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PAYROLL

FOR HOURLY
. | | TEAMS
Welco me USA TODAY

2024

These guidelines are your source
of truth for how our brand looks,
sounds, and shows up in the world.
Here, you'll find our brand
elements, visual examples, and

guidance for creating work. h Homebase 9:41AM

. Not asingle task left?
omebase . :

Homebase strives to make hourly lconic &

work easier for every small
business. Our app brings together
scheduling, time tracking, and
payroll—using Al thoughtfully to
help teams focus less on admin
and more on the work that
matters.

Brand

OurHomebase brandis
everything we do, make, and say.
How we present ourselves to the
worldisimportant: the more
cohesive and consistent our
efforts are, the more we resonate
with—and convert—our audience.

Resources

Links to assets are included
throughout. Got questions? We're
here to help. Reach out at
#creative-requests.

< Contents

Al ASSISTANTS
THAT DO THE
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Principles

Creative principles
Ourbrandworkrefiects the ethos
of the small businesses we serve—
guided by these four principles:
human, approachable, impactful,
and crafted.
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Human Approachable

We reflect the realities of small businesses. Our work captures We meet people where they are through simplicity and warmth—
authentic experiences that resonate with the people we serve. removing barriers and creating work that feels welcoming.

Bold

We keep people engaged through bold, thoughtful ideas and
execution—always pushing forward without sacrificing clarity.




4+, AlAssista

SGHEDULE. MANAGE. PAY.
ALL FROM ONE EASY APP.
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Logo

Logotype

Thisis our primary logo. It should
lead all high-visibility and external-
facing communications, ensuring
strong brand presence and
recognition.

Use the logotype across: email,
print, advertising, social content,
and paid marketing campaigns.
For someone encountering our
brand for the first time, the
logotype establishes who we are.

Logomark

Our secondary logoisused
selectively. The logomark
functions as a simplified brand
identifier, ideal for small spaces
and places where the logotype is
impractical.

Appropriate uses include the app
icon, social profileicons, and
specific in-product experiences.
It should neverreplace the
logotype in broader brand
communication.

Download ¢

< Contents

homebase

homebase

Logotype

Logomark


https://drive.google.com/drive/folders/131iEaevfZ3M2eQNpOd0n3RUJnytHwpmq?usp=sharing

Logo

Ourlogo, logotype and logomark, hom ase hom ase u homebase

should never be altered or

modified in any way.

It may only appearin Purple Haze

or white—no other colors are

permitted. Don’tuse any other colors than Don’t outline or apply strokes. Don’t break up thelogoinany Don’t pairthe Logomark with
Purple Haze or white. way. the Logotype.

The logotype should never be
outlined, stylized, or adjusted, and
must always appear as a single,
unified color without being
divided or separated.

=
The logotype and logomark o
should not be used together; 5
always choose one or the other ho ase ho ase
based on the context. 9)
n
D
Don’t alter the angle of the Don’tuse thelogo onabusy Don’t apply dropshadows or Don’t skew the logoinany way.
logo. background. any effects.
<
homebase homebase homebase
Download ¢
<« Contents Use thelogoin Purple Haze on Use the logo in White Stripes Use thelogoin Purple Haze Use the logo in White Stripes

lighter backgrounds. against Purple Haze. against Deep Purple. against dark backgrounds.


https://drive.google.com/drive/folders/131iEaevfZ3M2eQNpOd0n3RUJnytHwpmq?usp=sharing

Photos Facelime

Homebase Wallet

Weather




Cobranding

We collaborate with many
partners, and our campaigns often
feature bothourlogoanda
partner'slogo. Inthese cases, the
two logos should be separated by
an “X”, with equal spacing
between eachlogoandthe “X" to
maintain balance and clarity.

Pay close attention to sizing—
logos should be adjusted so they
appear optically equal, ensuring
neither brand outweighs the other.

< Contents
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homebase a8 clover

Running your
hourly team just got
way, way easier

Welcome to Homebase: the all-in-one app to
manage your hourly team.

Get started



Al Branding

Assets promoting our Al Assistants
use our spectrum gradient to add
energy andvibrancy. The sparkles
icon further distinguishes Al
Assistants from our other
offerings.

