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A NOTE TO THE READER
The goal of this presentation 
document is to define the visual 
identity as well as the Renaissance 
brand. It includes photos, narratives, 
graphical elements, and logos that 
all come together to tell your unique 
story. This book is primarily intended 
to be an internal document with the 
purpose of establishing a distinctive 
voice for The Renaissance.

Through an enjoyable process of 

research–from conducting personal 
interviews, studying Dutch and 
American culture, as well as having a 
deep friendship–we have collected the 
pieces of information used to write 
this story.

Our purpose was to gain a deeper 
understanding of who you are, capture 
the magnitude of your vision, and also 
to lend credence to the Renaissance 
brand. The story looks back at the 

moments that shaped you into who 
you are today and looks through 
your current momentum onto the 
future impact on your community. 
This story–your story, as it continues 
in its telling, will undoubtedly be 
passed on and continued by the next 
generation. There’s something special 
about The Renaissance, and it’s been 
a privilege to uncover what makes 
this vision unique and remarkable.

This brief takes liberty in our writing 
perspective and style in order to create 
an experience that is both informative 

and engaging. Please forgive any 
inaccuracies in the telling of your 
story–they are not intended and any 
corrections will be happily made.

Lastly, this document is to be used to 
brief key suppliers (future employees, 
a marketing agency, a social media 
consultant, etc). It’s a roadmap to 
who you are and where you’re going. 

Sincerely,

The JCI Team
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WHAT IS A BRAND? 

A brand is what people say about you when you’re out of the room. Brands 
are the thoughts, feelings, and psychological relationships between a business 
and a customer, a celebrity and a fan, or a public figure and a follower.

Target’s brand promise,  
“Expect More, Pay 
Less” means they bring 
outstanding quality and 
great design together at 
an incredible price. Target 
has entered a growing 
international market with 
stores in Canada and India. 
Watch out Walmart.

Over its four-decade history, 
Nike’s essence – “authentic 
athletic performance” – has 
been translated into two 
slogans: “Just do it!” and 
now “I can”. Both have been 
ranked among the most 
inspirational themes of all 
time.

Design and innovation, 
ease and simplicity, and 
quality too. These are Apple’s 
“core” values. This is what 
fundamentally drives every 
decision that impacts their 
customers and has created a 
global cult following for this 
brand.

“A logo should evoke a story in the mind of the viewer.”

GREAT EXAMPLES

In the case of The Renaissance, the brand is the sum of your vision–how it 
achieved its present status and where it’s going from here. It’s meant to 
encompass the fullness of your story. Secondly, the brand is personified 

and gives people something they can emotionally connect to. Community and 
family play a very significant role in The Renaissance, making the importance 
of this connection even more valuable. Thirdly, your brand is one-of-a-kind. 
We realize that the vision and execution of The Renaissance is unlike any other. 
You have a unique story, and it’s what makes you who you are. For these reasons 
we placed extra care on our approach in representing your brand accurately.  
 
Much of the focus of this Brand Book is on the new visual identity of The 
Renaissance. A visual identity is a representation–a symbol, a mnemonic 
device–of the deeper meaning of a brand. For anyone who interacts with The 
Renaissance, this visual identity is the entry point and the shortcut to the sum 
of the experiences contained within the brand. In the following pages, you’ll find 
all the elements of your visual identity and the guidelines for its consistent use.  
 
Beyond visual identity, it is our hope that this document will also spark a sense 
of wonder towards The Renaissance. We want each employee and customer to be 
captured by the vision, and feel a distinct sense of pleasure when they associate 
themselves with the brand.
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A Brief History

It’s not uncommon for Joshua Keurentjes to be described as “a man who can do 
everything.”

 
While growing up on a rural farm in the Netherlands, he was often found working 
hand-in-hand with his father–a relationship that allowed him to quickly develop a 
diverse skill set. Even at an early age, Joshua gained an understanding of many subjects 
and a knowledgeable, respectable man was being cultivated.

