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Your brand communicates the personality,
vision and purpose of your organisation.

It shapes how you look, what you say and how
you're perceived.

A charity brand needs to build loyalty, inspire
support and enhance supporter and wider
market perceptions.
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What are Brand Guidelines?

Brand guidelines essentially summarise what the
brand stands for and also provide guidance on
how the brand identity elements such as logo,
fonts, colour palette should be used and
communicated.

Brand guidelines usually also include guidance as
to the “tone of voice”.
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Why you should have brand guidelines....
Ensure that your brand message is communicated
consistently across all marketing channels and
customer touchpoints.

Provide guidance for designers to ensure a unified
look and feel in every new piece of collateral and
marketing material that you develop.

Provide company employees with focus and
direction to ensure that they mirror the messages
in their day to day work.
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Charity Brand Development
Charity Brand development is about building
recognition for the work the charity does.

Adding value to the organisation’s reputation
and sending a clear message about who you are
and what you stand for.

By uniting all communications under a strong
common look, consistent message, tone of
voice and copy style you will develop the brand
and add value in all aspects of it’s operations.
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Corporate Identity and Brand Guidelines
Branding guidelines provide guidance on the
usage and application of the brand across a
wide range of materials and media.

The guide acts as both a quick reference and
also a detailed manual on how the brand
should be displayed and referred to.
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Why you should have brand guidelines?
Every business has a brand even if it doesn’t
act like it.

The brand is reflected by the look, feel and
tone of voice of your website and
advertising/marketing collateral.

It can also be reflected in the way your staff
communicate and deal with customers and
stakeholders.
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As a business it is key that your message is
consistent at every point that your customers
come in to contact with you, whether that is by
talking to one of your team over the telephone
or receiving a tweet from you.
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REMEMBER

The 4 Pillars of Branding
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The 4 pillars of branding

Narrative Differentiaten Communicate Consistent
You need to tell a Make it stand out  Reach your audience Keep to one
story about the brand  from the crowd using the correct key visual style

channels
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Tips to create your own brand guidelines
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Include Dos and Don’ts

Truly helpful brand guidelines don’t just tell you
what you should do. They also paint a picture about
what you shouldn’t do.

This helps to drive home your usage requirements in
a visual, easy-to-understand way.
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Include Dos and Don’ts

OGSystems has a playful way of telling you the
dont’s, like making sure that the logo is never
placed on high-contrast backgrounds or
backgrounds that are too similar to the logo colours.

The guidelines also make it clear that you'll be
harshly judged if you tilt the logo or add
embellishments like drop shadows and gradients.
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That's just wrong... x

That'’s just unnecessary... x

QWN THE OQOUTCOME

https://www.ogsystems.com/images/brand guide.pdf



https://www.ogsystems.com/images/brand_guide.pdf
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Don’t Be Afraid to Get Specific

The more details, the better. If you’ve addressed
this in your brand strategy, explain specific scenarios
and uses for different colours, fonts, and imagery.

In Element Three’s brand guidelines, the company
has an exact font for pretty much every
communication channel.
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TYPEFACE USAGE

A handy reference for each of our fonts

Brand Guidelines

WEB PRINT GOOGLE SLIDES MICROSOFT EMAIL INTERNAL EMPLOYEE EVENTS
OSWALD OSWALD OSWALD OSWALD ARIAL UNITED SERIF
TITLE/HEADLINE MEDIUM MEDIUM REGULAR REGULAR BLACK FAMILY
. . Times Times -
Chronicl Ch I Avrial Oswald Regular
BODY COPY Rzorrrluaie R::::J;]E N?e:uﬂl:rm NE;E;E;‘M Regular or Chronicle Roman

https://elementthree.com/blog/brand-guidelines-walkthrough/



https://elementthree.com/blog/brand-guidelines-walkthrough/
https://elementthree.com/blog/brand-guidelines-walkthrough/
https://elementthree.com/blog/brand-guidelines-walkthrough/
https://elementthree.com/blog/brand-guidelines-walkthrough/
https://elementthree.com/blog/brand-guidelines-walkthrough/
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Brand your Guidelines

The purpose of brand guidelines is to make sure
your brand is always conveyed in the same way —
and the document itself is no exception.

