouse gases trap heat and over time cause climate change. Gevo’s process brings together new devel-
opments in synthetic biology and industrial chemistry while using nature’s systems, such as photosynthesis through agriculture, to capture 
carbon and build soil organic matter. Our methods find ways to remove carbon from the atmosphere as we simultaneously develop ener-
gy-dense liquid hydrocarbons to replace the fossil fuels that put much of the carbon there. This approach multiplies the effect of each effort 
to solve the problem more effectively. Gevo looks at every side of each difficulty that arises—every challenge is an opportunity—to develop 
its methods and processes.

HOW DOES GEVO MAKE SUSTAINABLE FUELS?

303-858-8358 info@gevo.com  www.gevo.com
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CONCLUSION 
Gevo’s process creates a combination of products from feedstocks, contributing to the foodchain and producing advanced renewable fuels using a 
variety of bio-based feedstocks. The coproducts maximize the use of resources, making the most of every acre of land while reducing carbon emis-
sions and eliminating waste in every phase of the process. By considering every facet of every challenge, and improving the efficiency at each step, 
Gevo is able to multiply the efficiency and improve the value of its sustainability for every stakeholder in the circular economy.

Next-Generation Thinking and Applied Technology

Our Net-Zero One project currently in development promises to be something the world has 
never seen: It is expected that it will function entirely off the grid and sustain its production 
without needing coal-fired electricity or piped-in natural gas. How? It is designed with wind 
turbines to provide renewable electricity and water treatment at the plant will be used to 
produce biogas to provide heat for the process.

Annually, Gevo’s Net-Zero facilities are each expected to produce 30 million pounds of corn 
oil, 350 million pounds of high-value nutrition products and 46 million gallons of advanced 
renewable fuel.

Using Nature’s Systems to Scale Up Sustainability

Gevo creates advanced renewable fuels using a variety of carbohydrate-based feedstocks. The feedstocks, 
particularly No. 2 field corn, but also sugar beets, rice straw, sugarcane, and forestry wastes, all draw carbon 
dioxide from the atmosphere through photosynthesis and have the potential to sequester carbon on the soil 
while they grow.

Farmers who practice climate-smart agriculture and adopt sustainable farming and regenerative agricul-
ture methods build soil carbon and sequester carbon in the soil. The result? The grower has demonstrably 
higher crop yields, and their soil carbon capture, when documented, creates environmental value, so we pay 
a premium for their harvest.

A Model Process, Backed by Science

We reduce or eliminate waste from every step of the process, analyzing the carbon intensity 
at every stage, and tracking the result as we capture carbon and create useful products. 
When Gevo uses No. 2 field corn grown for feed protein as a feedstock—corn that is not 
food for people—we extract and concentrate the protein and use it to make high-value 
nutrition products to feed livestock and aquaculture. The residual leftover starch is what we 
use to make our fuels. Consider the land-use implications of getting food and fuel from the 
same acre of cropland.

The GREET (Greenhouse gases, Regulated Emissions, and Energy use in Transportation)
model is a full life-cycle model sponsored by the Argonne National Laboratory of the U.S.
Department of Energy’s Office of Energy Efficiency and Renewable Energy that analyzes the
carbon intensity of the process to make fuel, and take improvements into account over the
entire lifecycle of the fuel.
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Transforming carbon from the atmosphere and renewable energy into energy-dense liquid hydrocarbons.
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Both long format and 2 page versions are designed to be inter-
active PDFs. Links to the Gevo website and other Gevo content 
are standard. The long format version should be produced in 
landscape format with a 7-column grid, while the 2-pager is a
5-column, vertical format.

Both formats utilize all approved Gevo branding elements such 
as colors and typography and should not introduce variants.

Graphic elements echo those from other 
products such as the lower-right-hand curved 
corner treatment. 

Photography adheres to the established Gevo 
photography standards.

