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If you follow the rules and guidance in this document
we will send a strong message to the public that we are
all working together to make South Lakeland the best
place to live, work and visit.

1. Introduction
Our corporate identity is the face we present to the
world. It is a statement of our personality, representing
how we see ourselves and how we would like others
to see us. It shows that we are united as an
organisation and committed to responding to the needs
of our customers.

It is important that we present a strong, consistent
identity so the public are aware of the services we
provide, that they are clear about what they receive for
the council tax they pay and that credit is given for the
work we carry out. A strong image will also convey
professionalism and encourage the public to trust the
council and get involved with the democratic process.

There is a strong link between corporate identity and
reputation. Local surveys show that, on the whole, the
public are satisfied with our services but not with SLDC
as an organisation. National research shows that
customer satisfaction with councils will increase if
branding is effectively and consistently linked to the
services provided.

So, what messages are we trying to convey through
our brand? It all comes back to the council’s vision and
values –

‘By involving people and creating opportunities we will
make South Lakeland the best place to live, work and
visit.’

Our work will be influenced by our values –

• Valuing people

• Excellence

• Openness

This approach should be reflected in everything we do
– not just the way our publications look, but the way we
speak to our customers, the speed with which we
answer the telephone and respond to emails and our
enthusiasm and commitment to help people.

These guidelines focus on one area of corporate
identity, the design of written materials. They explain
how the logo should be positioned and what colours
and fonts should be used. More than anything though,
they have been produced to provide guidance on topics
such as preparing information in alternative formats,
writing in Plain English and publicising partnerships.

Page 4 Corporate Design and Style Guidelines June 2010



2.2 Contact details for in-house design and print

The council’s contacts for design and print work are as follows:

Title Name(s) What they can do for you Contact Details

Print Room
Manager

Sue Warner Design, print & print finishing. s.warner@southlakeland.gov.uk
ext: 7408
tel: 01539 797517

Graphic Designer Karen Smith Design, liase with external
designers.

k.smith@southlakeland.gov.uk
ext: 7347

Communications
Team

Laura Bell
Helen Coffey
Diane Salt

Review wording of leaflets to
ensure the meaning is clear.
Loan books about grammar
and writing skills. Advise on
publicity campaigns.

communications@southlakeland.gov.uk
ext: 7108
tel: 01539 797577

Policy Officer
(Equality &
Diversity)

Simon Blyth Advise on situations where
documents may require
translation. Advise on equality
groups and organisations who
can check and produce
documents in other formats.

s.blyth@southlakeland.gov.uk
ext: 7102

larger documents. However there will always be
exceptions to this, for example, a particular publicity
campaign aimed at a target audience may need a
different look in order to be effective.

A great deal of work is now done in partnership so
often, where the different partners have their own
design standards, there needs to be some discussion
and compromise or possibly the creation of a new look.
More information is provided on this in section 3.5.

To keep costs down and to use the skills of our own
professionals, as much design and print work should
be carried out in-house as possible. The general
principle is that officers within services need to draft the
wording and then forward to one of the contacts below
depending on what is required (see section 2.3)
Officers who are not included in the list below should
not be carrying out design and print work.

Where it is agreed that the work cannot be carried out
in-house you should use the council’s procurement
procedures to secure an external design and print
company. Extracts from these guidelines are available
on CD to give to external designers so they are aware
of our standards.

2. How these
guidelines can
help you

2.1 Introduction

The Corporate Design & Style Guidelines set out how
publications representing South Lakeland District
Council should look and the design and written
standards that are expected.

Some of the information contained in this document is
design rules (e.g. the look and positioning of the logo,
using the agreed corporate colours) and part is
guidance e.g. on using images and writing clearly and
concisely.

A corporate style has been agreed for leaflets that
provide information on our services. This same style
should be used, wherever possible, in posters and
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2.3 Who to contact – examples

Service information leaflets

1. Service officers to draft wording and proof check

2. Send to Communications Team for clarity check
then return to service for finalising

3. Service forwards to Print Unit who will design
using agreed leaflet style, send proof for checking
and print in-house.

Poster and flyers

1. Service officers to prepare wording and carry out
proof check

2. Send to Print Unit who will design, send proof for
checking and print in-house.

Policy documents, reports etc.

Officer to send draft of document to Karen Smith who
will advise whether the work can be done in house or
if it needs to go external or a combination of the two
e.g. design in-house, print external.

Large format printing for exhibitions,
conferences etc.

Contact Karen Smith initially who will advise whether
the work can be done in house or if it needs to go
external or a combination of the two e.g. design in-
house, print external.