« Contents
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AL ASSISTANTS

THAT DO THE
WORK FOR YOU




Colors

Primary Colors

Purple Haze and white serve as our
core brand colors, anchored by
Deep Purple fordepth and
contrast. These colors form the
foundation of our visual identity
and should appear consistently
across all brand touchpoints.

Secondary Colors

Our secondary palette includes
Yellowcard and Pink Floyd. These
colors provide flexibility and
accent moments but should
always support-never
overshadow-the primary palette.

Pairings, Proportions, and
Backgrounds

Purple should remain a constant
elementinour colorusage.

Color onwhite-orwhite on color-
provides the strongest, cleanest
expression of the brand.

When creating compositions, limit
palettes to Purple, white, and no
more than two secondary colors
at a time to maintain visual clarity.

< Contents

Purple Haze
#7E3DD4
R126 G61B212
PMS 266C
C71M88 YO KO

White Stripes
HFFFFFF

R2565 G255 B255

COMOYOKO

Deep Purple
#I1EOBJ3A
R30 G11B58
PMS 273C

C98M97 YO K37

Purple Rain
#D5C7FF

R213 G199 B255
PMS 2645C
C16 M18 YOKO

Yellowcard
#EOFFOQOO
R224 G255B0O
PMS 809C
C7MOYIO0O KO

Grey Ol
#FBFBFB
R251G251B251
COMOYOK2



Colors

Gradients

We use two primary gradients,
each grounded in our signature
Purple Haze.

Gradients should be applied
thoughtfully and sparingly.

The spectrum gradient should
never be used as a bbackground;
reserve it for smaller, accent-level
applications where it can add
energy without overwhelming the
design.

< Contents

Spectrum gradient
Forusein Al branding

DeepPurple @ ——  Purple Haze

Light Purple gradient
Forgeneraluse

Purple Haze

—

Pink Floyd

Purple gradient
Forgeneral use

Deep Purple ——

Purple to white gradient
For general use

Purple Haze

Purple Haze

White Stripes



Colors

How we approach color

Purple Haze is the anchor of our

visual identity and should always
be presentin our compositions.

Secondary colors should be used
sparingly and only to support key
moments. Yellowcard and Pink
Floyd should neverbe used as
primary colors or background
colors.

The full spectrum gradient should
also never serve as afull-
background treatment; reserve it
for smaller, accent-level
applications where it adds energy
without overwhelming the design.

Maintain strong contrast at all
times. Light backgrounds should
pair with darker elements, and
dark backgrounds should pair with
lighter elements to ensure clarity,
accessibility, and visual balance.

< Contents

Primary
combinations

Unacceptable

combinations

homebase

ho ase

homebase

homebase
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The yearin stats from 150K+
Homebase teams >

\\‘

ALL™Y
NESS

2024 - CNN UNDERSCORED

lused Homebase

when|workedin
therestaurant

industry, so when
we started this

business, itwasa

no-brainer touse

it here, too.

Nikia stone

Co-owner

4+ Hiring Assistant

30 Candidates 14 Screened 4 TopMatches \

Q

Alex

Barista

e

. O '-!.,‘.r’ - rt N ) ICar I E
Haricot Ve yroll usersi
— u i

+. Scheduling Assistant

6:30am-1:30pm @ 7:30a
Barista AM Dis
4. Frequent for Aaron 4. Fre

4+, Top match v Motivation: Passit

4+, Build schedule




Typography

Display

We use Druk Bold and Druk Bold
Italic forimpactful, high-energy
moments. Druk Bold canserve a
purely functional purposeintitles
ortake on amore expressive role
when paired with other Druk
weights and sizes.

< Contents

DRUK

MEDIUM
BOLD
HEAVY

GONDENSEL
WIDE

REGULAR

WIDE

Expressive combo

ABGDEF
01234961

@578}

Bold 164/86%



Typography

Primary / workhorse

Plus Jakartais our primary,
hardworking typeface forboth
headlines and body copy.

We use Extra Bold for headlines
and Medium for body copy.
Because Plus Jakartahasa
naturally lighter structure, Medium
provides betterreadability than
Regularin most cases, though
small exceptions may occur.

Download ¢

< Contents

Extra Light
_ight

Reqgular
Medium
Plus SemiBold
Jakarta Bold
Sans Extra Bold

Ready to payroll.