Think of it as another marketing material that
showcases your brand’s visualisation and approach.

You can accomplish this by adding small touches
that are in line with the guidelines you’re
explaining.
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Brand
Guidelines

: Enengetc
Purporsedul
Design

(Quiqup

Quiqup

https://identitydesigned.com/quiqup/



https://identitydesigned.com/quiqup/
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Name your Primary Colour

If you want to go a step further in solidifying your
brand, name your primary colour.

For example, Netflix calls its primary colour “Netflix
red,” and HubSpot uses “HubSpot orange.” Spotify
uses — you guessed it — “Spotify green”.

In doing this, it creates an air of importance around
your brand, while claiming the colour as your
private territory.
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Make your Brand Consistent

As we already discussed, consistency is critical if
you want your brand to stick in consumers’ minds.

Every little detail counts, from your primary colour
all the way down to the font you use in your
company emails.

Brand guidelines are a great tool for laying all of
these rules out and ensuring that they’re always
followed.
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Make your Brand Consistent

Guidelines are especially helpful if you partner with
other businesses that will be using your visual brand
elements, in promotions and ads for example.

By proactively making sure that everyone is always
on the same page, you’ll have greater control over
your brand image.

And as your business grows and matures, this will
help to build a trustworthy and reliable experience
for everyone who engages with it.



Brand Guidelines
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What we stand for Guiding principles

Guiding principles

Theara are savaral guiding principles which need to be consldered when creating Shelter communications.
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Owerview Logo Brand devices  Colours  Typography Photography Ilustration

| Brard Ky shmams '| Lisirg our beand idamiey

Brand identity elements

Ciore gements
Logo Brand devices Primary colours




Digital Advertising — Brand Experience R:IcTile KE[F{el=l[13I=

PVRI S wo spoc Diita uiceinss | _Shotr Scotand

Owverview Logo Brand dewices — Colours Typography Photography  lllustration

|ﬁ] Panrarng wih other brands
How to use our logo

In our logo the rook shapad Logo and background colour Clear space sSke
h makeas a strong visual link Mg are e eoomimended Sres and
batwaen Shelier and housing. =il Shelter : i e
Ouslogoshoukdbo dpiyed Shelter
[nCeT oin ar Tha defau iogo Styks ks whim on a red w)
—— Parkqrurd jming cur graphic davca . : Page sire | Prefemsd margin | Logo width
whmrer possibia or red on whha The AT = amm
our yarimions balow
mmme?ﬂ;r;nmmn Ea :_ﬂ slsm“‘::‘;m""!f . - AZ simm 126mm
of rodrmw It T the logo I placed cvar an Irags, armurs Sh I_t i s e
Farh ks oeer a simple, Unooealiod arca e er A4 =] ST
WIthoLx pamiarn and o S |s anough A= F— r—
TTT—— S L G o e
Prien: aliow ani 't of Cisar spaca anound
] W e fei g ColouT resricions and you
= et e
Dniine: alow an r° of chear spars. Mawar dispiay e logo smaliar than
{C:onmacy bronding@sheimrom.uk - Positon s Z5mwids o prim
“mm'“hwh- ShEltE[ - Print: piars th ka0 1 e bormm rgi " WOpewids onilra
you ead. Coma. Top rigin = aleo accoprable. Whare it s smal, avold phowngraphic
Onding: u=o smndard, op-lef ogo tmckprounds.
Shelter Pacamere o web pages
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Colour palette
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Logo online Colours online Typography online Web icons

Using the Shelter logo online

In our logo the roof-shaped Logo and background colour Clear space
h makes a strong visual link

between Shelter and housing. Sh@lter Shelter :
Our logo should be displayed 'l:e r
prominently on all Shelter The dafault logo style iswhits on ared

: background {using our graphic device
materials. wherever possible) or red on white, The
colour varistions below are acoeptable only Ownilines allow an °r' of clear space.
where the default is not possible.

Please do not copy our legoe from a
Shelter website, or try to trace

or redraw it If the kego iz placed over an mage, ensure Position
that it is over a simple, undetelsd ares Online: use standard, top-laft logo
without pattern and that there is enough placement on web pages.

confrest between the logo and the
background.

