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A message from
our Executive Director

ukactive exists to improve the health of the nation by getting
more people, more active, more often. ukactive provides
services and facilitates partnerships for a broad range of
organisations, all of which support our vision and have arole
to play in achieving that goal.

We serve over 4,000 members and partners from across the
public, private and third sectors, from multinational giants to
local voluntary community groups. We do so by facilitating
partnerships, campaigning and providing outstanding
membership services.

o

Steven Ward

Executive Director




ukactiveis for everyone. Whoever
you are, wherever you live and work,
whatever your background, we create

opportunities for every person to
improve their health through an
activelifestyle. In a fast-moving,

ever-changing sector, our insights MOl’e pEOple, MOTE aCtiVE, MOl’e Often

and the innovations we promote

remain at the forefront. We lead by :
example, being proactive, inclusive, and We a r e u K aC t lve
collaborative — constantly finding new . .
projects, partnerships and practices

to help improve the health of the TOgEt her aCh]'EV]'ng more
nation. We loudly celebrate the fun and , .
exhilaration of movement and all L eJ[ S geJ[ u K aC t 1vVe
theinnovations that help it toreach

alarger number of people. Since 2013, '

we have been equally focused on a I am U.kaCthE

national ambition to turn the tide

oninactivity.

Note:

We capitalise the Ms in ‘More people,
More active, More often' when used as
a brand message. In all other cases we
use sentence case.
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Mission statement

We are committed to improving the health of the nation
through promoting active lifestyles.

We achieve this by facilitating big impact partnerships,
campaigning and providing world class membership
services.

We exist to serve any organisation with arole in getting
more people, more active, more often. We provide a
supportive, professional and innovative platform for our
partners to succeed in achieving their goals and create the
conditions in which our sector can grow.
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Brand elements ukactive brand guidelines

Our brand elements?

These are the physical elements that Logo
make up our brand's appearance.

These include our:

> Brand name, logo and strapline
> Our unique tone of voice

> Font family, and how our fonts
appear online and in print

> Brand colour palette

> Useoficons andinfographics.

To keep our brand consistent, we've

created a simple set of instructions to

follow when you work with ukactive.

Our brand identity represents the o

scale of the work we do, nationwide C

with a sense of pride in what the UK a ' ve
all share internationally.

Our identity is:
> Bold

> Reminiscent of a consumer facing
lifestyle brand

Logo with strapline

More people
More active
~T«d\"- 38 More often

> Easy touse with partner branding
and co-branding
> Designed to grow as we do,

tobecome a symbol of raised
standards and expectations.



Brand elements

ukactive brand guidelines

Primary
corporateidentity

Logo

Colour specsfor thelogo are
shown opposite.

Appearance of our strapline
We use positive and negative
versions of our strapline.

Brand typeface

Where possible, we use Prelo
Slab. For sub-brands we use Prelo
Sans.If thisisn't possible, we use
our Google Web font Roboto Slab
or Arial.

For further typeface breadown,
seepagel?.

10

Logo Logo with strapline

More people
More active
ET« )\ -3 More often

Brand typeface

Monotone

More people
More active
T« 4\ -3 More often

Colour

Prelo Slab

Three different weights

More people
More active
Yo {\-3 More often

45 degree
gradient

Deep orange
CMYK 0-90-100-0
RGB 239-65-35
HEX ef4123

Light orange
CMYK 0-25-90-0
RGB 255-194-51
HEX ffc233
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Logo spacing

When using the ukactivelogo please
take care toleave enough clearspace.
This will ensure the brands legibility
and effectiveness.

When partnering thelogo with the
brand strapline, ensure correct
placement and size as shown opposite.

Logolibrary

The ukactive asset bank contains all

logo formats and lock-upsready to use.

Please use these when creating any
branded document.

11

Logo clearspace

active

Measure the minimum
clearspace by the width of
the chevron.