48pt -2 spacing (period -8)

AaBbCc
01234567

(!@$7&)

Extra Bold 112pt/92%



https://fonts.google.com/specimen/Plus+Jakarta+Sans

Druk

Drukis a core part of our brand
voice, and we use it in two ways;
functional and expressive.

Functional Use

9:41 oll T -
For functional typography, we -

always use Druk Bold. Its clarity o
and weight make it the most homebase =
readable choice for:

EASY PAYROLL FOR SMALL BUSINESSES

e Website Hls

e Primary campaign headlines PAYH ll THAT
e TitlesinPDFs, decks, and
presentations SAVES Yuu
Expressive Use
In more creative or artistic

applications, we can use any
weight of Druk, including Druk

Condensed and Druk Wide. Thisis : : .
R | rfect th
where type can become part of shlesiiaslasaailic w N

the visual expressionitself,
allowing scale, contrast, and
combinations of styles to create

SAVE

Get started

What Not to Do EAiEy
While Druk Condensed anq Wide Taik to apayroll expert w.

styles are great for expression, . ‘
they should never be used
functionally. Their proportions
reduce legibility, making them

unsuitable for headlines that must
be read quickly and clearly.

timesheets and manage your team LESS
seamlessly from clock-in to payday. . ADMIN

< Contents



“ u “ “b homebase

FOR ACCOUNTANTS

LESS
ADMIN
PPIER

TAXES
PAYROLL

THE LION

ITTAKESATEAM  HOUSTON, TX IA

\ w =

< Contents



JERSEY FLAVOR e S

I - : = = wtf Q"\ "-‘":;L
Qe
e "]ﬂ.' S ) _J-.‘-l.‘
N . -.\i-"'

Ggiata Delicatessen Los Angeles, CA

< Contents

PAYROLL

THAT

AYS

homebase



Graphic
elements

Largelcons

Largeicons are used as small
visual accents to emphasize key
messages orto add subtle
backgroundinterest. Apply them
thoughtfully to avoid
overwhelming the layout.

Hand-Drawn Elements
Hand-drawn marks help draw
attention to specific content. Use
them sparingly-one or two at
most-to maintain clarity and avoid
visual clutter.

Stickers

Stickers add depth, personality,
and moments of emphasis. They
should be used selectively and
neverin excess.

Emojis

Emojisintroduce energy and
informality to certain pieces. Use
themwithrestraint to ensure they
enhance the message ratherthan
distract fromit.

Download

< Contents
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https://drive.google.com/drive/folders/1mdD0C_AN9u9DRYT9rnNgJCTojoGfhZEL?usp=sharing

Large lcons

Large icons serve as versatile
visual elements that can either
subtly accent messaging or create
depth and texture as background
graphics. They add energy and

emphasis without overpowering “

the core content.

| get excited interviewing Hiring

When used alongside text, limit

largeicons to one ortwo to Assistant’s top matches—they’re

maintain clarity and balance. They consistently SpOt on.
should always appear upright and

never angled 'to preserve Manage a Team ManageaTeam ManageaTeam
Consistency and visual stability . ' -.}_: 4 . ” December19, 2023 Decemberl19, 2023 Decemberl9, 2023
across applications. | i ] i
The ultimate guide to salon How to Calculate Bonus Pay Is overtime taxed mor
management & Taxes (2024 Update) Here’s what you need
know

Manage a Team Manage a Team Manage a Team
December19,2023 December19,2023 December19,2023
12 Proven Strategies For Small Business Payroll Tip Pooling & Sharing:

Download ¢

< Contents


https://drive.google.com/drive/folders/1Ic6hsS3V-R7qcryasb2O5Bl8XflUi_10?usp=sharing

Hand-
drawn
elements

We use hand-drawn elements to
introduce a humantouchandto
draw attention to specific parts
of alayout. These elements
should always be balanced by
standard typography and other
design components—they
should never become the primary
or sole visual focus.

Hand-drawn elements work best
insmall, intentionalmoments. Use
them sparingly to maintain their
impact; overusing them
diminishes their purpose of
adding subtle interest and
guiding attention without
overwhelming the design.

Download ¢

< Contents

PAY.YAY.