‘Where there are colour restrictions and you

I you're developing communications
fior Scotland, see Shelter Scotland

logo cannot use red, you can use the following
variations:
branding@shelter.org.uk
W Shotter | Sheiier
forrniat youw nesd.

Shelter

L ts B HEEUE SR Y HEAE
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Logo online  Colours online  Typography online Web icons

|. Onfine colowr palette | Using colours onfine

Online colour palette

This is our core navigation
palette for digital use.
The colours for use online are derved and

mirrored from the core colour palette. The
suite is simple, bold and easy to apply.

We have specified the colours for taxt,
background, buttons and Bnks.

Qradients should never be usad.

Text

[rckeckx]

EFFFFFF

EFFFFFF

#EDEEEE

EFCFEFE

Links on white
background

Hyzeing

EASEDD

Links on black

background

EFCBFED

EFDDoAD
Ower/ on

Highlight boxes

B33

EEDEEEE

EFCFaFE
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- How we look How we speak Digital guidelines Shelter Scotland Checklist -

Logo online Colours online  Typography online Web icons

Typography online

Lead with Alte Haas Grotesk
Bold, embed using Google
fonts or another preferred
method. Helvetica Neue is the
web-safe secondary font of
choice.

Alte Haas Grotesk Bold is always used

fior the main, large header. After this main
header all other must be in Helvetica Meue.

We onby use 2 cuts of the standard web
Hetvatica Meus, regular and bold.

When Hehvetica Meus is not aveilable Arial
shiould be used as a systam font.

Heading font 1
Alte Haas Grotesk Bold 36px

Heading font 2
Helvetica Neue Bold 28px

Subheading

Halvstica Mews Bold 20px

Lead paragraph

Hakeatica Meus 18 copy paragraph Loram ipsaam dolor st amet, conssctotur adipiscing elit. Munc sempar
dignissim sagittis. Donac scolanisqua maximus awgus, a pulsinar tellus pharatra id Cras wiaa sagittis fols.
Body eopy

Huiverica Mowm i copy paragraph Lossm ipsum dolor sk amar, conssceur adipiscing el Munc sempar dignissim sagins.
Dones soekrisgue Maxdmus Mo, 3 puving s pharora i, G wins sagie fulk

Hy poriimk
= bl et Moo bold Hex

Bulteam

s I

Systnm font
Aral

Quidance notes
u  The outline version of Al

Haas Grotesk Bold should
only be used within an image.
Don't wse as five text for
standard headines.

Handwriting is not to be used
on the website and can only
be used when speaking in the
1=t person on social media
posts.

Use suthentic scanned-in
handwriting &s opposed 1o
script fonts.
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| | Ourbrand | Howwelook  Howwespeak [EDBIIELULNCCHN  Shelter Scotland Checklist | |

Logo online Colours online Typography online Web icons

Web icons
We have a resfricted palette of mﬂml o ::Efba e
functional icons forweb usage, than 40t high

which adopt our outline style.

[ ]
Usage
These icons &ct &5 prompts to aid the user I

expenence. Amy web icons outside of this
pakette are not permitted 10 be used on
Shetter webaites.

Consistancy Download Phone Emalil Information

lc:ons must be used consistently =.g.
miagnifying gless is only used for

search, download icon is only used for -
a downbcadable document, nfo icon is

only used for an nformation baox {static or Q

hiwea).
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This is just a small selection from the Shelter Style
book, but is the kind of thing you should be
considering for your brand.

The full document is on Moodle.
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REMEMBER

Other Brands are available
(on Moodle and elsewhere)
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http://image.guardian.co.uk/sys-

files/Guardian/documents/2009/02/17/CAguidelines FINAL.pdf



http://image.guardian.co.uk/sys-files/Guardian/documents/2009/02/17/CAguidelines_FINAL.pdf
http://image.guardian.co.uk/sys-files/Guardian/documents/2009/02/17/CAguidelines_FINAL.pdf
http://image.guardian.co.uk/sys-files/Guardian/documents/2009/02/17/CAguidelines_FINAL.pdf
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Scope

About disability




