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Introduction

Welcome to the new Ramblers!
We are Britain’s biggest walking charity. 
For over 70 years we’ve been promoting 
walking, delivering high quality 
information, and campaigning for better 
conditions for everyone who walks in 
England, Scotland and Wales. 

New generations of walkers are joining 
our local groups and campaigns and 
our ability to influence change is 
growing. With the opportunity to raise 
the profile of walking comes the need to 
develop a brand image that is instantly 
recognisable and consistent across 
everything we do. A clear brand leads to 
better understanding, strengthens our 
reputation and leads to more support for 

what we are trying to achieve. Our new 
brand captures our purpose, aspirations 
and strengths, and aims to put us at the 
heart of walking in Britain.

First impressions really do count!
Our identity is not just a logo. It is a design 
scheme made up of core elements that 
come together to create a distinctive 
look and feel that makes the Ramblers 
brand instantly distinguishable from 
our competitors. Combined with our 
strategy Fresh Air, Firm Ground, these 
guidelines have been developed to bring 
our new brand to life. They explain the 
origins of our new, strong and flexible 
visual identity and how to make the most 
effective use of it. 

Everyone who works for or with the 
Ramblers has an important job to do. No 
matter what our specialist roles are, we 
each contribute to how people perceive 
the Ramblers brand. Through everything 
we do, and every communication we 
make, we can influence the way people 
think and feel about the Ramblers. 

Who to contact
If you have questions about any aspect 
of these guidelines please email 
publicity@ramblers.org.uk
or phone 020 7339 8500
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The Ramblers’ logo is the principal element of our 
visual brand. It must be prominently positioned 
on all of our communications. The English and 
Scottish versions are comprised of the 
‘r’ icon, the ‘ramblers’ namestyle and the 
strapline. The ‘r’ icon is made from two shapes; 
the rectangular ‘stem’ and the circular ‘stone’. 
These elements must appear in this fixed position 
and not appear separately. The Welsh logo 
is bilingual and therefore has a more flexible 
relationship with the strapline. Please refer to 

the letterheads section of these guidelines for an 
example of where to place the Welsh strapline. 
The bilingual Welsh and English version of the 
logo should always be used on Welsh materials.
The logos should not be redrawn, digitally 
manipulated or altered. They must always be 
reproduced from a digitalmaster reference. 

The logos are available in the following file 
formats: 
Eps for all professionally produced applications. 
These files are compatible with all design 
programmes: Quark Xpress, InDesign, Illustrator, 
Freehand and Photoshop.
Jpg files are compatible with Microsoft 
programmes, such as Word. They should also 
be used for on-screen use, such as web-based 
media or PowerPoint presentations. 

Logo 

Graphic elements
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Logo 
Exclusion zone
&  minimum size

The logo is protected by an area that must remain 
clear of any other graphic elements to maximise 
its visual presence. The exclusion zone is equal 
to the height of the letter ‘b’ in the word 
‘ramblers’, as shown. 

A minimum logo size of 22mm, measured across 
the full height of the logo, has been established. 
The complete logo should be used wherever 
possible but the icon should be used on its own 
on the spine of publications. The minimum size for 

this use is 6mm in height. Logo size consistency 
is important when producing a wide range of 
communications. Recommended sizes are shown 
on this page. The same exclusion zone and 
minimum sizes apply to both the Scottish 
and Welsh logos.

The preferred positioning for the logo is on the left 
hand side of covers. It may be positioned at any 
height suitable for the layout. 
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The Ramblers’ logo should, wherever possible, be 
used in the colour variations shown on this page. 
The principal logo colours are Ramblers’ Grey 
Pantone® 5565 and Ramblers’ Brown Pantone® 
4485. Where produced in two colours, the ‘stem’ 
of the icon should be the same colour as the 
‘ramblers’ namestyle and the ‘stone’ should be 
the same colour as the strapline.

When the logo appears on a background of 
Ramblers’ Brown, the ‘stem’ of the icon and 

the ‘ramblers’ namestyle should appear in white 
and when on a Ramblers’ Grey background, the 
‘stone’ and the strapline should appear white.

When the logo is reproduced in black and white,
it should be printed in black on backgrounds 
that are less than a 40% tint of black and in 
white on backgrounds that are more than a 
40% tint of black.