SHIFTS. HOURS.
PAYGHEGKS.
IN ONE APP.

homebase

joinhomebase.com



https://drive.google.com/drive/folders/1xHxNyRPJQ6VPSFwvSHjXdD-osmHOP927?usp=sharing

Stickers

Stickers are used to call attention
to key moments orto bring a
sense of playfulness andlifeto a
design. They should always
support the composition—not
dominateit.

Use stickers sparingly, limiting
their presence to one or two per
layout to maintain balance and
avoid visual clutter. Stickers may
include short words or phrases
(typically 3-6 words for smaller
stickers) as well as emojis or
simpleicons.

Stickers should complement
other design elements and never
serve as the primary focal point.
Theirrole is to enhance—not
replace—core messaging.

< Contents

The yearin stats from 150K+
Homebase teams >

202

EVEN MORE
WAYS T0
ELEVATE YOUR
HOURLY TEAM

homebase



Emojis

We use emojis to draw attention or
to bring energy and personality to
a piece. They canbe used aslarger
graphic moments or placed within
body copy to emphasize specific

words, phrases, ormessages. ““ It : s been nice to
Emojis should always function as

supporting elements—never the have ContrOI Of
only visual component. Theirroleis

oo mingtier things, make
e them streamlined,
cnecery and just have a
consolidated,

scheduling, payroll

experience.” '|'|MES|-|EETS
& PAYROLL

® Clockin

(and everything in between)

Paulie Gee
Paulie Gee's Slice Shop,
Brooklyn, NY

homebase

< Contents



Backgrounds

We use arange of background
styles—from textured and
dynamic to clean, simple white or
purple fields. Regardless of the
style, backgrounds should always
support the content placed on
top of them.

They should never overpower the
artwork or typography, but
instead complement and balance
it, ensuring the message remains
clearand visually accessible.

< Contents


https://drive.google.com/drive/folders/1SruM30wEL-QyubkECdBjtHymWkLrJ8r3?usp=drive_link
https://drive.google.com/drive/folders/1SruM30wEL-QyubkECdBjtHymWkLrJ8r3?usp=drive_link

Product

homebase The Purple Fork v  #) homebase The Purple Fork »  #5)
28 Sun, 27 Mon, 28 Tue, 29 Thu, 31 Fri, 01 gs  Timesheets
FUHJ Detalled Screens i = Daily review € Pay period review
: JlaQuille 2:30am-4pm #:30am-4pm Unavailable
We use full-scale, detailed } 20.00hours /8300 00 Server Server
@ o Terarm miembser Worked Total paid breaks Total unpaid breaks Issues Actions
Alex ¥:30am-4pm 9:30am-4pm 9:30am-4pm 9:30am-4pm
product screens to clearly Q.. .o Lo
JaQuille 5:03 pm - 11:00 pm 20min 30 min
d e m O n St rat e Wh at O u r p ro d u Ct @ @ Andrew 12pm-4pm 12apm-dpm 12apm-4pm 12apm-4pm Unavallable Unavailable @ @ Host/Hastess « FOH Total: £ he EF i
H . 16.00 hours f $248 .00 Front of House Frentof House Front of House Front of House 2:30am-Tpm 9:30am-1pm
looks like and how it works. These 2 2 | | | | |
a Susie 2:30am-4pm 9:30am-4pm @ Time-off & Time-of 9:30am-4pm 9:30am-4pm e Alex 4:56 pm -10:51pm 22 min 30 min @ unscheduled Resclve lssues w
ares h own at a | a r-g ers |Ze to 26.00 hours / $429.00 Barista Barista B Allday & All day Barista Server Cashier » FOH Total: 5 he 55 min Ehirt
& 4
. . ' [ ' . Elaine 10am-4:30pm 10am-4:30pm 9:30am-4pm 2:30am-4pm And B O mi 30 mi e ; ; o5
hlghllght fU nctlonallty and dESIQn- 9 33.00 hours / $511.50 o C:s!“:\:on S min mir @ nash Resclve issues
[ ] O. BT - : O h
= c Elizabeth Unavailable 10:30am-4:30pm 10:30am-4:30pm 10:30am-4:30pm 10:30am-4:30pm =
30.00 hours / $495.00 %:30am-1pm Lead Laad Lead Lead g Chris M:00am-5:00pm 10 min QO min @ 2missedpaid Resclve issues *
i i D D Cashier » FOH Total: 6 hr breaks
Fu | | p ro d u C t V] eWS a re a |S O u S e d I n Keyvan 10:30am-4pm 9:30am-4pm 9:30am-4pm 9:30am-4pm Unavailable Unavailable Shift Feedback from Chis:
32.00 hours / $512.00 Chef Chef Barista Barista 2:30am-Tpm 9:30am-1pm “That one Customer came back @”
context—such as onlaptops, n e
' L Ben 9:30am-4pm 9:30am-4pm 7:30am-4pm 9:30am-4pm \ Elaine 4:55 pm - 11:00 pm 20min 30 min
tablets, orhandheld devices - e Sover S ... 9 A
H il ol Bakor » BOH Total: & hr § min
& " '3 5 min over scheduled shift
= Ciara 9:30am-4pm Unavailable Unavailable 9:30am-4pm
within photography-to show the . & . VR i .
. . Craig 11:00 am - 5:00 pm 20min 30 min
prOdUCt In real_hfe usage' + Addteam member A - ‘3 Hest/Hostess « FOH Total: 6 hr
; 4 Built using Apr 20 - 26, 2025 as a base v X
) * o)

