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Whatis o
brand?

Breakouts in pairs —
quick conversation




“prand is the space
we occupy in
someone’s mind”

Anita Roddick, founder of the Body Shop



And what do we need in a ‘brand kit'?
Answers in chat
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Brand role;
why do
you exist?



Guess who?

E&?REYI'?HING V}lehf);ist to o:efﬁnd the
V) I right to a safe home

Screenshot of font from Shelter’'s welbsite and branding
guidelines for educational purposes ©



https://design.shelter.org.uk/digital-framework/brand-guidelines-introduction
https://design.shelter.org.uk/digital-framework/brand-guidelines-introduction

What does Superhighways do?

You need to say your messages out loud
too

Superhighways helps small charities and
community groups gain essential digital and
data skills backed by the right tech to
achieve their goals.

d®



Organisation key messages

Defln e your messages Hawe ag‘natuﬁinganmeuf theiullwﬁngmernnn&rgmﬂmtn plot

your Messages..

'Hhﬂtdulllhilmﬂllindw"lf!hﬂlld wa do it?
spessaging” is how 2 charity talks about itelf, including ,‘fx a GJEM{?, e k&m P

its purpose, goals, services and 50 0N Your messages

will shape all the c:ommunic:atiuns you put out, 50 it's

important that you spend 2 bit of time getting them right-

How to daiit %mwmmﬁwm_

wour charity’s key rmessageis) chould express the main ideals)

you want people to understand and remember. Bear in mind that
\ots of other messages are oo mpeting for their attention, S0 make

ﬁrﬂmesﬁWmewqf/

gure yours stands out and is easy 0 digest.

Start by thinking about

«  what you stand for

« whyyou are different
. what value you offer gﬂmﬂwwwﬁm&ufww our front-pape

. what problems you solve Mﬁs mé’ “&

+ what makss your charity different

»  your wigian for your local Community,

your pervice Users and wider society % "‘fm dar W o & qaiee ﬁ‘df
Use this information to decide what key messages
yau should be pramnting. very simply put, this

ghould be the key things you want people 0 know.
:’fmamﬁaﬁﬁowwmﬁéﬁ okl b
Top tip: it's personal

pifferent messages are likely suitable for other

audiences. Communication is all about sharing ] ' .

information — you'll probably want to share ﬂw‘ FEFmEE QPEFT é’kﬂ@ Mly [ W artﬂ{ e MM that ——
different information with local commissioners

and your gervice Users. for example.

Communi .
munications, pr :
,ress and influ i
' encing- a gui
Y guide

Organisations
are

remembered

more if they
have key

messages.

Lloyds Bank Foundation

50

&


https://www.lloydsbankfoundation.org.uk/media/3zpbufhr/lbf-charity-communications-guide-2019-final-small.pdf
https://www.lloydsbankfoundation.org.uk/media/3zpbufhr/lbf-charity-communications-guide-2019-final-small.pdf
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Personality
and voice



What's your organisation’s
character?

Imagine your
organisation was d

person.

What three words would
you use to describe
them?

Answers in chat



Superhighways example in use

Our values are lived in the way we deliver our services and activities. We
are:

Relationship centred: we build meaningful relationships based on
respect, honesty and care

Capability-minded: we are approachable and patient, encouraging
learning by doing, where no question is a silly question

Committed to value: we meet people and teams where they are, finding
the most appropriate and forward-thinking solutions

Enthusigstically curious: we are always discovering new technigues and
tools, offering engaging ways of learning and bringing fun and
playfulness to allwe do

Community spirited: we foster collaboration and togetherness,
connecting people with shared experiences for the good of the whole
community, leading when appropriate

on our website O


https://superhighways.org.uk/who-we-are/

Shelter tone of voice

Be proactive

Write with energy, authority and power. Write to get stuff done.

We are: fearless, decisive, active
We're not: cautious, neutral, passive

Do say:

Let'sride

Saddle up for the ultimate cycling challenge. Fight with us to end the housing
emergency.

Get involved >

Don't say:

Cycle to end homelessness . o S
gheaﬁejom us on our annual fundraising bike ride to raise vital funds for
elter.