Logo 
Principal
colourways

Graphic elements
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The logo can be reproduced solidly in any colour 
in the palette and it can be reproduced in white 
out of any palette colour. In one colour, the logo 
can be used on any other palette colour but 
please ensure there is enough contrast. Examples 
of good combinations are shown above.

It may appear in two colours as long as the 
‘stone’ matches the strapline and the stem 
remains either brown or white. The recommended 
palette colours on white are shown above. When 

Logo 
Palette 
colourways

the ‘stone’ and strapline are white the logo should 
only be used on the lightest four palette colours, 
shown above.

The logo should not appear in any other colours 
or combinations of palette colours. The logo 
should not be used in a tint of any palette colour 
nor should it be used with any translucency.

For examples of the use of the colour palette please 
refer to the materials section of these guidelines.

Graphic elements
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Our colour palette has been designed to 
reflect the hues found in both urban and rural 
surroundings. The vibrant mix of colours can be 
used to complement tones in supporting images. 
Palette colours can be used as tints. Please 
refer to the stationery section for examples. They 
can also be used with increased translucency. 
Please refer to the brochure covers section for 
an example. Please ensure there is enough 
contrast between the colour used for text and the 
background to ensure legibility.

It is vital that colours are produced accurately 
across all communications. Always match the 
breakdowns indicated here by manually overriding
them in the graphics programme you are using. 
Do not rely on default breakdowns. Always match 
to a Pantone® swatch, never to previously printed 
materials. Please refer to the colour breakdowns 
on this page. 

Print
Items will either be printed in 4 colour using CMYK 

PANTONE ®

4485

PANTONE ®

5565
PANTONE ®

555
PANTONE ®

7474

PANTONE ®

1815
PANTONE ®

186

PANTONE ®

159
PANTONE ®

583
PANTONE ®

110

Pantone   C 46  M 12  Y 31  K 24
5565  R 139  G 166  B156

Pantone  C 85  M 17  Y 76  K 57
555  R 32  G 108  B 73

Pantone C 96  M 9 Y 30  K29
7474  R 0  G 122  B 135

Pantone C 24  M 42  Y 90 K 78
4485  R 91  G 73  B 31

Pantone C 18  M 98  Y 86  K 56
1815  R 120  G 35  B 39

Pantone C 2  M 100  Y 82  K 6
186  R 198  G 12  B 48

Pantone C 1  M 74  Y 100 K 7
159  R 199  G 91  B 18

Pantone C 31  M 1  Y 100  K 10
583  R 168  G 180  B 0

Pantone C 2  M 24  Y 100  K 8
110  R 215  G 169  B 0

Colour palette

Graphic elements

breakdowns or Pantone® Solid Colours. 

Digital
On screen presentations will require the use of 
RGB breakdowns. 

For examples of the use of colour please refer to 
the materials section.
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Our typeface is called Stag. This slab serif has 
been chosen for its impact and contemporary 
personality. Its bold form has authority even when 
used on complex imagery. There are several 
typographic options according to which fonts you 
have available.

Option 1 (preferred)
When Stag is available it should be used for 
all headings, subheadings and typographic 
emphasis. It should not be used to typeset large 
areas of copy (i.e. a full page). Helvetica Neue 

Regular or Light should be used for all body copy. 

Option 2
When Stag is not available use Helvetica 
Neue Bold for all headings, subheadings and 
typographic emphasis. Helvetica Neue Regular or 
Light should be used for all body copy. 

Option 3
When Stag and Helvetica Neue are not available 
use Arial Bold for all headings, subheadings and 
typographic emphasis. Arial Medium or Light 

should be used for all body copy. No other default 
typeface should be used.

Text should be ranged left ragged right or ranged 
right ragged left. Justified or centered type should 
be avoided. There is a minimum point size of 9pt 
on 10pt leading for all typefaces. 

Stag is available from www.vllg.com
Helvetica Neue is available from 
www.fontshop.com

 

Typefaces

Graphic elements

Stag
Helvetica Neue
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Our visual identity includes a library of six uniquely 
drawn horizons. Our horizons should be used to 
separate information on a page. For example, 
dividing the title of a publication from the logo, or 
a heading from the body text. For further details 
of how to use the horizons please refer to the 
horizons section of these guidelines.

The horizons named ‘City’, ‘Coast’ and ‘Hills’ 
(Group A) are a more distant focus, feeling further 
from the viewer. The horizons named ‘Trees’, 

‘Undergrowth’ and ‘Grass’ (Group B) are in 
closer focus. 