Scheduling Time tracking

homebase The Purple Fork v  #5) homebase The Purple Fork »  #5)
It
1
EE Payro" EB Save and cloge Q
lob description Screener Postjob
= You're running payroli for 3 locations ~ (Y
) : ® What are you hiring for? The Purple Fork
Dueingds Aut T Actions
Run payrou SRR i opayrollison Write a little or 2 lot. We'll fillin the blanks. You'll get final review Q@ 323 Doy Rd, Hudson, NH D3051-3020
before we post.
a # Payroll and tax settings @ &
We'll submit your payroll automatically by
. O Off-cycle payroll L]
Wed, Ju|25. 700pn‘| PT R I'mlooking for a part-time Dishwasher to work Weekenc 5
& Payroll reports = inthe evenings. Mo experl required. Paying $6.75/ .
Fayperod Mon, July15-Fri, July26  Payday Fri, Aug2 hour, tips are usually $60 per shif =
5 W wW-2'sand1099s
b " 5 = %
. g Time-off policies @ Role -~
Payroll details
& @ Ssign-insecurity at Dishwasher
ﬁ This year b Download reports + ‘ pﬂny” taxes This car’tbe charged once you generate a job description
0 b @ Job details “
Payrall name Paychecks Submitted Pay date Payroll cost Status : . _ .
Part-time, weekends, morming and altemaocn shifts, no experie
A 2 L
2 Regular July 1 - July 12 5 Friulyl2  FriJulyl®  $8286.80 pua Need help? =
@ Pay ~
F " t- Contactus 36, 75/hour, $60 tip per shift
C ree nS I ra ry ; [ Regular June 17 - June 28 5 Fri, June 28 Fri, July 5 $9.016.42 Paid [+]
] Regular June 3 - June 14 5 Fri, June 14 Fri, June 21 $8,346.19 Paid {53
& RegularMay20 - May31 & Fri, May 31 Fri, June 7 $8,832.27 Paid = Adcimiore cataly REnGreRlobeus e

< Contents o \a
ayroll Hiring


https://www.figma.com/design/T42eNS4jKEbz7H3KwVepq5/Brandbase--Brand-Design-System?node-id=6630-11594&t=VHJZ1yoep5ydbfMv-1

Product

Smaller, Simplified Screens

We also use smallerorless
detailed representations of the
product whenwe needto
communicate anidea quickly.
These simplified elements help
convey core functionality without
requiring full interface detail and
work wellin layouts where space
or clarity is a priority.

