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Background

The idea of Candour originated 
during the summer of 2019, 
where I stumbled into the 
world of sustainable fashion by 
accident.

Instead, I got obsessed with the 
challenges of the global fashion 
industry, which were already 
unprecedented and probably 
still increasing while you’re 
reading this. Luckily, there was a 
promising solution being proposed 
within the literature. A solution 
which would not only propose 
an alternative to the current, 
wasteful take-make-waste model, 
it would also introduce a level 
playing field in which workers 
rights were to be respected while 
creating new opportunities for all: 
the circular fashion industry.

It was only when I received the 
t-shirts samples, that I realized 
there was another problem I had 
not clearly thought about yet. 
This problem wasn’t just causing 
deforestation, it was responsible 
for the ever-increasing pressure on 
our earth’s finite resources while 
undermining the rights of millions 
of workers all over the globe.

At this point, the concept 
honestly wouldn’t make much 
sense anymore. I had done more 
research into the complexity of 
deforestation in Brazil, which 
was a social-, ecological-, 
political-, economical- and even a 
cultural challenge that no single 
person, business or entity was 
going to resolve anytime soon 
(unfortunately). While virtuous, my 
donations would be nothing but a 
drop in the bucket.

Back then, I had the idea to make 
t-shirt designs that would raise 
awareness for the (wild) fires in 
the Amazon Rainforest in Brazil. 
The concept was pretty simple: 
print the designs on t-shirts, sell 
them via a webshop and donate 
the profits to NGOs combatting 
deforestation.
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The Circular Fashion 
Industry and 
the origin of Candour

By now, you’ve already read a 
lot about where we come from, 
and I’ll promise that the other 
chapters in the brand book 
won’t be as detailed as this 
introduction. However, I think 
everyone deserves the full story 
on the origin of the brand. So let’s 
continue...

I had an old friend from high 
school from which I knew he had 
the same interest in fashion and 
technology as I did. Additionally, 
we had been in touch regularly 
in regards to several data-driven 
design concepts he had been 
working on in the past. What 
remained fascinating to me is 
that within all these projects, 
he always found a way to create 
a meaningful design out of 
seemingly abstract data.

Reading about the potential of 
this new economic model within 
the fashion industry made me 
so excited that at some point I 
realised this had to become a 
full-time and long-term effort. It 
wasn’t long until I came across 
whitepapers of technological 
innovations as potential enablers 
for this new economy, and this 
was where things started to fall 
into place.

It was at this moment of 
realisation that I decided to give 
him a call, and not much later 
we met to define our vision of 
a future-proof fashion brand. A 
brand that would build upon the 
fundamentals of circularity, while 
using technology as leverage 
to engage a new generation of 
consumers.

A brand that would build upon
the fundamentals of circularity,
while using technology as 
leverage to engage 
a new generation of consumers.
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We believe in improving lives through circularity
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Philosophy
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Why we exist

We’ve created our brand’s 
philosophy using Simon Sinek’s 
Golden Circle. We think he’s one 
of the great thinkers of our time 
and his model helps us to define 
the core of our brand by defining 
our “why”, “how” and “what”.

Candour’s philosophy

how

what

why

We believe in 
improving lives 
through circularity.

Our Why defines the fundamental 
reason why we exist and what 
drives our actions. “We believe in 
improving lives through circularity” 
refers to a circular economic 
model for fashion that offers an 
alternative for our take-make-
waste economy, while being 
inclusive by nature, designed to 
offer equal opportunities for all 
who (choose to) participate.

Everything we do should improve 
the lives of our customers, but 
even more important, it should 
improve the lives of the people 
we (in)directly collaborate with to 
develop our products and services.
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what

how

why

How we are
going to get there

By being ambassadors
of circularity and leading 
this transformation by example.

By creating, facilitating 
and supporting initiatives  
that contribute to a circular society.

By being community inspired 
in everything we do.

community inspired

Our How helps us to keep a certain 
composure in building and growing 
the brand. Being an ambassador of 
circularity forces us to think critically 
about what we think, do and say, 
but also asks for a certain amount of 
self-confidence as a representative 
of the brand. Our ambassadorship is 
crucial if we want to lead the change 
by example.

We’re in this together, and thus we 
strongly support every individual 
that is striving for a more sustainable 
and circular future (of fashion). Our 
brand is a platform that amplifies 
the impact of other good initiatives. 
That’s why we actively support and 
facilitate existing initiatives, while 
also creating our own. 

We’d be nothing without people 
believing in what we do and we 
realise that we need to collaborate 
to be able to achieve great things. 
That’s why we take a community-
inspired approach, always listening 
to ideas, feedback and even possible 
concerns of others. We will always do 
our best to fulfil the needs of society 
as a whole.14 15



how

what

why

What we offer
Digital products and services 
that enable and enrich
circular business models

Mentality wear: 
A fashion brand as a way to embody 
our collective belief through which 
individuals are empowered to make a 
statement.
Our What explains what we do 
and consists of the products and 
services through which individuals 
interact with the brand. We offer a 
physical clothing brand to embody 
our philosophy that allows individuals 
to make a statement about what we 
believe in. Next to our clothing line 
we have our software.