As Joshua matured he began to showcase these roots as a ‘master of all trades’. He’s been 
a successful missionary, contractor, pilot, and businessman–a capable entrepreneur 
well versed in a variety of subjects. Each time something captures his interest, Joshua 
finds a way to apply his knowledge and experiences, then rolls up his sleeves and gets 
to work with a wide-eyed tenacity. 

These attributes are certainly noteworthy, but if you ask Joshua, the most important 
description given to him is “father”. He’s a husband to Amy and a dad to Judah, 
O’Neill, Eva, Solomon, and Ezekiel. It’s his family that reveals another side of him–his 
generous heart. The reason he’s been driven to accomplish so much in his lifetime is 
not by selfish ambitions, but by his innate drive to be a blessing to others. Simply put, 
the more he has, the more he has to give.

Those closest to Joshua know him by these characteristics and for years it was expected 
that one day he would relocate and lend his strengths to Africa. The extensive giftings 
on his life could be put to good use there by impacting communities, cities, and 
countries. But after spending significant time in the United States, he realized the true 
entrepreneurial and philanthropic opportunity is in America.

 

 



12 13

Today, there are many problems–or opportunities–at hand in the city of Redding, 
California. The most basic needs in the community are due to hunger, with 
streets becoming accustomed to homelessness and 1 in 6 children struggling 

with food insecurity. On the other end of the social spectrum, there’s a lack of quality 
restaurants and even fewer that offer fine dining for a special occasion.

Secondly, there are relational needs. The issue of fatherlessness is sweeping across 
the country. In Redding specifically, this could be attributed to the lack of safety–it’s 
difficult for kids to be kids, mothers to be mothers, and for fathers to be fathers when 
families don’t have a safe place to spend time together. The severity of this problem is 
significant because the community will only be as strong as its families.

These needs are being equally matched by the vision that Joshua has always had in his 
heart. The right man is in the right place at the right time. 

Introducing “The Renaissance”. The first step of the multi-level vision starts with a 
farm. Today, Joshua is finalizing plans to purchase land in Redding where he’ll apply his 
agricultural strengths and begin to produce a range of crops. The farm is intentionally 
the starting point–it functions as the source of sustainability and one that supplies the 
rest of the vision. 

Once the farm is successfully producing, The Renaissance will offer classes to equip the 
community to grow their own food. Soon after that, farm-style cabins will be added 
to the property as a bed and breakfast, which will be followed by a cafe, and finally, a 
fine-dining restaurant. Each addition to the property will contribute to fulfilling the 
needs of the community.

This is the foundation of an idea that will transform the city. 

Present Story Future Story

Picture yourself at The Renaissance five years from now. There’s a farm with 
an abundance of produce, and it’s not only a garden, but a classroom. You’re 
assisted as you teach your children the reality of food production. Your family, 

as well as the community of Redding is being educated on the endangered art of 
sustainable agriculture.

At the cafe, you look over and see two moms chatting over coffee on a Saturday morning 
while their kids laugh, safely enjoying the play area. Meanwhile, a husband and wife 
are checking into the bed and breakfast with a spark in their eye because they finally 
having a chance to reconnect. This is a place of peace, fostering healthy relationships 
and personal connections.

During the evening, a family sits down for dinner at the farm-to-table restaurant. 
They’re passing around bread, telling stories, and celebrating the achievement of their 
son’s high school graduation. The food was made by an accomplished chef–and from 
top to bottom, the entire experience is one of unmatched quality. 

The Renaissance is thriving and the city of Redding is experiencing rebirth and new 
life. The success of the farm has created the ability to respond to the needs of the 
community. Food donations are being made to the homeless, children are being 
fathered, and families are together. Redding is no longer a land of poverty, but of 
sustainable prosperity.

Five years even further, and The Renaissance’s model is being implemented in 
communities around the country. The art of living well has been brought back to life.
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OUR
FIVE
BRAND 
PILLARS

Five “remarkables” (brand pillars) 
emerged from our 3 month 
long story-authoring process. 
The pillars are those things we 
could uniquely lay claim to, that 
would distinguish Renaissance 
from all others. As you continue 
to evolve, there will be others.