Horizons are available in all of the colours in 
our palette as eps files. 

For examples of our horizons in use please 
refer to the materials section of these guidelines.

Horizons 

Graphic elements

‘City’ ‘Coast’ ‘Hills’

‘Trees’ ‘Undergrowth’ ‘Grass’

Group A

Group B
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Found objects

Graphic elements

Complementing the horizons in our graphic 
system is a palette of twelve found objects. 
These represent objects that may be seen 
during an urban or rural walk. Our found objects 
form an integral part of our visual identity. They 
have a unique personality and lend a tangible 
appearance to materials. The found objects 
library is designed to complement the Ramblers’ 
colour palette.

This current library of objects will be added to 
over time.

For further details of how to use our found objects 
please refer to the found objects page of the 
system principles section of these guidelines.

 

‘Long’

‘Round’
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Our image style is divided into three categories. 
The above are only examples. They are not 
supplied online by the Ramblers.

Urban and rural landscape 
These images can advertise aspirational sights 
on a walk. They can also feature a wide range of 
walkers, such as families, older or young people. 
To ensure this type of image is engaging, select 
ones with distinctive and dramatic compositions.

Texture 
Where landscape images would be too specific 
we can show landscape details. They can be 
useful if images with a single, dominant colour are 
required. They can be cropped according to how 
much detail is needed.

Feet
These images put the individual at the heart 
of walking. They can feature a specific target 
audience.

All images should be appropriate and of sufficient 
technical quality for their intended use. 

Photographs

Graphic elements

Urban and rural landscape Texture Feet
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System principles
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Our horizons have two principal purposes. 
Firstly, they define areas of the page occupied by 
different levels of information, giving prominence 
to a heading or the logo. Secondly, they are 
a unique way of instantly making a Ramblers’ 
publication recognisable.

The full breadth of each horizon should be 
used across a publication where possible 
(see above left). The horizons should never 
be stretched.

There may be occasions where a narrow 
publication would result in the entire horizon losing 
much of its detail. In this instance, the horizon can 
be cropped by up to 50% of its width. This crop 
can be taken from anywhere along the horizon but 
the chosen section must retain its essence (see 
above centre).

All horizons can move up and down the page 
depending on the content (see above right).

Horizons should only be tinted in exceptional 
circumstances so the vibrancy of the Ramblers’ 
visual brand is retained. Please refer to the 
stationery section for examples. They can also be 
used as translucent layers so details of an image 
can still be seen beneath. Please refer to the 
brochure covers section for an example. 

Horizons 

System principles
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Horizons can be used in a variety of combinations. 
For example, they can be placed over another 
colour from the palette, positioned beneath an 
image or used to hold imagery. 

Two horizons can be combined to create a 
layered 3D effect on a publication. Scale should 
be taken into consideration when layering the 
horizons. Group A, should be placed higher than 
Group B. Please refer to the horizons page of the 

graphic elements section of these guidelines for 
instruction on how the six horizons are grouped.

Consideration of complementary colours that 
provide good contrast should be taken if two 
horizons are used in conjunction. This ensures the 
detail in the near horizon is clearly visible. 

The horizons can appear in any colour of the 
palette and can also appear in black or white. 

Please refer to the materials section of these 
guidelines for more examples of how to use 
the horizons. 

Horizons
 

System principles
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Title

9

Our found objects have two purposes. More 
commonly they will be used to enhance the 
personality of materials by providing interesting 
visual focal points. They can be used in their 
complete form or cropped. They can also be used 
to hold key information such as titles, facts or 
page numbers.

Found objects can be used to echo the logo ‘r’. 
Any combination of a ‘stem‘ and a ‘stone’ shape 
from the found objects library can be used.

For examples of how to use them in this 
format please refer to the materials section of 
these guidelines. For examples of appropriate 
imagery to use behind them please refer to the 
photographs section of these guidelines.

Found objects

System principles



Materials
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There is a separate letterhead for England, 
Scotland and Wales. The Welsh letterhead is 
bilingual.

All letterheads use a horizon in a tint of the 
Ramblers grey, Pantone® 5565. The English 
letterhead uses the ‘City’ horizon in a 10% tint 
and the ‘Undergrowth’ horizon in a 30% tint. 
The Scottish letterhead uses the ‘Hills’ horizon 
in a 10% tint. The Welsh letterhead uses the 
‘Undergrowth’ horizon in a 10% tint.