With strapline

U ( More people
More active

~Te{\" -3 More often

Strapline or sub brand typeis
placed on theright of thelogo box,
distance measured by the width of
the'a' from thelogo.
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Writing our brand name
and strapline

Brand name Writtenname

To keep our brand identity consistent
‘ukactive' should always:

[ |
> Bewritteninlowercasein
all communications

> Keep 'uk'and ‘active' together,
never apart

> Bewritten in full, we do not

useacronyms.
Incorrect

Strapline

When our straplineisused within X X
asentenceit should be writtenin

X
uk active UKactive UKACTIVE

Written strapline

To get more people, more active,
more often toimprove the
health of the nation.

12
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Incorrect use

Uniquetous

Our brand identityis what setsus apart, so it
should alwaysremain consistent and not be
altered in any way.

Reproductions

Reproductions are always made from the
electronic master artwork supplied by ukactive,

and must never beredrawn, retyped or recreated.

1 Donotchangethe curvature
of the outer shape.

2 Donot alter the colouration of
any of thelogo's elements.

3 Donotadjust the position of
any elements.

4 Donotadddrop shadows.

5 Donotchange the colour of the type.

6 Donotanglethelogo.

7 Donotaddtintsor fadesinthelogo.

8 Donotreposition the type.

9 Donotskew or distort the logo.

10 Donot change thedirection of the fade.
11 Donot changethe type within thelogo.

12 Donot place on similar colour images
unlessusing thelockup version.

See examples of incorrect logo
treatments opposite.

13

Examples of incorrect usage

U<

active

active active

8 9

U<

active

U<

active
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Primary brand

Brand architecture

U<

active

Tomaximise the impact of our brand,
we've developed a monolithic brand
architecture model.

Simply put, this means the ukactive brand
always has dominance - or equality -

whenit appears alongside co-branding Brand and strapline Brand and strapline (secondary lockup)
or sub-branding.

The model opposite shows how our

brand appears: More people U ( More people
> Asastandaloneidentity A More active h More active
=T \V- 3 More often active More often

> With apartner brand

> With an approved sub-brand.

We've categorised the sub-brandsinto

memberships and qualifications.  Memberships
8] @ STRATEGIC U«

é o arl PARTNER active M E M BE R
[gs]
=
e}
3
wn

Qualifications

APPROVED *AS PARTNER 'aS SPONSOR RESEARCH T

14



Brand elements

ukactive brand guidelines

Sub-brands

Use of logo with a sub-brand

We use the core brand logo with the name
of the sub-brand alongsideit,as shownin
the example opposite.

Font

We use Prelo Sans for our sub-brand font.

Lockup

We measure sub-brand typelockups by
thelength of the sub-brand name, and the
height of the ukactive logo.

Onelinelength = 1/3 of (x) height
Two linelength = 1/2 of (x) height

15

Sub-brand

Example Sub-brands

YA¥ MEMBER

active

Sub-brand lockup

U<

active

Sub-brand lockup (2 lines)

YA8 MEMBER

active

(§ [ @] STRATEGIC
Y PARTNER

Monotone

A4 MEMBER

active

A4 MEMBER

active
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Co-branding

Partner & third party
logo positions

Prominenceisalways given to ukactive
when partner logos appear alongside our
brandlogo. Partnerlogos should:

> Not exceed the height of our logotype

> Bescaled to fit centrally along the 'x'
height of the ukactive brandlogo

> Only ever be used with the ukactive

primary logo, and without the strapline.

16

Co-branding

Examples

U<

active

U<

lifetime

the future feels good

(x)

UC s

active

Half of (x) height
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L.ogo placement

Position

Our logo sitsin the top left or topright of
portrait andlandscape formats.

Size

Measure thelogorelative to the format.
The examples opposite show how to size
thelogo for A4 and A5.

Portrait

Size thelogo width at1/4 of the
page format width.

eg.
A4 pagewidth=210mm
Logossize:1/4 0f 210mm =52.5

Landscape

Sizethelogo width at1/6 of the page
format width.

eg.
A4 page width =297mm
Logosize:1/6 of 297mm = 49.5mm

17

Portrait

U ( More people
More active
EYSO7S More often

U More people
More active
EISOVEl More often

Landscape

U ( More people
Moreactive
EGEl More often

U ( More people
Moreactive
EXEGT More often

Banners

Lactlve

U ( More people
More active
EYSO0 More often




Brand elements ukactive brand guidelines

Print fonts

Core brand PreloSlab Light Lightitalic Book Bookitalic Bold Bolditalic

Prelo Slabis our main brand typeface.

