


I N T R O D U C T I O N
We ’ re  N a s h v i l l e ’s  1 0 0 %  i n d e p e n d e n t l y - o w n e d 
f i t n e s s  e x p e r i e n c e .  Q N T M  F i t  L i f e  w a s  f o u n d e d 
b y  a n  i n d i v i d u a l  w h o  s e t  a  g o a l  a n d  c r u s h e d  i t , 
b u t  i t  w a s n ’ t  a  w a l k  i n  t h e  p a r k .  H i s  p h i l o s o p h y ? 
C h a n g e  t a k e s  d e d i c a t i o n .  C h a n g e  t a k e s  v a r i e t y. 
C h a n g e  t a k e s  a  t o t a l  l i f e s t y l e  t r a n s f o r m a t i o n 
t h a t ’s  s o  m u c h  m o re  t h a n  j u s t  a  g y m  l i f e . 

We ’ re  h e re  t o  e n c o u r a g e  y o u .  We ’ re  h e re  t o  h e l p 
y o u  s e e  re s u l t s .  We ’ re  h e re  t o  h e l p  y o u  a c h i e v e 
y o u r  F i t  L i f e  h o w e v e r  y o u  s e e  f i t . 
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W E  A R E  G R O U N D - Z E R O 
- —  F O R  N A S H V I L L E ’ S  - —  
C U LT U R A L  R E V O L U T I O N .

P I L L A R S 
QNTM F i t  L i fe  represents  a  communi ty  o f 
Nashv i l l e ’s  young and e l i te .  Our  members 
go  fu l l - fo rce  to  push  themse lves  to  be  the i r 
bes t  phys ica l l y,  menta l l y,  p ro fess iona l l y,  and 
a r t i s t i ca l l y.

 VA L U E S 

 T H E  I N S P I R E D  
 N O N - C O N F O R M I S T
• L I B E R AT E D
• B O L D
• M O T I VAT E D
• S U P R E M E LY  C O N F I D E N T
• W I L L I N G  T O  B R E A K  R U L E S  A N D     
 S I D E - S T E P  C O N V E N T I O N  T O  G E T     
 W H E R E  T H E Y  W A N T  T O  B E .
• F R E E - T H I N K E R  W I T H  E X P L O S I V E ,    
  B U T  C O N T R O L L E D  E N E R G Y
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P U R P O S E
Did  everyone  e l se  miss  the  memo that  the  Musc le 
Beach  e ra  i s  over?  Recreat iona l  a th le tes  today 
a re  about  more  than  g iant  s labs  o f  musc le ,  near-
ruptured  ve ins ,  and  a  go lden  brown sk in  tone . 
Whi le  the  who le  “get  r ipped” ,  “c rush  your  goa l s” , 
and  “no  pa in ,  no  ga in”  cont inues  to  pro l i fe ra te ,  our 
a th le tes  focus  on  improv ing  themse lves  phys ica l l y, 
persona l l y,  p ro fess iona l l y,  and  menta l l y. 

We push  back  aga ins t  a  s i ze -over-every th ing 
menta l i t y  and  promote  a  communa l  env i ronment 
where  our  members  a re  g iven  the  too l s  and  suppor t 
they  need to  get  the i r  body  in  to  the  shape they 
need to  take  on  l i fe  a t  the  speed they  want .
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V O I C E
QNTM Fi t  L i fe  s t rays  f rom the s tatus  quo of 
s tandard b ig-box and b ig-musc le  f i tness  concepts 
by  embrac ing the ind iv idua l i ty  and of  each of  i t s 
members .  Our  t ra iners  focus  on a  safe ,  hea l thy, 
and effect ive  p lan to  he lp each ath lete  ach ieve 
the i r  own personal  phys ica l  goa ls .  We don’t  use 
c l ichés  or  id ioms that  come off  as  over ly  aggress ive , 
condescending,  or  t r i te  ( i .e .  “crush i t” ,  “get  r ipped”, 
“ fee l  the burn”) .  We a lways  mainta in  an approach  
of  “LET ’S  DO  THIS  TOGETHER”  and we ref lect  an act ive 
interest  in  what  def ines  our  members  as  people ,  and 
not  just  as  ath letes .