Letterheads

Materials

Ramblers
2nd Floor Camelford House
87-90 Albert Embankment
London SE1 7TW

Phone 020 7339 8500
Fax 020 7339 8501

Email ramblers@ramblers.org.uk 
www.ramblers.org.uk

The Ramblers’ Association is a registered charity 
(England & Wales no 1093577, Scotland no 
SC039799) and a company limited by guarantee, 
registered in England & Wales (no 4458492).  
Registered office:  2nd floor, Camelford House, 
87-90 Albert Embankment, London SE1 7TW

Ramblers Scotland
Kingfisher House
Auld Mart Business Park
Milnathort
Kinross KY13 9DA

Phone 01577 861222
Fax 01577 861333

Email scotland@ramblers.org.uk
www.ramblers.org.uk/scotland

The Ramblers’ Association is a registered charity 
(England & Wales no 1093577, Scotland no 
SC039799) and a company limited by guarantee, 
registered in England & Wales (no 4458492).  
Registered office:  2nd floor, Camelford House, 
87-90 Albert Embankment, London SE1 7TW

wrth galon cerdded
at the heart of walking

Ramblers Cymru 
3 Cooper’s Yard
Curran Road
Cardiff CF10 5NB

Phone 029 2064 4308
Fax 029 2064 5187

Email cerddwyr@ramblers.org.uk
www.ramblers.org.uk/wales

Y Cerddwyr 
3 Iard y Cowper
Heol Curran
Caerdydd CF10 5NB

Ffôn 029 2064 4308
Ffacs 029 2064 5187

Ebost cerddwyr@ramblers.org.uk
www.ramblers.org.uk/wales

The Ramblers’ Association is a registered 
charity (England & Wales no 1093577, Scotland 
no SC039799) and a company limited by 
guarantee, registered in England & Wales (no 
4458492).  Registered office:  2nd floor, Camelford 
House, 87-90 Albert Embankment, London 
SE1 7TW. We welcome correspondence in 
Welsh or English.

Mae Cymdeithas y Cerddwyr yn elusen 
cofrestredig, (rhif Cymru a Lloegr: 1093577, rhif 
yr Alban SC039799) ac yn gwmni cyfyngedig 
trwy warant, wedi ei gofrestru yng Nghymru a 
Lloegr (rhif cofrestru’r cwmni 4458492). Swyddfa 
Cofrestredig Cymdeithas y Cerddwyr: Ail lawr, 
Ty  Camelford, 87-90 Glannau Albert, Llundain, 
SE1 7TW.  Croesawn ohebiaeth trwy gyfrwng y 
Gymraeg neu’r Saesneg.
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Business cards are printed on both sides. 
The reverse is a combination of two horizons.

Our postcards are also printed on both sides. 

Materials

Ramblers
2nd Floor Camelford House

87-90 Albert Embankment
London SE1 7TW 

Phone 020 7339 8500 
Fax 020 7339 8501

tom.franklin@ramblers.org.uk

Tom Franklin
Chief Executive www.ramblers.org.uk

www.ramblers.org.uk

Business card
& postcard
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This example shows the use of the graphic 
elements of our visual identity.

The cover should adhere in particular to both the 
horizons and logo sections of these guidelines, as 
both of these things are likely to be key features in 
the layout. There is likely to be a large amount of 
text so pages should be clean and easy to read. 
Use large headings and introductions to improve 
readability. Please refer to the typefaces sections 
of these guidelines for advice on fonts.

2007/08

Annual report
and accounts

Annual report

Materials
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Leaflet covers

Get more 
out of walking

www.ramblers.org.uk

JOIN TODAY

and get one 

month’s FREE

membership

Adrodd
am broblemau gyda 

llwybr neu mynediad

www.ramblers.org.uk

Materials

These examples of leaflets show the flexible use 
of our visual system.

Leaflet covers should adhere to both the horizons 
and logo sections of these guidelines, and also to 
the found objects section, as there is likely to be 
key text that needs highlighting. 

Text pages should be clean and easy to read. 
Clear emphasis can be made on important facts 
and call to action details by using larger type or 

by colour changes. Please refer to the typefaces 
sections of these guidelines for advice on fonts.