F Screenslibrary -

< Contents

9:30am-3:30pm
Cashier

12pm-6:30pm
Chef

© Publish

Scheduling

Running payroll for 3 locations v

Team members: 5
Payday
Fri, Aug 2

Total payroll cost

$8,286.80

Submit payroll

Payroll

MUY O WG oTE w

w

zzeria Via g
Mercanti (H)
v ) Knockout Chicken

levue
1are Park

© Clockin

Time tracking

© Role

Dishwasher

@ Job details

Part-time, weekends

© Pay
$6.75/hour

Hiring

Al Assitants

JaQuille

Barista

Alex

Barista

+. Top match

© Mon,May12
9:00am - 5:23pm 4,
Total: 8 hrs 20 min

@ Paid30min « Unpaid O min

+ .
4. Assisted clock out



https://www.figma.com/design/T42eNS4jKEbz7H3KwVepq5/Brandbase--Brand-Design-System?node-id=6630-11594&t=VHJZ1yoep5ydbfMv-1

Review payroll

Grey Gardens
Running payroll for 3 locations
Team members: 15

Pay period: July 20-July 26

Payday

Fri, Aug1

Automatically withdrawn

$7,232.14

Manual payments due

$1,054.66

Total payroll cost

$8,286.80

il T ==




Photography

Our photography celebrates
the people who make small
businesses run: owners,
employees, and teams.

Overall

We want people to look natural.
We want to show them as
everyday heroeswho are relatable
and inspiring. They should be
candid, warm, and friendly.

Download ¢

< Contents



https://drive.google.com/drive/folders/1HlKj951UbQrpSJGVuey_kdiPU7yUaNCw?usp=sharing

Photography

Here are a few things to keepin
mind when using photography,
or on a photoshoot to capture

newimages.
People Products Spaces
Feature small business owners, Highlight what the business sells or Capture the space and special details to give
employees, and teams (groups). makes. Keep it simple. a sense of place and personality.
Compositions Lighting Retouching (as needed)

Download ¢ Consider each subject and surroundings When possible; use natural light. Avoid We use retouching to clean things up, but

to get the best composition. This might direct midday sun and heavy shadows. want to ensure images look natural and
include different angles and moving real. Keep palette warm andrich.
locations.

< Contents


https://drive.google.com/drive/folders/1HlKj951UbQrpSJGVuey_kdiPU7yUaNCw?usp=sharing

Photography

< Contents

Do: Show peoplein Don’t: No formal poses. Do: Show teams with Don’t: Use awkward Do: Crop to the best Watch out: for awkward
the moment. good energy and plenty compositions. composition. tangents.

of light, if possible.

v/

)

Do: Show Homebase Do: Ensureresolutionis Do: Use awarm overlay
productin-use, when good. We save out pics when placing typography R210 G205 B200
possible. at 2-3X forsocial posts. overimage, forreadability,



Voice & Tone

Voice is how Homebase always
sounds and how we keep the
brand consistent. No matter
where we appear, we are:

Neighborly. Helpful. Relatable.
Accessible.

We have deep respect for small
businesses and the people behind
them. Show up as a neighbor they
can alwayslean on. Be kind,
approachable, and use everyday
language familiar to a widerange
of teams.

Clear. Straightforward. Direct.
Transparent.

We take pride in saving people
time and making life easier. Be
direct and to-the-point. When a
message is easily understood, it’s
easierto act on. Prioritize what's
most valuable to the reader.

Proactive. Confident. Ready.
Reliable.

We're dedicated to making work
easier forsmall businesses. Our
voice shouldreflect our steady
passion for problem-solving:
confident, reassuring, and
focused on helping teams move
forward.

< Contents

PAY. YAY.

Take
payroll
off

your
plate. -

like
Paulie Gee’s Slice Shop, NY

Ei@@

HOURLY TEAM
=

ONE SMOOTH RIDE
FROM GLOCK-IN TO
PAYDAY. E22223

joinhomebase.com ,-.__2/

){ © PAYROLL ] HIRING

TIME TRACKING ) @ (
) | m rSCHEDULrNG |




Voice

Neighborly.

Helpful. Relatable. Accessible.
How to be Neighborly:

Be a person, not a platform.
Write like you talk. Avoid technical
jargon, speak conversationally
(but not overly slangy).

Don’t overdo wit.

If there’s an opportunity to be fun
or clever with yourwords, go forit
—but don’t force humor
everywhere.

Be inclusive.