We use six weights for titles

abcdefghijklmnopqrstu

Light italic

. vwxyz 0123456739

Bold

Bold italic | E S Cy &*
Sub-brand font L @ O

Prelo Sansis our Sub-brand font.

Prelo Sans Bold

abcdefghijklmnopgrstu
vwxyz 0123456789
I@ESY&*

18
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Online Roboto Slab Light Regular Bold

touse across all digital platforms.

——— abcdefghyklmnopqrstu

vwxyz 0123456789
(@ES%E*

Arial Regular Italic Bold

abcdefghijklmnopqrstu
vwxyz 0123456789

@LS%&”
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Colour palette

Core brand colours Core brand gradient Core brand colours

Our core brand colours are Light
Orange and Deep Orange as shown
inthe example opposite.
We use;
> Avibrant colour fade
> Consistent colours across
all applications.
Printing & colour reproduction

Care should be taken to maintain
colour consistency on different print
finishes and printing methods.
Single colour applications

If theprimary gradient can't be used
then we use the monotone palette.

20

Light orange

CMYK 0-25-90-0

RGB 255-194-51
HEX ffc233
PMS 1235c/115u

Deep orange

CMYK 0-90-100-0

RGB 239-65-35
HEX ef4123
PMS 485c/485u

Orange

CMYK 0-76-95-0
RGB 242-99-41
HEX 26329
PMS 1665c/021u

Grey

CMYK 0-0-0-65

RGB119-120-123

HEX77787b

PMS Cool Gray 8c/
Cool Gray 9u

Dark grey
CMYK 0-0-0-85
RGB 77-77-77
HEX 4b4c4f

PMS 425c/426u

Light grey

CMYK 0-0-0-10

RGB 239-65-35

HEX ef4123

PMS Cool Gray 1c/
Cool Gray lu
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Secondary palette

Secondary colours Core brand gradient

Our brand secondary colour palette
is shown opposite. The colours may
bereproduced from the four process
colours (CMYK) or RGB.

Printing considerations

Care should be taken to maintain
colour consistency across all
applications, and to avoid variations
in shade and density on different
printing surfaces, or different
printing methods.

Qualification colours

Qualifications are assigned an
individual highlight colour for
usein communications.

See how we use qualification
colours on p36.

21

Qualification colours

Yellow

CMYK 0-32-100-0
RGB 253-181-21
HEX fdb515

Purple

CMYK 70-84-11-0
RGB 108-74-145
HEX 6c4a9l

Light Blue

CMYK 65-4-22-0
RGB 73-190-201
HEX 49bec9

Red

CMYK 4-97-71-11
RGB 206-36-64
HEX ce2440

Green

CMYK 100-15-82-0
RGB 0-149-100
HEX 009564

Blue

CMYK 96-33-20-0
RGB 0-134-176
HEX 0086b0

Pink
CMYK 18-90-15-0 Research Institute
RGB 203-62-133
HEX cbh3e85
Standards
Light Green Strategic Partners

CMYK 28-5-100-0
RGB 195-207-47
HEX c3cf2f

Dark Blue

CMYK 70-25-23-33
RGB 58-118-138
HEX 3a768a
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Chevrons

Chevronsmake up a big part of our brand
identity soit'simportant to familiarise
ourselves with the different styles and
purposes for each.

We use chevrons to:

> Signify direction

> Point to areas of interest.

Please see p3l for a detailed look at how we
use chevronsinthe correct context.

22

Origin

UC R4

active

Bullet chevrons

Cover chevron

> Ugitinum quiature cus sam qui

> Ugitinum quiure cussam.

CTA chevrons

Message chevron

Let's get ukactive)
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[cons

Genericicon set

internal and external communications. a

We've created a suite of icons for usein

Representing a broad range of subjects,
theiconspicture various activities
acrossall sectors.

