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HOME IS LIFE
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HOME HAS NEVER BEEN A PLACE.



5

“The absence of boundaries 
creates environment.”

- Tenlie  Mourning, Founder

our story & promise  
Not many people grow up with an etiquette teacher and writer as a grandmother, but I 
did, in a victorian bungalow in Denver’s Washington Park neighborhood. Summer days 
were often spent rearranging the old furniture and housewares into new orientations, 
picking paint colors, and conducting “deep cleans” of our modest, two-level home. 
The home I grew up in was constantly full of fresh flowers from the garden, sweet 
smelling oils, and soft sunlight shining through stainglass windows my great-
grandmother had made herself. I knew what it meant to have a beautiful — albeit 
eclectic and unconventional — home, and there was nothing I missed more when I 
moved to NYC. 

After graduating architecture school, I moved into a studio apartment in Harlem with 
big dreams of a beautiful space for me and my friends to enjoy. After weeks on my 
laptop searching for the perfect items for my home, all for a grand total of $1,000, I 
realized it was unreasonably difficult to get connected to the stuff I needed to make 
the space my own. 

/den•dwell/ is an attempt at helping as many people as possible create and cultivate 
a beautiful home, in their on style, in their own way. Because I hope to never stray 
from this original message, let’s get a few things down on paper: 

To Our Customers: We promise to remain agile and responsive to your needs, desires, 
and feedback, and to attempt to grow a community for you to rely on as you cultivate 
your home.  

To Our Partners: We promise to do our best by your brand and vision, to be a partner 
in the true sense of the word, and to always remain radically transparent in our 
operations. 

To Our Team: We promise to create an environment free from toxic competiton, where 
work is collaborative, ideas are spread freely, and all your ambitions have a seat at the 
table: a home away from home.  

I know we won’t ever be the only ones peddling home goods, but I am nearly certain 
we will be the only ones doing it with the reverence for community, beauty, and life 
Dendwell is founded on.  

TO GOOD WORK & GOOD LIFE, 
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A SENSE OF BELONGING

THE BLESSING OF REST 

A SPACE TO SHARE 

The spaces we inhabit are not inherently homes. A 
home is not only a place that shelters us but that 
welcomes us to be ourselves: to come as we are. 
It is the understanding that who we are is who we 
should be, and where we are is where we belong. 

Life in cities is loud, hectic, and almost definitely 
bad for our health. Home is a respite from the 
noise of modern life. Whether in the form of 
solitude,community, or something else, home is time 
and space to rest, recenter, and reset. 

The value of home is lost when it is left empty. Home 
is a space first made for us to be ourselves and to 
rest, and second made for the people around us to be 
themsevles and to rest.  

home is . . .
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VISION

A WORLD 
IN WHICH 
EVERYONE 
FEELS AT HOME.

WHERE WE SEE OURSELVES 

A statement we hope will 
grow with us, we strive to 
serve our customers, our 
brand partners, our team, and 
— one day — underserved 
communities to see a world 
in which everyone can 
reap the benefits of a cozy, 
safe space and a sense of 
belonging.
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MISSION
WHAT WE AIM TO DO

We believe home has 
the power to engage 
and heal. We aim to 
share this potential 
through unparalleled 
service and new 

TO SHARE THE 
POSSIBILITIES
OF HOME. 
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VALUES

GROUNDED AT 
HOME IN A WORLD 
TAKING OFF.

ALL THAT GROUNDS US

Home should be quiet and loud, 
spirtual and holistic. But most 
importantly home should be 
revered by all as a sanctuary.
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VOICE

HUMBLE. 
CURIOUS. 
HELPFUL. 
CALM. 
LIGHTHEARTED.   

HOW WE SAY WHAT WE SAY

When we speak we do it 
with purpose. We speak to 
share information, answer a 
question, or communicate 
a wondering. Everything we 
say supports our mission: 
to share the possibilities of 
home.  

WHEN WE SPEAK WE SPEAK THROUGH THESE FILTERS.. .
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YOUNG. 
AMBITIOUS. 
CURIOUS. 
BUSY. 
URBAN. 

OUR AUDIENCE IS QUEST IONS  TO A S K

These men and women 
are strapped for time, 
and often cash. But they 
enjoy a high-quality 
l ifestyle as much as 
the next. They aren’t 
looking for luxury, but 
for something unique 
(something that makes 
them feel special or 
stand out) and yet stil l 
practical. 

BEFORE WE SPEAK, WE ASK THESE QUESTIONS: 

WE CONSISTENTLY CHALLENGE OURSELVES TO 
BE OF SERVICE TO OUR COMMUNITY AND NEVER 
TO WASTE THEIR TIME. 

How are we helping our audience? 

What unique insight are we brining 
them?

What inspiration are we offering? 

How are we making their day bet-
ter, or easier? 

WE ARE

WE SAY

WE ARE NOT

WE DON’T SAY

AUTHENTIC

HELPFUL 

THOUGHTFUL

INSPIRED 

HUMBLE 

ENERGETIC 

YOUTHFUL

OPTIMISTIC 

SMART 

CONTEMPORARY 

WORLDLY 

OPINIATED 

FEARLESS 

BEAUTIFUL 

KIND

INCLUSIVE 

HI 

WE’D LOVE TO HELP 

CONSIDER THIS

WE’VE BEEN THINKING

HERE’S A... 

WE WANT TO SHARE...

CHEERS 

HOW BEAUTIFUL 

WE LOVE THIS 

SUCH A GREAT...

OUTDATED 

CRASS 

ELITIST 

EXCLUSIVE 

CONDESCENDING 

OVERLY POLITICAL

NERVOUS OR FRENZIED

TRANSACTIONAL

PRETENTIOUS

FRILLY 

ORNAMENTAL

SMUG 

BLASÉ 

BORING 

SALES-Y 

GOOFY 

 

AT DENDWELL...  

THIS WILL MAKE YOU... 

CHECK THIS OUT 

LIMITED TIME ONLY! 

CHECK OUT NOW! 

IT’S A DEAL! 

WE HATE... 

DON’TCHA 

YO, WHAT’S UP?

TOO CHICKNOW US
HOW WE SAY WHAT WE SAY
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ELEMENTS OF STYLE
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LOGO

PRIMARY EXPRESSION

ALTENATIVE EXPRESSIONS
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TYPOGRAPHY
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TEXT EXAMPLES

“make

HOME

happen.”



THE PURPOSE OF THIS DOCUMENT IS TO EXPRESS AND CODIFY THE 

ELEMENTS ESSENTIAL TO THE DEN•DWELL BRAND. 

ITS PRIMARY FUNCTION IS TO GUIDE THOSE AT THE HELM OF THE BRAND 

TOWARDS UNDERSTANDING, CONSISTENCY, 

AND — WE CAN HOPE — GOOD WORK. 