The bilingual Welsh and English version of the logo 
should always be used on Welsh materials.

Reporting
path and access problems
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The covers should adhere to both the horizons 
and logo sections of these guidelines, and also to 
the found objects section, as there is likely to be 
key text that needs highlighting. 

Text pages should be clean and easy to read. 
Clear emphasis can be made on important facts 
and call to action details by using larger type or 
changing colour. Please refer to the typefaces 
page of these guidelines for advice on fonts.

Information
& inspiration

Positive
Steps

The Ramblers’ Impact Report

2009

Brochure 
Covers

Materials



Having difficulty viewing this emial? Plese click here

Issue 1. January 2008

Nunc nisl. Praesent consectetur molestie enim. Sed sed 
dui non pede luctus porttitor. Donec a pede ac augue 
eleifend hendrerit. In hac habitasse platea dictumst. 
Mauris dignissim consequat neque. Nam gravida 
imperdiet enim. Morbi quam mauris, commodo id, varius 
ut, condimentum vitae, nisi. Morbi nec libero vel nibh 
sagittis tincidunt. Suspendisse potenti.

Hello,
- Nunc nisl. 
- Praesent consectetur molestie enim. 
- Sed sed dui non pede luctus porttitor. 
- Donec a pede ac augue eleifend hendrerit. 
- In hac habitasse platea dictumst. 
- Mauris dignissim consequat neque. 
- Suspendisse potenti.

Join The Ramblers

Volunteer for The Ramblers

Donate to The Ramblers

About us
Morbi tellus mauris, placerat sit amet, facilisis id, 
bibendum id, lorem. Donec justo tellus, consectetur 
eu, ultricies auctor, molestie non, nulla. 

Vivamus sodales. Pellentesque quis est sit amet nibh 
dictum vehicula. Morbi enim justo, aliquam eget, 
ultrices sit amet, pulvinar eu, nulla. Nam egestas. 

Morbi tellus mauris, placerat sit amet, facilisis id, 
bibendum id, lorem. Donec justo tellus, consectetur 
eu, ultricies auctor, molestie non, nulla. Suspendisse 
non nulla non tellus vulputate euismod. Vivamus 
sodales. Pellentesque quis est sit amet nibh dictum 
vehicula. 

Nulla commodo. Nulla facilisi. Curabitur eget libero. 
In lacus. Maecenas risus turpis, hendrerit sit amet, 
aliquam ac, posuere ac, odio. Aliquam metus ligula, 
cursus non.

Walking forwards

Walking Forwards 

Morbi tellus mauris, placerat sit amet, facilisis id, bibendum id, lorem. Donec justo tellus, consectetur eu, 
ultricies auctor, molestie non, nulla. 
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Every printed item that we produce must 
make use of basic elements but feel free to 
be imaginative in your approach to the design 
of newsletters.

Newsletter content should be concise, as well 
as engaging. Clear emphasis can be made on 
important facts and call-to-action details by 
using larger type or changing colour. Please 
refer to the typefaces page of these guidelines 
for advice on fonts.

You are likely to be using your own photos, 
rather than stock imagery but try to adhere to 
the photographs section of these guidelines 
for examples of how to get an interesting crop 
and subject.

The design of all pages should be kept constant 
using grids and stylesheets. Use frames and 
boxes sparingly so the design does not become 
cluttered, instead use the horizons library to 
separate content.

Newsletters

Materials

groupnews Autumn 
‘08

South London Issue 1

Lorem ipsum walkextra dolor sit amet, consectetur adipiscing elit. Nulla 
venenatis turpis vel leo. Ut nulla. Nulla lobortis blandit sapien. In lectus. 
Phasellus erat turpis, commodo vitae, bibendum eget, hendrerit a, augue. 
Nam tristique pharetra est. Donec volutpat luctus lacus. Ut augue lorem, 
adipiscing at, fringilla non, hendrerit a, ligula. Aliquam ac leo. Phasellus lacinia. 
Sed odio.

Nunc nisl. Praesent consectetur molestie enim. Sed sed 
dui non pede luctus porttitor. Donec a pede ac augue 
eleifend hendrerit. In hac habitasse platea dictumst. 
Mauris dignissim consequat neque. Nam gravida 
imperdiet enim. Morbi quam mauris, commodo id, varius 
ut, condimentum vitae, nisi. Morbi nec libero vel nibh 
sagittis tincidunt. Suspendisse potenti.