See the Brand creation section for
correcticonuse.

23
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Infographics

When to use an infographic Infographic examples

> Useittotellastory —itneedstohave
apurpose beyond data

> Useit to show relationships between data

. =) li nlock
> Useit to breakdown large numbers or - Slide to unloc
complexideas
> Focus only on the information that
matters (it's about telling a story not
anessay).
@

Basic principles

> Use our primary colour palette
—start with the orange, thenuse
tints of the grey

> Use Prelo slab bold to pull out the main
headline or statisticand then the
supporting copy in Prelo slab light

8.2

> Keepit simple, clear and descriptive.
It needs to say something, not
show everything

> Makeit easy to understand but
intriguing and engaging

BILLION

> Avoid using alot of text.

24
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Our tone of voice

Our proactive, collaborative approach Approach
extends to our tone of voice, too. Our
tone of voice means how we speak to
our audience — what we say, and how we
sayit.For us, that means speaking with

am(zji(ge ringe of geoplefrom alllifestyles We Speak with: We use;
g > Corporate businesses > The active voice to promote
> Workplace professionals physical activity
Y Government bodies and > Simple language accessible
stakeholders toall
) Strategic partners > Language appropriate to our

audience — from professionals

> Children and young people to children

> Allages and backgrounds, > Uncomplicated vocabulary

. —we don't use overly
Strapline technical terms or acronyms.

) Active
> Approachable
) Professional.

25
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Core brand messaging

Our core brand messages are: Message examples

More people, More active, More often
We are ukactive

Together achieving more

1
More people, More active
I'am ukactive ) )
Which core message we use depends upon: |\ /l f t

> The audience we're talking to O r e O e n

> The collateral we're using

> What we want to communicate.

S We are ukactive

> Asastandalone campaign slogan
> To promote the brand as a whole

> To convey our ethos and ethics - -
> Asanaspirational strapline under long copy O g( ‘ r a( 1ev1ng I I I Ore
> Onhomepage or footer banners.

Andthey appear inawiderange of collateral

| |
including brochures, posters, advertisements ’
and more,

Word emphasis:

We emphasise words within the messages

]
using two different font weights, as shown in :[ a | | I Uk a‘ t lve
the example opposite.

26
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Overview

The ukactive brand elements
exist toforma coherent visual
identity across the wholerange
of communications.

Flexible elements have been
developed to allow for multiple
uses. When seen together they
feelpart of the same brand.

The following guides highlight
key areas to consider when
creating brand material.

28

~in old age

We are ukactive)

U More people
| More active
active RYCELJIEH

Let's get
ukactive

www.ukactive.com
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Typography hierarchy

Headings and sub-headings Size

Weuse:

s Example heading size 30pt

> Prelo Sansbook for sub-heads.

Size Example subhead size 20pt

Sub-heads should generally be
2/3of the heading size.

e.g If the heading text sizeis 30pt the ) ) ) ) .
sub-head size should be approx. 20pt. Heavyweight hierarchy Lightweight hierarchy

Weight hierarchy

Our font weights are in Heavyweight or BOld WEight B O Ok W e j_g ht

Lightweight as shown in the example
opposite. When text needs more

prominence or greater legibility Book Weight nght WElght

(e.g. against a photographic background)
you should choose Bold.
Body copy

We use Prelo Slab Book or Light
for body copy.

We use Prelo Slab Bold for paragraph
titles within body copy.

Minimum point size is 7pt.

29
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Setting text

Careful consideration should be given to
type hierarchy, size and format when you
set any document text. Formats will vary
by document, but we use the following
guide for consistency:

Headings and sub-heads

Use brand colours for headings and
sub-heads. The example opposite
shows how headings appear inusing
brand orange.

Secondary colour palette

The secondary colour palette canbe used
for headings and sub-headsin specific
subject areas.

Body copy linelength

Use around 8-12 words per line for the
bestresults.

Opening paragraphs

Setin bold for standout.

30

Headings and paragraphs

Is the future bright for

London cyclists?