FAMILY

QUALITY

SUSTAINABILITY

GENEROSITY

LEGACY

The strength of the community will only be as strong as its families. For this reason, 
there’s a thread of family throughout everything that we do. We desire to have 
healthy relationships, and as fathers and mothers we want to build up our sons and 
daughters.

Anything that is worth doing is worth doing well. Quality often demands patience, 
and we are willing to commit to the process that’s necessary for achieving excellence. 
Our craft requires careful development and attention to detail. There are no shortcuts.

Everything we do at the farm is interconnected. Therefore, it’s our job to faithfully 
steward each area that we are given responsibility of, because each part affects the 
whole. We are steadfast, consistent, and built to last. 

The Renaissance is a life-giving experience that leaves people feeling rested and 
refreshed. In all that we do, we are motivated by the innate drive to be a blessing to to 
others. The more we have, the more we have to give. 

We live with decades in mind. The way we sow into the land today affects a generation 
that will live 100 years from now. We desire to give an inheritance, to leave a legacy, 
and to create something that outlives our children’s children. 
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Mission and Vision Statements represent the ‘True North’ by which 
organizations set their strategic compasses and then align their everyday 
priorities. Well-written Mission and Vision Statements allow employees 

the freedom to put their own mark on the brand and its implementation while 
remaining true to the overall calling of the organization, which is an essential part of 
good governance. Embracing a vision defines truly exceptional entities that stand the 
test of time.

THE BRAND IMPERATIVES

To bring the community back to life 
through family, food, and culture.

To transform society, from family to 
family and community to community, by 
reviving the art of living well.

MISSION 

VISION 
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WHAT IS VISUAL IDENTITY?

A Visual Identity consists of 
the visible elements of a 
brand, such as color, form, 

and shape, which encapsulate and 
convey the symbolic meanings that 
cannot be imparted through words 
alone. It is purely emotional.

In a broader sense, a brand may 
include elements such as office design, 
leadership styles, meeting routines and 
the way an organization celebrates its 

successes. As part of this exercise, we 
made the decision to design your logo 
so it would capture the vibrancy and 
boldness of the culture, purpose, and 
direction of The Renaissance. The 
remainder of this document provides 
guidelines for the use of your Visual 
Identity so that it remains consistent 
from application to application and 
from year to year. 

“A picture is worth a thousand words, and 
your visual identity is worth much more.”
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THE UNVEIL
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We proudly present the logo design for The Renaissance. With all the complexity 
and class that The Renaissance embodies, this design is made to be noticed—a fine 
piece of art worthy of careful study. It is also crafted for timeless recognition—a 
family crest. It’s simple but sophisticated–only one word, but a vision with unlimited 
potential.

THE LOGO
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THE SYMBOL

There are many inferences both intentionally and unintentionally built into this 
powerful and memorable icon. All of them are good. All of them are you. The most 
powerful feature of the complex symbol is its ability to be simply stated. Like the 
Nike “Swoosh”, it’s an easily recognizable icon full of possibilities.

The symbol tells the story of the family heritage and the traveling 
journey from the Netherlands to California. 

The Family Crest
-Speaks of honor 

protection, position, 

taking a journey and 

martial readiness.

The Lion
The Dutch flag

The Wheat
The fruit of abundant 

supply

The Oak Leaves
& Acorns

Starting something small 

that has lasting affects and 

long heritage

The “R”
The R initial is set in 

the sun shape which is 

representative of a new 

day

The Bear
The state of California

The Bird
The National bird of the Netherlands - 

the black tailed godwit

The Tulip
The National flower of 

the Netherlands
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POSITIONING LINES

A good positioning line clearly states what you do and why you’re different. A great 
positioning line brings the reader into the realm of possibility. When you add the 
name, the positioning line becomes an even stronger statement. This is because 
these declarations are backed by a promise that separates you from the noise.

PRIMARY 

The primary positioning line is a power statement with edge and promise. It is 
crafted to speak to the emotions while clever enough to spark a smile. 