Donec euismod. Nulla eu neque. In hac habitasse platea 
dictumst. Suspendisse potenti. Nam nec mi. Phasellus 
vel lorem a eros elementum posuere. In pretium dui in 
eros. Sed tristique rhoncus leo. In adipiscing, massa id 
posuere dapibus, turpis lacus dignwissim turpis, quis 
vulputate massa mi sit amet ipsum. Morbi cursus blandit 
justo. Vivamus laoreet. Donec at arcu hendrerit nisl feugiat 
porttitor. Ut venenatis,

The Ramblers in London

Walkers are Welcome Towns Network

Morbi tellus mauris, placerat sit amet, facilisis id, 
bibendum id, lorem. Donec justo tellus, consectetur 
eu, ultricies auctor, molestie non, nulla. Suspendisse 
non nulla non tellus vulputate euismod. Vivamus 
sodales. Pellentesque quis est sit amet nibh dictum 
vehicula. Morbi enim justo, aliquam eget, ultrices 
sit amet, pulvinar eu, nulla. Nam egestas. Integer id 
ipsum. Nulla commodo. Nulla facilisi. Curabitur eget 
libero. In lacus.
Maecenas risus turpis, hendrerit sit amet, aliquam ac, 
posuere ac, odio. Aliquam metus ligula, cursus non, 

posuere quis, molestie sed, augue. Quisque porttitor, 
lacus in convallis condimentum, sem est dapibus 
tellus, at tincidunt sem tellus at libero. Morbi felis 
lacus, viverra id, iaculis non, molestie posuere, erat. 
Curabitur ultrices. Aliquam facilisis ullamcorper tortor. 
Praesent eget diam eu lorem rhoncus sagittis. Cum 
sociis natoque penatibus et magnis dis parturient 
montes, nascetur ridiculus mus.

From membership services

www.ramblers.org.uk
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Take a 
hike

with your local 
20s–30s walking group

Discover the great outdoors with your 
local 20s–30s walking group. It’s a 
fantastic way to chill out, keep fit and 
meet new friends.

We offer a wide variety of walks 
ranging from easy rambles to energetic 
mountain hikes. Many groups also 

organise weekends away, conservation 
activities and social events including 
meals out, pub crawls, sports and lots 
more.

Whether you are an experienced walker 
or just starting out, you can be sure of a 
warm welcome.

For more details about your nearest 
group contact the Ramblers on 
020 7339 8500

www.ramblers.org.uk

Materials

Our posters should have a clear message and 
keep the amount of text used to a minimum. They 
should always have a strong image that supports 
the message. Use full bleed images for impact 
and the found objects library to highlight key 
words. Make the call to action clear by adding our 
details in a larger type size or different colour.

Posters

Coastal 
access 

www.ramblers.org.uk/freedom/coastalaccess

Support The Ramblers in their fight for 
access to coastal paths and help maintain 

Britain’s spectacular coastlines

for all
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The end

www.ramblers.org.uk

Materials

DVD endframes should use imagery relevant to 
the film’s content, although it is advisable not 
to use a still from the film itself, as the quality of 
the image can be poor. Horizons can be used to 
provide a more generic backdrop. Found objects 
can be used to highlight the interactive ‘buttons’ 
of the DVD. The title should be concise and easy 
to read. The logo and website information should 
be clearly displayed in both frames.

DVD 
endframes

www.ramblers.org.uk

Britain’s walking history
A short ramble through 

play
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Displays should be eye catching and informative.
They should make it easy for people to identify us.
Content of the banners will be determined by 
the circumstance in which they appear. There is 
flexibility in which of the visual identity elements 
are used, including photographs. 

Consider the average person’s viewing level – 
text placed close to the bottom of the stand will 
be difficult to read and may be obscured by a 
table or another person. Therefore, put the most 

important contact details and information at 
the top. Choose brighter colours from the palette 
to be eye catching and use short titles to attract 
attention quickly. The found objects can be used 
effectively to pull out titles or key information.

Exhibition
stands
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Here are some examples of how you can 
approach the design of promotional items. 
When deciding on what items to apply the brand 
to make sure they are high quality and functional.

Keep colours as close to those in our palette as 
possible. Please refer to the colour palette section 
of these guidelines.

Promotional 
items

Materials

T-shirts

Button badges Caps

Canvas bags

Balloons
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