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Positioning 
statement

WHO WE ARE TALKING TO:

WHAT WE ARE TO THEM:

HOW WE DO WHAT WE DO:

WHY WE DO WHAT WE DO:

The positioning statement is a concise description of our 
target market as well as a compelling picture of how we 
want that market to perceive our brand.

Law enforcement groups and medical organizations requiring uniquely technical, high-performance, 
mobile extensions of their brick-and-mortar facilities that they can tailor to their needs.

Farber Specialty Vehicles is the premier custom specialty unit manufacturer with the unmatched 
high-tech expertise to engineer your “vehicle vision” and unsurpassed high-touch customer service 
to put you in the driver seat.

Farber designs vehicles engineered to fit you and your technology needs from the chassis up, 
backed by extensive design and consultation services for the ultimate in customization and flexibility.

We believe our job is to listen to your “vehicle vision” first, then educate and guide you every 
step of the way to make it a reality.
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When asked to describe our business in a few words, 
these should come to mind for our team, clients 
and anyone exposed to the brand. Core values are 
traditionally for internal use. They succinctly 
summarize our brand’s individuality.

CORE VALUES

PERFORMANCE-DRIVEN

COMPETITIVE

INNOVATIVE

Our vehicles’ performance begins with us. It’s about doing our best consistently. In this industry, 
each job is different and each customer will push our capabilities in different ways. We take on 
every task with the intent to perform our best work. Whether that involves creating one-of-a-kind 
specialty vehicles for our clients, or developing skilled craftsmen and professionals in our plant, 
we are committed to peak performance and a job well done.

Farber Specialty Vehicles has a passion to succeed. We bring our best to every job and deliver an 
experience that makes our clients stay with us and our competitors take notice. It’s more than just 
our top-of-the-line technology or bespoke designs, it is in our people. To put it simply, our work 
beats the competition, hands down, and we take pride in putting that competitive spirit 
into everything we do.

We invest in our teams from the engineers to the factory floor to ensure they have the skills to 
imagine and innovate better performance vehicles for our clients. We use leading edge technologies 
to make our vehicles, our process and designs highly efficient and effective. Our innovation is found 
in our cutting-edge technology, as well as the hearts and minds of our people to push the boundaries
of how they apply their individual craft.

9
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CUSTOMER FIRST

ASSURED

INTEGRITY

Our service model is simple. The customer comes first. All our technical and building expertise, and all 
our design and innovation capabilities have only one purpose: to support the needs of our customer. We 
have a responsibility to remind ourselves at every point in our process, “Does this benefit the vehicle 
vision of the customer?” That is how we build the best, and stay in front of the competition.

We work with organizations that deal with life and death situations every day. They depend on our 
vehicles to support their best efforts, so there is no room for mistakes. Our customers need to feel
confident that a Farber vehicle is safe and secure and will perform to its specifications. They feel 
confident about us, because we do everything we can to be a successful partner in their purpose. 
That is our assurance.

We’ve built our business through honesty, accountability and tenacity. But we’re not out to impress
anyone but ourselves. It’s not always easy to run a company while sticking to our principles, but since 
we live our lives with integrity, our business must follow. 

10
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VOICE & TONE

Just like a person, a brand has a unique voice. Voice 
and Tone describes how our voice should interact with 
our audience, and offers guidelines for public facing 
messaging. It answers the overarching question, “What 
do we sound like?” While Voice and Tone are for internal 
insight, they give clear parameters around what can and 
cannot be expressed in copywriting.

RELIABLE

THOUGHTFUL

INSPIRED

Our business is built on trust. Customers rely on our craftsmanship each day to do their jobs, often 
in hazardous situations. So they have a special amount of confidence in our products. We have that 
same confidence in all that we do, and it comes across in our voice. We’re certainly not cocky, but our 
language must deliver the right level of assuredness so our clients are at ease. We deliver a top-notch
product that will exceed your expectations. Trust us.

Though we do provide excellent service, we want our customers to know that we give special 
concern to everything we do. It’s more than being considerate. In this industry, we must be attentive
to the needs of our customers while remaining sensitive to the end product. It’s the same with our 
language. Our words are well-chosen and deliberate. We don’t rely on fluff, we get to the point while 
remaining pragmatic in our delivery.

Creating the vehicles that we do requires a high level of innovation and passion for the job. Every 
person on every team is highly skilled and excited about what they do. Each project they touch is 
a new challenge with opportunities for ingenious solutions to be implemented. We want that same 
energy to come through in our communications.
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Farber Specialty Vehicles is the premier custom specialty vehicle manufacturer with the high-tech 
expertise to engineer your vehicle to match your vision. We know that in this industry, the most 
important part of a specialty unit is you. So the goal of every project is to exceed your expectations.

Our high-touch customer service and unique, hands-on design studio put you in the driver seat during 
the design process. Then, our team of on-site engineers work on your project from the beginning 
to the end and to ensure all your technical needs are met. From high-tech equipment to high-touch 
environments, we aren’t happy until we exceed your expectations. 

That’s the Farber finish.

ENGINEERED SUCCESS

YOUR EXPERT

UNPARALLELED SERVICE

CUSTOMER INCLUSION

Our unique process includes an on-site design-build engineering team that works on each vehicle 
from start to finish.

We provide a customized consultation without a hard sell. It’s all about learning what you need 
from your vehicle and how it must perform.

We will be your partner for the life of your vehicle. When you have issues with any aspect of your 
vehicle, from parts to maintenance, give us a call.