Stan Jackson

Ur, quatatem ex et labo. Em enditam voluptat rehene
volum veliquo dignias pelectur modis cuptatiatem
etlaccabo. Et endaeces esediciis que nobitationet
volenduciae prestis debis quiat et voluptur, volo qui
unt ipis dis dolupta conecea sinihicientur, et, ut antis
erum quirecus aut ligni aut omniscipsam quibus
eventiutae minis accus, eossum que velique et, se
cus, nullam, etum sunt in eveliquid ut apero que enit
la es sed maio.

Namnum fugiae dit ad que des delento eum ea-
tectiislgenecum quiderf ererum rempor alit reius,
ut eanonnam aut venet fugitioillenis net officat
iurehendirerferi onsequas ut lanit vidia nusam, sit
rehene moditib usciumquiasresequaspe aut eos
dolest, cus, simoloreiunt fugitiostium ut et reptati
doluptiunt rendese pedis ariam doluptius sum, vel

ipsuntora doluptam, occus aciaeceroreicipsae nissit,
omniend andandant. Nam adit, quodios alisim quunt,
consedit moluptia corupta temquam enientiipidero
viducitateni dolut ipsa conem. Et que optatum hil
magnam, consequi officitatur atio ent ut renit velisqu
amendant, ut laboreium quia dolorum, officia spellup-
tur sanditate volupta pratiasnam est.

Fugitati veni denda

Sam des quo que eliuntisipsam fugitati veni denda
vendiat aturest estist, simi, odist, quiblatur repellu
teniate mporerum aut porehent idunt ullautem la
veroma sus dolorit aeriam enihit, to quide qui te
sequo tecturerum, occum que aut aut re cuptusto
blasam as et que verumrerunt, tor soluptatia cullam
quia cone dentum sum ut aspiet odiatioreperro enda
des es derchilinctium fac.
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Bullet points

Rules Bullet point chevron size

> Longlists should be bulleted.
Donot use commas or semicolons
after any of the points Same as (x) height

> Begin each bulleted point with =
a capitalletter § 7‘ (x)
> Only thelast point should end _ O O O u r p a C e

with a full stop

> Don'tleave aline after the paragraph
and the bulleted point

> Use chevrons at the start of each bullet.
For Microsoft Word Example bullet points

Chevronbullet points are pre-set on the
one page Word templates. Please ensure

1
that they are used. ]_,]_StI
1

> First bullet point
> Second bullet point
> Third bullet point.

31
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Using chevrons

There are three types of chevron uses
in the ukactive brand identity:

1) Cover chevrons
2) Message chevrons

3) CTA chevrons

People associate the chevron with
our brand, and the way we use it
keeps our branding consistent.

Do:

> Use only one type of chevron
per communication

> Keep the communication from
clutter and give it a clear direction

> Decide which chevronis most
appropriate for the comm
you're designing

> Areport cover would not include
abrand message, sowe'duse a
cover chevron

> A website header image includes
amainbrand message, so we'd use
amessage chevron.

Find out more about each type of
chevronin the following pages.

32

1) Cover chevron 2) Message chevron

"
U lore ivé

active™| More often

More people

U More active y We are ukaCtiVe)

active  Moreoften

" '
More people 2 -
UC iciiic @ » . Let'sget ukactive )

active  Moreoften

3) CTA chevron

A
More people an Hyttfors Q&A
More active ical activi
active Moreoften physical activity sector

take the jump?

Moving the
next generation

report 2016
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Cover chevrons

Our cover chevrons always point
to anarea of interest or specific piece 5 - Publish date:
of information. U More people Author:Ruth

More active
active'| More often

yMoreactive
active Moreoften

B r U (‘ More people

Cover chevrons appear on:
> Covers

> Title spreads

> Pages

> Banners.

Weuse:
> One cover chevron per cover
> One cover chevron per page

> The chevronon theleft or right hand
side of the page

> Sparingly.

For specificlayout and size rules
seepage 34/35.

Activity and
public areas
report 2016

Moving the
next generation
report 2016

Astudy into the current behavioural
habits of childrens activity with
recommendations moving forward,

33
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Chevron sizes

We size cover chevronsin Portrait
relation to the height of the page
they appear on.

