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This is the way we present Cheers to 
ourselves, our audience, & the rest of the 
world. Whether the person interacting with 
our brand is a loyal customer or has never 
heard of us, everything we say and do should 
be informed by our mission, vision, and brand 
promise for a consistent message.

Let’s get started!

WHAT WE’RE ALL ABOUT





















take 2 ibuprofen before bed, drink 
32oz of water, apply a cold compress, 
mix 2oz of apple cider vinegar with 
water, drink some beet juice, take 
your vitamins, buy a protein smoothie, 
get your hands on the city’s greasiest 
burger, take more ibuprofen, lay down

Not feeling so great after drinking? Just

take Cheers ®
...and feel at least 50% better the next day–or your money back.



Whether you drink a little or a lot. Wine or whiskey. At a 
bar or at home. Cheers is here to help you enjoy alcohol 
how you want to enjoy it, and offers a system of different 
options depending on the level of efficacy & convenience 
that you want. 

Our 
Products
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OUR SYSTEM, YOUR TERMS
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BEYOND BLURPLE

As a brand leading the charge in the “alcohol-related 
health” field, we operate in a gray area. We run the risk 
of being treated as a “sin stock” by some small-minded 
investors, which artificially lowers our stock’s value. 
Because of this, it’s important that we have a visual 
identity that clearly represents our mission and values 
while remaining relatable, friendly, and positive.

The larger & faster we grow, it’s even more vital that our 
brand is consistent everywhere, so that we’re able to 
control the message, squash stigmas, and stay ahead of 
the pack.

So what does that look like?
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STYLE GUIDE IN ACTION
This appendix is a collection of the various applications 
that brings our brand to life. This section in particular 
will be an ever-growing showcase of our materials. 
As our brand evolves, these materials will adapt to 
accommodate new products, to meet the needs of our 
customers, and to stay on the cutting edge of design 
and technology.











end.