The design process includes visits to our hands-on design studio, where you can see and feel the 
pieces and parts that will ultimately makeup your final vehicle.

SECONDary messaging

MESSAGING
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ELEVATOR PITCH
Farber Specialty Vehicles is a custom specialty vehicle manufacturer. 

Our solutions are engineered to take each vision from idea to final build. 

Our high-touch customer service and hands-on design studio give our 

clients an exceptional build experience. We create vehicles that out-perform 

expectations with custom-created solutions for every client.

18 19



2120

BRAND
COMPONENTS

20



2322

OUR LOGO
This is our logo. It’s in the Pantone colors 7621 (red) and 
431 (gray) with the Custom Coach being in 2745 (blue). 
Our logo should be presented in these colors whenever 
possible, although there are variations that fit other 
situations, which we will outline in this book. 

• Do not apply any effects to the logo such as a drop  
    shadow or stroke. 
• Do not change the colors of the logo to anything other 
    than what is outlined in this book. 
• Do not warp, stretch, or squash the logo in any way. 
• When paired with our certification logos or other  
   company logos, our logo should always be the most 
   prominent. When these logos are placed on a colored 
   or dark background, a monochromatic treatment in a 
   neutral like white black or gray is ideal for the logos.
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BLACK & WHITE

The monochromatic versions of the logo provide 
stronger contrast than the full color logo in some 
scenarios. Whenever possible, though, our full color 
logo should be used. The white logo may be used 
against photos or dark backgrounds to increase 
legibility where needed. The black logo may be used 
against lighter backgrounds where the full color logo 
would not be as visible or when printing is limited to 
black and white.
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LOGO VARIATIONS
Our full logo should be used whenever possible, but 
these are acceptable variations for use in context 
scenarios or small scale applications. The top variation 
is the Farber logo without the “Specialty Vehicles”, and 
should be used when the logo is exceptionally small. 
When the logo is small, the descriptor line becomes 
difficult to read. This version may also be used in 
situations where the brand name and identity has 
already been established. 

The bottom logo shows the variation of our Custom 
Coach logo that can be used when placed on a dark 
background. In a situation like this, the Custom Coach 
can be changed from blue to a neutral white for 
visibility. A lighter blue should never be used.

When in written form with pre-existing customers or 
internal communications, Farber Specialty Vehicles 
may be shortened to FSV, but the logo may never be 
shortened or altered.
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CLEAR SPACE &
MINIMUM SIZE

Clear space surrounding the logo should equal the height 
of the word “Farber” in our logo. This provides a consistent 
ratio of clear space around the logo at any size. It’s 
important to avoid crowding the logo to preserve its strong 
impact.

Our full logo has a minimum size of 1.5 inches wide. 
Below that threshold, the descriptor line isn’t legible. 
In cases where the logo needs to be smaller than 1.5 inches 
wide, the wordmark may be used without the descriptor line 
to maximize legibility.

1.5” 1”
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FARBER Arrow

We use a design element, called the Farber 
Arrow. It can be used as a supporting element 
in design to define our brand identity. It not 
only symbolizes our conceptual ability to push 
our clients dreams into reality, but physically 
represents motion, speed, and progression, a 
good representation of our brand and vehicles. It 
can be used symmetrically, seen throughout this 
book on the section photos, or asymmetrically as 
seen on the cover. It is in our brand red, Pantone 
color 7621 with the layer style of Hard Light 
applied at 100%. 
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TYPOGRAPHY

For headlines, use Bebas Neue, typically kerned with 
a letter spacing of +25. Headlines should always be in 
ALL CAPS. Being very vertical, this font feels strong 
and dependable.

For supporting headers and other important pieces of 
content, we use Lato in either Bold or Heavy, kerned at 
+25. In special cases where you want to draw emphasis, 
you can use either Bold or Heavy in combination with 
Lato Medium, as seen on page 7. Always use in ALL 
CAPS. This font feels clean and modern, being balanced 
and rounded, it contrasts well with our headline font. 

For body copy, Lato should also be used, typically in 
either Medium or Light. Medium should be used when 
the type is white on a darker background, seen to the 
right. It can be used in Light when the type is black on a 
white ground, as seen in this paragraph. Use a little extra 
leading, the space between each line of copy, to give 
the copy some breathing room. If type is set to 12pt, 
set the leading to 14pt.

HEADLINES
SUBHEADS
This is what simple paragraph text looks like in Lato, your 
secondary brand font. Lato’s modern simplicity makes for an 
easy-to-read font in any modern medium. This treatment can 
be used for large blocks of text online and in print materials.
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COLOR PALETTE

Our primary colors are the red used in our logo, Pantone 
7621 and a medium gray, Pantone 429. These colors, 
as seen throughout this book, will be featured most 
heavily. Our secondary colors feature a bold blue and 
cool dark gray. These are used for support and accenting 
certain information where necessary, but should be used 
sparingly. Tints of these colors may be used for tertiary 
support, seen at 75%, 50% and 25% opacity.

PMS 7621
CMYK: 0, 98, 91, 30

RGB: 171, 35, 40
Hex #b21e28

PMS 429
CMYK: 21, 11, 9, 23
RGB: 162, 170, 173

Hex #a4a9ad

PMS 301
CMYK: 100, 53, 4, 19

RGB: 0, 75, 135
Hex #004987

PMS 432
CMYK: 65, 43, 26, 78

RGB: 51, 63, 72
Hex #333e48
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