THE SYMBOL + WORDMARK + 
POSITIONING LINE

SECONDARY 

TERTIARY 

The secondary positioning line is a statement that draws the viewer into a present 
promise–a quality lifestyle, and the future possibility–a lasting legacy.

The tertiary positioning line is meant to display regional dominance and deliver key 
information important for online marketing and SEO. 

Reviving the Art of Living Well.

Quality lifestyle. Lasting legacy.

The Northern California Farmstead 
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DESIGN SPECIFICS 

The standard logo version is designed to bring balance to this complete composition. 
The hierarchy is clearly icon driven, showcasing the artistry of the brand, while also 
stating who you are and where you’re located. 

The woodmark version maximizes a horizontal layout for a more clear-cut version 
of the logo, that would provide for a wider range of printing and usage. 

THE SYMBOL & WORDMARK

ACCEPTABLE LOGO VARIATIONS

A proper design will offer versatility in order to subtly brand an item or maximize 
the potential in any environment. Here are a variety of correct icon and word mark 
options for any situation.

STANDARD VERSION

WORD MARK

ICON

ALTERNATE LOGO
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Colors in this palette are bold and diverse, giving you a professional, commanding, 
yet approachable feel. The have a way of showing superiority while also bringing to 
the table a level of comfortability. 

COLOR PALETTE

PRIMARY PALETTE

Hex# 05273d
RGB 5, 39,61
CMYK 97, 78,49,54

Maastricht Blue

10% 20% 30% 40% 50%

Hex- abcb30 Hex- 87a8c4 Hex- 769ab6 Hex- 678aa6 Hex- 537a97

60% 70% 80% 90%

Hex- 436a89 Hex- 305a7a Hex- 1e4b6b Hex- 0b3b5d Hex- 05273d

100%

05273d tonal gradient

ACCENTS

The tertiary palette consists of both bright, warm tones, as well as muted shades of 
sand and gray.  

GREEN SHEEN
Hex#  71aaa2 

SILVER CLOUD
Hex#  a2b1ba

DUTCH WHITE
Hex#  e8dcb9

GLODENROD
Hex# c3b779
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TYPOGRAPHY

A contemporary typeface family based on the roman types of Claude Garamond 
and the italic types of Rober Granjon.

Named for the French punch-cutter Claude Garamond, the typeface in its current 
form has a foggy past. What we now know as Garamond are modern interpretations 
of fonts that were inspired by drawings which were modeled after the punches 
of Claude Garamond. The original punches, long slender metal rectangles with 
individual letterforms carved into the ends, were finely-tuned and perfected during 
the early to mid 1500’s up until Claude’s death in 1561. After his death, sets of his 
punches found their way into the hands of foundries and served as inspirations for 
many different typefaces in addition to the many variations of Garamond. 

While seeing the differences between many of the old-style typefaces today can be 
hard for the untrained eye, it is important to note the true significance of Claude 
Garamond’s place in the history of type. Prior to Garamond’s work, the practice 
of making type was to make as exact as possible replicas of a scribe’s handwriting. 
Garamond was the first to craft letters to the medium. He was the first to deviate 
from a purely handwritten-style to make letters that would read better when printed. 
These letterforms were thinner and more delicate than those before it, which both 
allowed the ink to bleed on the page without overly distorting the words and used 
less ink. They also were more decorative than those modeled directly from the hand.

Adobe Garamond Pro
THE SERIF FACE

ADOBE GARAMOND PRO
BOLD

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklm
nopqrstuvwxyz
1234567890

ADOBE GARAMOND PRO
ITALIC BOLD

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklm
nopqrstuvwxyz
1234567890

ADOBE GARAMOND PRO 
REGULAR

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklm
nopqrstuvwxyz
1234567890

ADOBE GARAMOND PRO
ITALIC

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklm
nopqrstuvwxyz
1234567890

Full name
Family
Style
Kind

Adobe Garamond Pro
Garamond
Regular
OpenType True Type
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APPLICATION