Portrait

Size the chevron at 3/4 of the page x
height and centreit to the edge of 3 /4 S 1Z e
the page.

A4 page height = 297mm Landscape

Chevronheight =222.75mm

Landscape

Size the chevron at 3/4 of the page
height and centreit to the edge of
the page.

4/4 size

A4 pageheight =210mm
Chevron height =210mm

34
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Chevron sizes

Banner format Banner

Size the chevron at double the
banner height and centreits point
to the centre of the banner.

Square format

Sizethe chevronat4/4 or 3/4 of the
banner height, depending on where

theimage or text areais. DOUb].e (X) SiZE

For small amounts of text, usea 4/4
size chevron.

Square banners

4/4 size

3/4 size

35
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Cover chevron colours

Flat colour Application

Our chevrons appear in flat colours,
without gradient. Which colour you use
depends on the background you choose.

Photographic or full/flood
colour backgrounds

active Moge oftént

We use white chevrons with 80% opacity.

White backgrounds

We use flat orange or monochrome
without opacity.

Activity &
rural areas

report 2016

serum

On photography
White chevron - 80% opacity

36

More people . .
Moré agtitre

U ( More people
: More active
active BUGEE

Activity &
rural areas
report 2016

On flood colour

White chevron - 80% opacity

More people
Moreactive
BSOS More often

Activity &
rural areas
report 2016

Giatium reprate conserum
quodipiciresnos

On white

Flat orange or monochrome
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Applying sector colours

How to use sector colours

Secondary colours are used to differentiate
the different sectors within ukactive.
How to use them

When afeature chevronisused,itis
colouredin therelevent sector colour.

Banners are then shown in a solid
sector colour,

Iconsusedin any publication that
issectorrelevent needstobeinthe
sector colour,

37

Application

[§ [ @ CoDEOF
Pt PRACTICE

ukactive
Code of Practice

Organistation name
14/02/14

ﬁ%“ hit Diresctions.

CODE OF
ETHICS

RESEARCH
INSTITUTE

Icons

=iz« Lof e
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Message chevrons

What are they? Create the message

We use chevrons alongside core brand
messages to communicate clearly with our
audience. Core brand messages are a part

of our unique brand tone of voice, and form We a r e ukaCtive

animportant part of our brand identity:.

Abrand messageis always accompanied
by amessage chevron.If thisisnot

possible then alarge chevron can be used. TO gether aChiEVing more

Where we use them

Typically, we use message chevrons

onkey pieces of outward facing brand L Et ’ S g Et ukaCtive

communications, like:

> Main brand collateral

> Prospectus covers

> Website headers Adding the chevron
> Onepage headers
> Business cards.

Rules |
> Use one cover chevron at a time u
(x) | 2(x)
> Don't use amessage chevron along
with a cover chevron [

> Text and chevron should be
accurately measured - see the
size guidelines opposite.

38
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Applying brand messages

Application Homepage banner

Our core brand messages can

appear on photographic and full colour
backgrounds. Simplicity iskey
—wenever overload a page.

Rules:

> White text on photographic or full
colour backgrounds

We are ukactive)

> Grey text, orange chevron on white
background.

Insert banners

U< Together achieving more)

active

U< Together achieving more )

active
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Call to action (CTA) styles

Short, simple calls to action prompt our
audience to explore an area of interest,
or to click through to find out more.

The double chevron

We use a double chevron alongside
each CTA to give the message
prominence. Always keep it simple
—limit double chevrons to one
appearance per area.

Size

Always measure the chevron to match
the height of the text.

End of text

Place the double chevrondirectly
after aline of text as shownin the
example opposite.
Away from text

Or you can position the double chevron
away from the text as shown.
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End of text example Away from text example

Book your place» Job finder

Find out more»
Get the newsletter »

Be a memnibes

Chevron size

Same as (x) height

Suy tickets today»
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Banners

What are they?

We use bannersto advertise events,
highlight core/key messages, or to
promote sign-up oppor tunities.