FULL VERSION

COVER

INTERIOR PAGES

2-PAGE ALTERNATE
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The approved Zoom background is constructed to standard computer screen dimensions. It will 
include a large central image that is not overly complicated and busy. The image should follow the 

image guidelines as described on page 20. 
The (Knock out) GEVO logo should include the tagline and be placed in the upper left-hand corner. 

the descriptor should be as shown above unless requested to change by Gevo.
The colors used are Gevo Dark Blue and Gevo Light Green with a transparency of 60%.
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eNews

The Gevo email is designed on the  
MailChimp platform.

Only use approved Gevo colors

Use Full-color Gevo logo with Tagline

Headline font is Tahoma Bold at 28 pt. colored  
Gevo Dark Blue
Body copy is Tahoma regular at 15 pt colored Black.

Lead story is against a white background with the 
photo placed ABOVE the headline

The lead story CTA button is Gevo light green  
with KO type (Tahoma). Rounded sides.

Subsequent stories are placed over a light blue 
background (30% Gevo Dark Blue). Headlines are 
placed ABOVE the accompanying photo.

The following story CTA buttons are 100% Gevo  
dark blue with Gevo Light Green type (Tahoma). 
Rounded sides.

The enews footer is within the light blue  
background and uses a reversed Gevo logo



Brand Guidelines

26 © 2022 Gevo, Inc. All Rights Reserved.

Business Cards / Stationery

The Gevo Business card is a standard size oriented 
horizontally at 3.5” x 2”

When preparing card, it must include a 1/8” bleed

The typography is Vectora LT Roman at 7pt / 9pt

The Cardholder Name is 10pt colored 100k

The Title is Gevo Teal: 
Pantone 7473   CMYK: 79 10 46 0

Size is US Letter.* 
Gevo logo placed in upper right corner. 
(see clearance specs on page 6). 
Logo width is the same width as the green URL 
field at the bottom of the page.

Name Here
Title Here 
nhere@gevo.com

345 Inverness Drive South
Building C, Suite 310
Englewood, CO 80112

Direct 123-456-7890

Mobile 123-456-7890

gevo.com

Gevo Biz Cards.indd   1Gevo Biz Cards.indd   1 3/30/21   8:04 PM3/30/21   8:04 PM

345 Inverness Drive South   Building C, Suite 310   Englewood, CO 80112 Direct 123-456-7890 gevo.com

*Stationery is not shown to scale.
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Brand Guidelines

Gevo Imagery

Our imagery straddles the line between an industrial and technological look, and the cool factor of
Gevo’s products in use, while pulling at the emotional heartstrings that comes with

producing a solution that creates hope. Shots should combine focus, perspective and light.
 Use the bank of photos provided. Any stock imagery must be of the highest quality.
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Gevo Portraiture Guidelines

Gevo portraits are clean and simple with a dark, monochromatic backdrop lit slightly behind the subject. 
Please follow the diagram below for set-up to assure consistency.

RECCOMENDED 
BACKDROP FOR 

GEVO HEADSHOTS

THE SET-UP 
Follow the basic set up as a guide for Gevo head-
shots to assure consistency. Subject should generally 
be positioned with shoulders square to camera. A 
slight angle can be considered. See sample at right 
for a close proximation for the finished portrait.

The background should be a 
solid, medium-dark grey that 
can be lit behind subject to 

create a slight highlight behind 
the shoulders. See above.

Silver 
reflector for 

fill placed 
vertically 

beside 
Subject

Light on Background

Hair light placed about 2 feet above 
subject angled down

Main light placed about 
2 feet above face 
angled down

White reflector placed flat 
on posing table

FINISHED PORTRAIT SAMPLE
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Brand Guidelines

Tone of Voice

Gevo’s tone of voice is straightforward, enthusiastic, and approachable. Our priority is to   
help people understand what is possible and what can be achieved, while backing it up 
with data to change peoples’ paradigm.

What Our Tone is Not
Our tone is not patronizing, preachy, judgmental or condescending. It is not overly  
scientific, and we avoid complicated phrases and jargon that make Gevo  
unapproachable. It is not cold, stuffy.
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345 Inverness Drive South
Building C, Suite 310

Englewood, CO 80112