Find out more > D




Social Heal:th .
~asCommun |tyGﬁgﬁ”ab‘” .
Partnershm SmallT 1A A Funders f‘litter
Finding. #ons rained"”s Sector Fantastic.
Organlsatlo i Vel (e
| el TR T One Relevantg Develop Fpply r anls‘ﬁ-‘tlon
Faty a Oppartunit L'”kW O rk“s’Eﬁff Policies”! [“’“&9 . rlj;'"fﬂdurﬂs Easmr
London Knowledge :(|I Voluntal’yr eed “ldp
"MV 6D ST Ot e 4*““51{‘[.,.
promete A CCOUNt gy jte EVANEWS ) Greatl 4 Lottery
| AT Ork }p{ipr
Voliiteer o1 D e
Does how you all Bid il L
talk about )
aik dou M“m}“ana e F d‘ P “d DWEI“PM
yourselves match reerd UMAL@ AL
how your audience
Sees YOU? Use a Word cloud generator like
WordItOut or MonkeylLearn to
compare. Try both with our Step by @

Step guide @)@


https://superhighways.org.uk/files/view/trust-for-london-programme/intro-to-qualitative-data-analysis/Word_Cloud_Step_by_Step.pdf
https://superhighways.org.uk/files/view/trust-for-london-programme/intro-to-qualitative-data-analysis/Word_Cloud_Step_by_Step.pdf

Visual
identity



A peek at a well known brand

MACMILLAN Take a quick look at
Macmillan Cancer
Registered with WebSite Ond ScrO” dO\Nn
FUNDRAISING . .
REGULATOR to look at their social
media.

What are the common
elements?

3 MINS

e


https://www.macmillan.org.uk/

Pick a colour,
any colour?

What do these
colours make you
think and feel?

Answers in chat

How to choose your brand colors by Canva @

e


https://www.canva.com/learn/choose-right-colors-brand/

Pick a colour, any colour?

There are lots of ways to
generate a colour palette:

1. Canva Palette Generator
2. Canva Colour Wheel

3. Adobe Colour Wheel to
look at colours.

Make a note of your colour
codes (or create a free
account later to save them)

DDDDDDD

#dd137b

DDDDDDD

Export palette


https://www.canva.com/colors/color-palette-generator/
https://www.canva.com/colors/color-wheel/
https://color.adobe.com/create
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do you see?

Don't overthink, it's
the first thing you

see. It's not a right
or wrong test.

Answers in chat

Screenshot example from Government blog:
Colour contrast - why does it matter?


https://accessibility.blog.gov.uk/2016/06/17/colour-contrast-why-does-it-matter/

Accessibility: check your colours

Pass v

Fail X

Fail X

WCAG
accessibility
checker
Colour
Contrast
Checker

Have a go
with one or
some of
your own
colours.

G
%o


https://colourcontrast.cc/
https://colourcontrast.cc/
https://colourcontrast.cc/

TIME VOGUE
TIFFANY & CO.

facebook Google
NETFLIX & seotity


https://venngage.com/blog/brand-fonts/#2

What's your font anyway?

| don’t know wwe use this forﬂ
| don't know vvwe use this fo

Check out fonts at

d®


https://fonts.google.com/

Matching across software

Font Text styles Poppins

Q Try “Calligraphy” or “Open Sans”

Superhighways v Edit *
Poppins ExtraBold AaEbCc
Poppins SemiBold AaBbCc

Poppins Regular AaBbCc

(> Uploaded fonts w
Poppins Thin

Poppins ExtraLight AcaBbCc

Poppins Thin ltalic A

Pobning Redatllar AciBhCe v

> Upload afont =» Notes

v - e + A = = =1

(B T e

Does my font exist here?

Q) (&

Page 27 of 27 27%

We do in
Canva.
Upgrade
to Canva
for
Nonprofit
S to
create
brand kit

G
%o



Matching across software

Edittext (®

Heading1 v Lato v || 3 - A B I U & (&)
Does my font exist here? * _email in your browser
]ﬁ[ Georgia
Gilda Display
Main style
,, Derhlghwoys
y f benefit
D 0 es my . Lato Regular v 613 v Lato I N net
font exist = — wa
h 3 = E] =9 =B | design your email
e re . o You byada 1ail and give your content a place to live by adding,
O 100% ind deleting content blocks.
D Marcellus
Effects
, % @ shepe 9~ We use our back up font Lato, which is

the next best thing. This is what we can
also use in Mailchimp

In our free Adobe Express account Poppins
doesn't exist and we can't upload it without
paying for Premium $9.99 per month

©
%o



Photos

WOMEN'S
BUDGET
GROUP

Photography is central to the Women’s Budget Group
brand, visualising the human stories behind the work we
do. Always prioritise photography over illustration and
iconography.