There are four types of banners, and each
has aspecificfunctionin our marketing
materials:

> Header banners
> Eventbanners
> Insertbanners
> Partnerinsertbanners.

Where we use them

We've created a 'drag and drop’ format to
fit multiple types of media. For example,
you could use an EDMinsert banner as an
email footer.
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Header banners

A |

U More people
More active

active Moreoften

Eventbanners

We are ukactive)

active

Insert banners

~ i
U( Conference
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Header banners

Where we use them Template layout

We use header banner templates
on one-page documents to create
a consistent visualidentity across
various communications.

How we use them Image and/or brand message

Follow the template layout opposite
for consistency:

Our brandlogo should appear on the
left, along with the strapline.

The backgroundimage and brand

message should appear on theright.
Example

Header banner photography

Select photography carefully to
ensure it fits the available space.
Youmay need toretouch images
or use a colour extension.

More people Y % ; e .
See the photography section for U Moreactive : i V V e afe 'L'I.kaCthE)

more details. active Moreoften
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Event banners

Where we use them

Eventbannersdrive trafficto the
ukactive website, usually in the form
of an email footer.

How we use them

Follow the template layout opposite
for consistency:

Our brand logo should appear on the
left along with the strapline.

Thebackgroundimage and message
should appear on theright.
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Template layout

Image and message

Example

More people
More active
More often

Stephan Hyttfors Q&A

Is the physical activity sector
ready to take the jump?
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Insert banners

Where we use them Template layout

We use this style of banner in email
direct marketing (EDM) and in email
footersasatooltodrive traffictothe
ukactive website, or to advertise
thingslike membership sign up.

Logo
or icon

Messaging Image or background colour

How we use them

We:

> Position thelogo on the left

> Position the message on theright

> Place the photographic point of Examples

interest on theright, so the message
points towards t.

Remember:

If weuse a core brand message or CTA U( Become a. member to day ))

L]
onaninsert banner, we use chevrons aCtlve
too.Keepit simple and use the correct
chevronsize.

See the newsletter ))
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Partner insert banners

Why

We use this style of banner in email
direct marketing (EDM) and in
email footersto signify any relevant
partnerships with ukactive.

How we use them

We:

> Position thelogo on theleft

> Thepartnerlogo sitsin a fixed width
next to the ukactivelogo

> Position the message on theright
> Point the chevron at the content.
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Template layout

Logo

Partner logo

Text and background

Examples

U<

active

U<

active

Asm\?#{ctive

Gatting Britsin Movisg:

gets ukactive

your.asda.com/asda

gets ukactive

sport.premier-education.com
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One-page layout

One-page documents

We've created one-page templates for text-
based communications. Examples include,
letters to our members or Code of Practice
legal notices.

We use a simple grid system to construct
the pagelayout to ensure consistency across
alldocuments.

Rules:

> Alwaysuse a header banner at the top of
aone-page document. It should include a
message, animage and our logo

> Titles can appear across severallines, but aim
to keep copy as short as possible

> Useaone or two column grid for text,
depending on the content structure.

Longletter style information usually suits
aone-column grid.
Bullet style fact sheet suits a two-column grid.

Photography can beincluded in a two column
grid within any remaining column space.

See the templates opposite.
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One column

Two column
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E m all laYOUt Two column grid

EDM

We use Electronic Direct marketing
(EDM) to send out news, research
information and membership material
to our email subscribers.

Simple grid system

We use atwo-column grid for EDM
emails, which allows for design
flexibility. Text and images can be
set over one column within the
two column grid.

We use banners to promote relevant
links or events.

See the example opposite.

47



Brand creation

Photography

Style

We work closely with people, for people. Soit's
important to use photography that accurately
represents what we do. We use photography
thatreflectsreallife, inreal situations and
featuresreal people of all shapes, sizes, ages,
and ethnicities, and in a variety of locations.

We use casual, documentary-style
photography and use full-bleed imagery
wherever possible.