We a lso d isp lay  an a i r  of  conf idence in  everyth ing 
we say.  We are  the epicenter  for  Nashv i l le ’s  in - the-
know.  We’re  the soc ia l ,  profess iona l ,  and creat ive 
e l i te ,  and we are  the author i ty  in  our  space in  the 
Nashv i l le  community.  Everyth ing we say,  we say  i t 
w i th  conf idence and wi thout  ar rogance.
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V I S U A L
QNTM’s  v i sua l s  a re  a th le te  focused.  Our  mono-
chromat ic  co lor  pa le t te  emphas i zes  our  a th le tes 
and  adds  a  focused v iew on  persona l  f i tness .  Our 
brand ing  re f lec t s  our  product  i t se l f  by  cu l t i va t ing  a 
brand ident i t y  that  i s  both  upsca le  and bo ld .  Th i s 
i s  accompl i shed th rough dynamic  graph ic  e lements 
that  h igh l ight  QNTM as  a  un ique  brand that  s tands 
out  in  a  h igh ly  compet i t i ve  indust ry. 
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L O G O
The word  “quantum” i s  connotated  s t rong ly  w i th 
movement  and energy.  Our  logo i s  insp i red  by 
a  body  in  mot ion .  The  e longat ion  o f  the  l ines  in 
the  nor theas t  (Arm)  and southwest  ( Leg )  corners 
convey  movement  and progress ion :  the  Leg i s 
mov ing  away  f rom the  pas t  wh i le  the  Arm po in ts 
upward  and onward ,  s ign i f y ing  the  ascens ion  and 
improvement  o f  our  members .  The  oppos ing  Arm 
and Leg funct ion  as  a  loaded spr ing ,  condens ing 
before  exp lod ing  w i th  energy.

S PA C I N G
Use the  Logo Mark  as  a  gu ide  to  determine  the 
no  go  zone  a round the  logo.  No  o ther  logos  or 
copy  shou ld  breach  th i s  a rea .
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T Y P O G R A P H Y
Oswald is  used as  QNTM’s pr imary font .  The fami ly 
weights  are l imited to a  se lect  group to ensure that 
our  pr imary font  i s  just  as  st rong as  our  ath letes . 
Any usage of  l ighter  weight  fonts  with in  the Oswald 
fami ly  i s  not  permitted.  Ensure t rack ing and leading 
are implemented to reduce crowding between letters 
and words.

Aven i r  i s  used as  a  secondary  font  for  body copy 
on ly.  I t  shou ld  never  be  used in  head l ines ,  or  any 
sor t  o f  upper  h ierarchy  in  a  compos i t ion .

W E I G H T S 

HEAVY
D E M I B O L D
MEDIUM

P R I M A R Y 
A B C D E F G H 
I J K L M N O P
R S T U V W X Y Z

S E C O N D A R Y

AV E N I R  R O M A N
L o re m  i p s u m  d o l o r  s i t  a m e t ,  c o n s e 
c t e t u e r  a d i p i s c i n g  e l i t ,  s e d  d i a m a t 
n o n u m m y  n i b h  e u i s m o d  t i n c i d

AV E N I R  L I G H T
L o r e m  i p s u m  d o l o r  s i t  a m e t ,  c o n s e 
c t e t u e r  a d i p i s c i n g  e l i t ,  s e d  d i a m a t 
n o n u m m y  n i b h  e u i s m o d  t i n c i d
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COLOR
QNTM’s palette is  reduced to Vantablack,  Leaden Grey and Polar 
White.  The palette dr ives our brand to stay consistent and to keep 
focus on our athletes.  Tints and opacity of colors are to be used in 
rare occasions in incerments of 25%.

Accent colors are drawn from photography direct ly.  We never use 
any outside colors that aren’t  consistent with our athletes apparel .