How to choose a good image

=r

gh

iverse enou

« Always think about representation first, taking care to ensure
that the photo includes a range of people from different
backgrounds. Consider age, race, physical ability, body shape,
class, sex and cultural identity.

« Where possible, look for photos that feature a single, bold
colour, like the yellow clothes in the examples to the left, so that
it draws the eye in.

« Stock images are notoriously cheesey. Choose images that
seem candid, with the subject(s) looking away from the
camera and not deliberately posing. If the image captures a
genuine emotion, that’s always more effective than something
manufactured.

« Key words are very important when looking for stock photos, so
be as specific as possible. The third photo on the left was found
by searching ‘Muslim woman, worried, working, yellow’.

« Choose images that have a focal point and aren’t overly busy.

STYLE GUIDE

oy
10



About What we do Events Data in Action Resource Hub Q Search

Ll cAL ——
DATA WOMEN
PROJECT WD siocer

Welcome to the Local
Data Project

Discover and use equalities data in your feminist advocacy
and campaign work with help from the Local Data Project.

Learn about our data training

It was useful to have clear guidelines around images when we
built the Local Data Project website.

Look at our list of (creative commons
licence allows for credit or no attribution) O

d®


https://elink.io/p/free-photo-websites

You could even use an Al generator

Text to Image

Retro Anime Watercolour

elderly black lady in a yellow jumper
sitting on a swing laughing

elderly black lady sitting on a swing

() Create again

Created with

d®


https://www.canva.com/ai-image-generator/

Need a logo?

Q logo
Logo

Animated Logo

w Twitch Logo

3 YouTube Channel Logo
3 YouTube Channel Logo
Typography Logo
Animated Logo

Animated Logo

[ )

Logo example @®, g +
¢  Download

File type

bd PNG

Size =

. 500 x 500 px

.‘ Transparent background
’

(] Compress file (lower guality)

‘U (M) save download settings
eof

Canva

al

|1| Share

Use Looka or Logo
Maker to generate

Ideas and then
create it in Canva or
Adobe Express.

Otherwise find @
friendly local
designer.


https://looka.com/logo-maker/
https://www.logomaker.com/
https://www.logomaker.com/
https://www.adobe.com/express/create

Logo shapes and other tips

‘ supernighways

;'3‘ @ harnessing technology for community benefit

- Think how you will
m Who we are Training, advice and tech support Latest Get in touch Q search .
re-size for

different spaces,

What's happening? espe.molly gocml
media (typically
B &3 0 B 0 SQUOFG)
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documents



Make it easy for everyone (and you!)

Create simple resources to help people stay
ON Message

Key messages

Short descriptions | copy
PowerPoint / Word templates
Other presentation templates
Editable documents e.g. posters
(editable PDF?)




am templatel (Instagra...

Yo,
e + all

{ Template link

Anyone with this link can use this design as a template.
Sign-in is required, but you won't know who has made
L copies of the design.

https://www.canva.com/design/DAFOqSUi9Vc

Page2-A. A A ® &

7
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DETAILS OF
YOUR EVENT
HERE - don't
forget to make

a copy

-

NDON

N\

#LDNChallengePoverty POVERTY
#PovertyFreeLondon WEEK
/4

e

4in10 - London's Child Poverty Network

6,299 Tweets

Leaders Unlocked @LeadersUnlocked - Oct 20, 2022

As we face a cost of living crisis, we must always remember those who
are the hardest hit

Read about the 'Reality of Rising Bills'

A blog post, written by one of our many young leaders about their lived
experience!

buff.ly/3ToMjK8

#ChallengePoverty

#LDNChallengePoverty

Following

people for being poor. There are always reasons people get th
ed to them, and they haven't had the right support. We must |
Ise is in her position.

\\]

Read about
the 'Reality of
Rising Bills'

By Lauren J

can do this is by making the benefits system better. Currently,
id it is letting my community down.