Increasingly, we wish to userealimages
capturedinnatural scenarios using the
services of our members and partners.

ukactive brand guidelines
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Photography

Themes Children and young people Older people Healthcare

The subjects we talk about, and the work we do
involves different groups of people in arange of
locations. So we've grouped our photography
into helpful, relevant themes. The following
pages show thelook and the feel we use in
each category.
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How to choose
theright stockimage

Do:

> Chooseimages with anatural
photographic style, picturing people
inreallife situations

> Findimages that focuson the
individual or group of people

> Useimages with short depth of field
to emphasise the subject and
de-emphasise the foreground
and background

> Useimages that have naturallighting

> Show people of all shapes, sizes,
ethnicitiesand ages.

Avoid:

> Staged shots

> Images with peoplelooking
straight to camera

> Overly saturated colours or
colour treatments

> Photography without people.
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Thisisagood example asitlooksreal asif you
are capturing a moment during the day.

Thisisabad example asitlookstoo staged and
the subjectislooking directly at the camera.
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Cropping images

Cropping

Sometimes weneed to crop images
to work with different formats.
Always ensure the crop:

> Allows clear space for text,
logos oricons

> Retainsfocus on the subject and what
they're doing

> Allows text or logos to belegible
against the background without
covering the subject,

Originalimage
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Extending images

Extending with colour

Whenimagesaren't large enough, to fit
therequired space, or youneed more clear
space on theimage for logos or text, you
can extend theimage with a block of
feathered colour.

Simply pick a colour from the image
background and use it to feather onto a
colouredblock.

The example opposite shows how to extend
asmallimage using thismethod.
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Original

Feathered colour

Added text andlogos

U

active

More people
More active
More often

We are ukactive)
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Using icons

We use our genericicon set to highlight
specific subject matter withininsert
banners and page titles.

Insert banners

Placetheicon ontheleftinthe samearea
asalogowould apear in aninsert banner.
Titles

Inset the text and add arelevanticon on
theleft. Margins then align with theicon
box edge.
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Withinsert banners

> 4 See the newsletter

@ Code of Practice information

With titles

Publish date: 27th September 2016

The activity/nutrition balance outline

h\Iam num fugiae dit ad que des delento eum eatectiislgenecum quiderf ererum rempor alit
reius, ut eanonnam aut venet fugitioillenis net officat iurehendirerferi onsequas ut lanit
‘Lvidia nusam, sit rehene moditib usciumquiasresequaspe aut eos dolest, cus, simoloreiunt
fugitiostium ut et reptati doluptiunt rendese pedis ariam doluptius sum, vel
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Curved corners

In some instances we canround a Logo curve
corner of boxes and printed materials

asastyled feature whichreflectsthe
curve of thelogo.

Take time to accurately reflect the
curve of thebrandlogo, and always
apply to the bottom left corner of the

relevant box. aCtive

Userounded corners sparingly in any
communications. They canbe used as a
standout, understated feature, such as
with the die-cut business card. Icons

Image
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Business card

We are ukactive)
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Powerpoint

Use templates provided when creating
any new Powerpoint presentations.

Master slides have been created for
covers and divider pages.

Whilst being a template, text and
image elements are editable, so care
should be taken. eg. when a divider
pagetitleistyped, the chevron should
belockedupinthe correct position (see
example for using chevrons with title
text).

Bullet points are saved as a preset and
should be selected for use in the bullet
points pallette in Powerpoint.

When using images or graphics with
text, use either afullheightimage or a
smaller one sitting adjacent to the text.
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Layout

Image

Image or graphic

—
Titles
A
Kéii Flni!ln!ié :(x) 2(x)
Y
Bullets

> Bullet point text.
> Bullet point text.
> Bullet point text.
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Website
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EDM template
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Email signature
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Stationery
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Report covers
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Journal

Together

The official jowrnal of ukactive

o -
Developing
‘ Fhe sector

e fior
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Display banners

U( More people
a More active
active PYEEviE

Let's get

ukactive)

www.ukactive.com
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One-page documents

We are u]{active)

! VW are ukactive)
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One-page documents
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Powerpoint
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Powerpoint cover for sub-brands
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Folder ¢
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