Write so people across various
industries, backgrounds, and
abilities can easily understand
you.,

This. Not This.
Empathetic Judgemental
Conversational  Clinical
Relatable Detached

< Contents

Ask us about our

P[]UND Mmerch! T-shirts, Hate
I Ib/Ground and ! Lb.
375 | Linked(5 links per b)

Bl AN

stickers & cool Tote

e

BIG FLAVOR
BIGGER GOMMUNITY

homebase @
Sponsared - QY

The small-business balancing act is hard. Homebase makes it easier. We're every tool you need to

manage your hourly team—all in one place.

LESS
10-00
MORE
IA-DA

Shift scheduling,
time tracking, and
payroll made easy.

homebase

joinhomebase.com

Team management, streamlined.

Learn More



Voice

Clear.

Straightforward. Direct.
Transparent.

How to be clear:

Be the audience.

Read your message like someone
seeing Homebase for the first
time. If it feels too “insider,”
simplify.

Lead with what matters.

Putthe mostimportant
information first. Cut anything that
doesn’t feel useful oractionable.

Keepitshort.

Don’t sacrifice clarity for brevity,
but always respect thereader’s
time and attention. Make it easy to
digest.

This. Not This.
Informative Overwhelming
Direct Meandering
Concise Sparse

< Contents

homebase

FOR ACCOUNTANTS

SGHEDULE SHIFTS.
TRAGK HOURS.
PAY YOUR TEAM.
ALL IN ONE PLAGE.

homebase
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Voice

Proactive.
Confident. Ready. Reliable.
How to be proactive:

Show, don’t tell.

Build trust with real product
behavior, stats, customers,
situations—avoid exaggeration or
vague promises.

Bring energy—with purpose.
Write with optimism and
momentum, but keep itreal. Avoid
over-hyping, use exclamation
points sparingly.

Explore fresh waysiin.
Avoidrepeating the same phrases
orangles. Consider new ways to
engage the reader withoutlosing
clarity.

This. Not This.
Confident Know-it-all
Enthusiastic Off the walls
Innovative Eccentric
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Free yourself from payroll stress, and manage your team seamlessly from clock-in to payday.
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joinhomebase.com/payroll
Award-winning payroll for hourly work Learn More
Join 100,000+ teams powered by Homebase.

+; Al ASSISTANTS

MADE T0 DO MORE,
50 YOU GAN DO LESS.

+. Hiring Assistant +. Scheduling Assistant

4 Top Matches 14 Screened 3C

F

6:30am-1:30pm @ ]

Barista AM
e 4, Frequent for Aaron

Alex V.

Barista
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https://www.joinhomebase.com/payroll

Tone

Ourvoiceis constant. Ourtoneis
how we can adjust our voice for
specific moments across the

customerjourney:
Firstinteractions Paid social, direct mail, OOH, audio, partnerships Consideration Website, app store, sell sheets Education Product pages, launches & updates
Welcoming and clear. Make it obvious what Homebase offers. Confident and informative. Answer questions and build trust. Bold and direct. Highlight benefits and explain how it works.

Neighborly [ Neighborly [ Neighoorly [
Clear B Cear B clear I
Proactive | Proactive | Proactive |

Engagement Organic social, lifecycle email, editorial Support Issue comms, troubleshooting, difficult news
Warm and conversational, with spotlight on customers. Upfront and reassuring. Focus on facts and next steps.

Neighoorly [ Neighborly |
Clear I Clear 1
Proactive | Proactive [

< Contents






.‘x}\\R\Q\W‘&\GﬁF\\\‘h‘N&%‘N.. - ?‘f‘f\'}'}\\\\\'\\\ﬁ\}\m



https://drive.google.com/drive/folders/1SruM30wEL-QyubkECdBjtHymWkLrJ8r3?usp=drive_link
https://drive.google.com/drive/folders/1SruM30wEL-QyubkECdBjtHymWkLrJ8r3?usp=drive_link
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Questions?

brand@joinhomebase.com

Brandbase Figma Library -

Ul Kit Figma Library -



https://www.figma.com/design/T42eNS4jKEbz7H3KwVepq5/Brandbase--Brand-Design-System?node-id=0-1&t=kpoqeWN5UJFnLQYb-1
https://www.figma.com/design/bWaorPxB6IaoJCZFJwWA6L/Homebase-UI-Kit?node-id=0-1&t=MjhBoMTTx1NKmjjr-1