[ G

!)roblems is that it doesn’t give people enough money for the b

‘he basics | mean we've got a lot of food banks. | go down the rt
eople go if they're cold.

as to make impossible choices. Once he's paid council rent anc
m a month. His cooker, fridge and shower have broken. He has
1 a cooker. Or paying off his electric... He has a good family arot

Click the link below

A
£ 1’51——}& B riduals or families on their own. The government must help pe:
LONDON

| CHALLENGE |

lies will have to spend more money on bills and | am worried a
WARK ‘ em. We should be encouraging everyone to heat their homes t
ot if thev are a child or disabled. should be forced to live in 2

LDNChallengePoverty

%

é #PovertyFreeLondon
7/

Q

t-l 3 O 4 I||| il



Storage



Hands up In
Z00Mm Or In
person if you
/ your team
kKnow where
your brand
resources are




Make some storage decisions

f it's not in the same place create a list with
inks

v Key templates everyone can use
v Consent forms for stories

v Photo [ video upload process

v Top 10 brand tips on desktop

What else could we do?

©
%o



Style guide
& tools



What style guide do you need most?

> Shelter's house style

~ QOur brand guidelines

+ Brand guidelines:
Introduction

*+ Logo

- Colour

+ Typography

* Brush graphics

+ Imagery

* Moving image

+ Tone of voice

* Work examples

v" Detailed style guide?
v Detailed Google / 0365 Word doc
with headers
v Designed PDF to share with other
agencies



What style guide do you need most?

Contents

Our logo
The symbol

4
5

6 Exclusion zones
7 Recommended sizes
8 Logo colour variations
9 Please avoid

10 Typography

1 Colour palette

12 Supplied formats

Please avoid

Our logo is a valuable asset, so we must take care to make sure it is
reproduced correctly. Please avoid executions that amend, misuse or
trivialise the identity.

RE CEMTRE
70 70
Never distort the logo to fit Supplied files

Only use the artwork logos supplied.

Never alter, redraw, recreate, distort,
rotate, stretch or skew the logo in
any way.

10
G 70

Never set the logo at an angle Never apply a drop shadow

v Simple style
guide for
better visual
identity

d®



What style guide do you need most?

Contents

Our logo
The symbol

4
5

6 Exclusion zones
7 Recommended sizes
8 Logo colour variations
9 Please avoid

10 Typography

1 Colour palette

12 Supplied formats

Please avoid

Our logo is a valuable asset, so we must take care to make sure it is
reproduced correctly. Please avoid executions that amend, misuse or
trivialise the identity.

RE CEMTRE
70 70
Never distort the logo to fit Supplied files

Only use the artwork logos supplied.

Never alter, redraw, recreate, distort,
rotate, stretch or skew the logo in
any way.

10
G 70

Never set the logo at an angle Never apply a drop shadow

v Simple style
guide for
better visual
identity

d®






Here’'s a few more resources

(Charity Comms). As a smalll
organisation this may be a lot to take in and you may not
be able to do all of it. But a useful read for ideas

Design tools
free option, similar to Canva
free option, powerful tool available for desktop
edit your photos

L
A6


https://www.charitycomms.org.uk/brand-360-guide
https://desygner.com/
https://icons8.com/lunacy
https://www.ribbet.com/

Book on training

Next in series:

v' Beginners Canva for publicity

materials

v Beginners PowerPoint for
presentations

v Beginners Adobe Express for
publicity materials

Full training programme



https://events.superhighways.org.uk/events/554
https://events.superhighways.org.uk/events/554
https://events.superhighways.org.uk/events/558
https://events.superhighways.org.uk/events/558
https://events.superhighways.org.uk/events/560
https://superhighways.org.uk/training-advice-and-technical/training/

Get the help you need

=5 .

Book some time with
us or sign up for our
regular e-news to find

out about new
opportunities anad
training.


https://superhighways.org.uk/e-news/
https://superhighways.org.uk/e-news/

Thanks for

. , @‘ 2 superhighways
listening

@ hamessing technology for community benefit

Sorrel Parsons
sorrelparsons@superhighways.org.uk
www.superhighways.org.uk



mailto:sorrelparsons@superhighways.org.uk
http://www.superhighways.org.uk/
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