All of our software is designed to 
support a circular lifestyle and to 
make it fun to participate in. Our 
Augmented Reality T-shirts are 
the first example of this design 
philosophy, where we use technology 
to communicate to and engage with 
customers.
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Brand identity
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This chapter is about our 
personality and behaviour. It says 
something about how we want to 
represent ourselves to the world. 

Brand identity

Traditional

Collective

Competitive

Cooperative

Following

Specific

Friendly

High tech

Leading

Progressive

Individual

Holistic

Rigid

Playful

Authorative

High touch

Personality
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There’s no such thing as a perfect 
employee, but these are some key 
characteristics that fit our brand if 
it were to be a person.

A person of Candour

Principled

Emphatic

Educated

Optimistic

Imaginative

Idealistic

Realistic
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The four statements below/on the 
next page/ above tell something 
about how we want to think, 
act and behave, both online and 
offline. 

Mentality

We Investigate & Share

Curious as we are, we must 
always challenge the status quo. 
At times, we will be this annoying 
kid in the classroom that will not 
stop asking questions.

The quest towards a better, 
circular future asks for the 
investigation of opportunities and 
the sharing of insights with all 
others with whom we share the 
same goals.

We might not be the first, nor the 
last ones tapping into circularity. 
However, our unique angle brings 
an exciting opportunity to inspire 
a new generation of circular 
changemakers. Explaining the 
importance of the concept is no 
longer enough. We must lead 
the way and prove it’s relevance 
through everything we do / our 
products and services.

We Lead & Guide

We'd be nothing without people 
believing in us. Therefore, we are 
transparent and invite everyone to 
share and discuss their ideas on 
how to do things better, together. 
We are open for collaboration with 
others and will actively design 
our products and services with 
a user centric approach. Within 
circularity, we belief there is an 
important role for all of us.

We Invite & Co-create We Learn & Improve

Nobody is perfect and neither 
are we. Even if we try our very 
best, it will still be likely that 
we’ll make some mistakes along 
the way, and that’s okay. But as 
long as our intentions are genuine 
and we’re able to reframe these 
mistakes into opportunities for 
improvement, we should be fine.
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Candour
noun the quality of being open and honest1.

The name

The idea behind our brand name 
can best be described by looking 
at the definition below, We think 
it suits us quite well.

kænd  (r)e

Our logo consists of two parts. 
A strong, iconic diamond shaped 
icon acompanied by our brand 
name.

The icon represents a square 
slowly turning into a circle, 
which is a visual metaphor of the 
transition from a linear towards a 
circular economy. 

Not only does it resemble 
circularity being at our core, it 
also allows us for versatile use of 
the icon.

In some cases, we’ll allow for 
variations of the logo. When using 
our icon, we have four options. 
Using it as a whole, or taking it 
a part and use them as seperate 
icons.

Logo

dark icon

horizontal logo dark

vetical logo dark

primary
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Look and feel
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Our typography is a mix of 
modern and classical elements. 
We’ve combined two fonts that 
together form our typography.

Typography Lorum1 ipsum1a

Lorem ipsum dolor2 sit amet2a

Lorem ipsum dolor sit amet3 consectetur adipiscing elit3a

Secondary

BookmanJFPro

Lorum1 ipsum1a

Lorem ipsum dolor2 sit amet2a

Lorem ipsum dolor sit amet3 consectetur adipiscing elit3a

Lorem ipsum dolor sit amet4 consectetur adipiscing elit4a

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit

p Lorem ipsum dolor sit amet, 
consectetur adipiscing elit

pa

Primary

Europa

1: Font size: 63pt, Leading: 75.6pt, Horizontal Scale: 95%
2: Font size: 24pt, Leading: 28.8pt
3: Font size: 14pt, Leading: 16.8pt, Tracking: 25
4/p/pa: Font size: 12pt, Leading: 14.4pt, Horizontal Scale: 95%, Tracking: 2530 31



60% - PANTONE 11-1005 TPX

We want to invite others to join 
us. This is why we went with a 
friendly, warm, yet classy color 
palette, consisting of two primary 
and three secondary colours.

Colours

30% - PANTONE 446 C

3.33% - PANTONE 14-1714 TPG 3.33% - PANTONE 2141 CP3.33% - PANTONE 157 U
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People of candour

Meet the people that are 
enabling circularity all over the 
globe. From small initiators to 
policy makers.

Amsterdam, 2019 in a cafe

We like the work of others, so others deserve a spot in our brand. This is 
why we went for photography that would be able to capture individuals 
in their organic and unstaged environment, while occasionally offering 
them the spotlight through portrait photography.

Photography

People of candour

Meet the people that are 
enabling circularity all over the 
globe. From small initiators to 
policy makers.

Amsterdam, 2019 in a cafe
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This is just the beginning

We expect our brand to evolve in the years to come. 
This is why we leave this part of the brandbook open 
for future input. We hope you’ve liked what you’ve 
read so far, and we’re beyond excited to see what 
the future holds. Are you on board?
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