VANTABLACK 
PMS Black 6 C 
CMYK: 82, 72, 59, 79 
 RGB: 0,  10,  25  
WEB: 000a19

VANTABLACK IS  OUR CHAMPION.
This keeps our brand focused on our athletes. 

Use Vantablack as the pr imary color to make 

our l i festyle photography pop. 

LEADEN GREY 
PMS 431 C 
CMYK: 67, 52, 36, 11 
  RGB: 96, 108, 128 
 WEB: 606c80

LEADEN GREY IS  OUR NEGOTIATOR. 
This keeps our brand motivated and messaging 

unadulterated. Use Leaden Grey as a  

secondarycolor to highl ight headl ines and to  

stagger hierarchy of brand elements. 

POLAR WHITE 
PMS 431 C 
CMYK: 13, 8,  5,  0  
RGB: 218, 223, 229 
 WEB: dadfe5

POLAR WHITE IS  OUR COMMUNICATOR.
This keeps the brand visual ly concise and clean. 

Use Polar White as a tert iary color in image 

composit ions,  but as a pr imary color for copy.

ACCENT COLORS ARE OUR REFRESHER. 
Photography standards al low for athletes to wear 

a s ingle garment that is  br ight ly colored. Accent 

colors are sampled direclty f rom photography. 

Do not sample Blacks,  Greys or Whites.  
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M O T I O N  E L E M E N T
Use w i th  copy  and/or  to  fu r ther  add focus  and 
d imens ion  to  a th le tes  in  photography.  The  e lement 
shou ld  a lways  under- lap  the  a th le te .  The  lean ing 
d i rec t ion  o f  the  e lement  shou ld  a lways  go  w i th  the 
movement  o f  the  a th le te  w i th in  the  photography.

MAKE IT
COUNT

S T R U C T U R E  E L E M E N T
Use to  un i f y  photography  w i th  copy.  The  copy 
shou ld  a lways  be  le f t  jus t i f i ed .  The  box  shou ld  add 
depth  to  photography  by  over lapp ing  and under-
lapp ing  between the   a th le te  w i th in  the  photos .

LO G O  M A R K  E L E M E N T
Use w i th  photography  o f  a th le tes .  Th i s  e lement 
shou ld  over lap  and under- lap  w i th  a th le tes  w i th in 
photography.

MAKE IT  COUNT H I G H L I G H T  E L E M E N T
Use th i s  to  emphas i ze  s ingu la r  words ,  o r  phrases 
w i th in  head l ines . 

E M P H A S I S  E L E M E N T
Al ternat i ve  use  to  emphas i ze  s ingu la r  words ,  o r 
phrases  w i th in  head l ines .  The  dash  shou ld  a lways 
be  p laced le f t  and  the  EM-dash  shou ld  a lways 
fo l low on  the  r ight . 

F I T  L A B  E L E M E N T
Use on ly  when  focus ing  on  QNTM F i t  Lab .  The 
a th le te  shou ld  be  encompassed by  the  e lement , 
w i th  some l ines  over lapp ing  and under- lapp ing  on 
the  edge o f  the  a th le te .
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PHOTOGRAPHY
The focus in our photography are the athletes.  They  are posit ioned 
in the middle ground or foreground against s imple backgrounds to 
further add focus to the athletes.  The backgrounds should not be 
complex shots of the gym inter ior.  I f  gym inter iors are used the 
backgrounds should be out of focus to add less distract ions from 
the athletes. 

Poses should be dynamic and organic.  Make the athlete actual ly 
be an athlete,  not a model.  Make them break a sweat and avoid 
stat ic poses.

Outf its  need to pr imari ly  consist  of  black,  grey and white clothing 
with the exception of having one art ic le of c lothing being a br ight 
v ibrant color.  This subtle hint of color keeps the brand fresh and 
further dr ives focus to the athlete.
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R E A D Y  T O  J O I N  
T H E  W I N N E R ’ S  C I R C L E ?