Publicity campaigns

Contact the Communications Team in the first instance
as such campaigns are likely to involve a range of
materials and publicity through the media.
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3. Core identity
elements

3.1 Logo

The Council logo is our visual identity’s most important
element and should appear on all Council materials
without exception.

The logo must not be altered in any way (fig 6 - 10).
This includes attempting to add wording to the logo
naming a particular department (fig 6). If you enlarge or
reduce the logo size, it must always retain it’s
proportions.

A colour and mono version of the logo may be obtained
from the Intranet under ‘Documents and Resources’.

The logo is made up from Pantone© Reflex Blue and
Pantone© 347.

Logo size

Logo size is determined by the size and proportions of
the publicity material. For most A4 document covers,
leaflets, questionnaires a size of 50 x 32.6mm is
appropriate. The logo must not be reduced to smaller
than 20 x 13mm.

Full colour version

It is always preferable to use the full colour logo on a
white background (fig 1). However, two alternatives are
to use the logo against one of the chosen SLDC solid
colour backgrounds (fig 2) (see page 8) or against a
photograph (fig 3). 

Mono version (black/white)

There is also a monochrome version (black/white) for
use on single colour materials (fig 4 & 5).

Clear Space

A minimum space around the logo must be respected.
No text or images should enter this area (unless it
appears as shown in fig 3). This minimum space is
equal to one quarter of the width of the logo and should
be maintained whatever the size of logo used.

100%

25%

25%

25% clear
space

50 x 32.6mm

20 x 13mm
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Fig 1 : Full colour version on white background

Fig 2 : Full colour version on orange background

Fig 4: Single colour black version on white background

Fig 3 : Full colour version on photograph

Fig5: Single colour orange version on white background

Good logo examples

Fig 6 : Do not personalise by department

Fig 7 : Do not condense or stretch

Fig 9: Do not use single colour version as a tint

Fig 8 : Do not place over complex backgrounds

Fig 10: Do not place logo in a white box

Bad logo examples

Team Name

�

� �

�

�

�

�

�

�

�
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3.2 Corporate colour palette

Solid Colours

To limit the range of colours used in corporate
publications, a palette of eight colours has been
agreed. These colours can also be used as a 50% tint.

These colours are suitable for backgrounds with or
without white text.

These colours can also be used for headings, and
selected text.

Pantone Reflex Blue and Pantone 347 are the colours
of the Council logo. The other colours have been
carefully selected to complement these.

It is recommended that up to four colours be used
within each publication. The use of any more colours
can reduce the identity. 

Pantone© Reflex Blue Pantone© 347 Pantone© 200 Pantone© 258

Pantone© 307 Pantone© 383 Pantone© 144 Pantone© 233

white text white text white text white text

white text white text white text white text

CMYK C:100% M:82% Y:0% K:2% CMYK C:96% M:0% Y:88% K:1% CMYK C:3% M:100% Y:66% K:12% CMYK C:50% M:77% Y:0% K:0%

RGB R:0 G:42 B:146 RGB R:1 G:137 B:85 RGB R:161 G:24 B:55 RGB R:133 G:82 B:156

CMYK C:100% M:20% Y:4% K:18% CMYK C:26% M:3% Y:93% K:17% CMYK C:0% M:52% Y:100% K:0% CMYK C:12% M:100% Y:0% K:0%

RGB R:0 G:114 B:174 RGB R:163 G:172 B:23 RGB R:213 G:130 B:19 RGB R:171 G:0 B:127
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Tints

The  same colours may be use as 50% tints for
backgrounds with or without black text.

Headers and text must not be made from tints. They
should be in solid colours only.

black text black text black text black text

black text black text black text black text

Pantone© Reflex Blue Pantone© 347 Pantone© 200 Pantone© 258

Pantone© 307 Pantone© 383 Pantone© 144 Pantone© 233

50% tint 50% tint 50% tint 50% tint

50% tint 50% tint 50% tint 50% tint



Corporate Design and Style Guidelines June 2010 Page 11

3.3 Fonts and typography

The type of font you use can completely change the
tone of what you write. 

Corporate typefaces have been introduced to create
consistency in communications. This section gives
instructions for how they should be used.

Typeface and size

The corporate font is Arial and has been chosen as it is
clear and easy to read. This should be used for the
main body text of all documentation and publicity
material. As a rule of thumb the font size of the body
text should be 11pt. 

Arial Black should be used for headers and titles but
not for large amounts of text. It should not be
emboldened or italicised. Impact may also be used as
an alternative header font style.

The size of headers and titles is variable.

Do not mix font sizes within a sentence and do not over
use highlighting options (bold, italics etc).

Text should be aligned to the left or justified, as this is
easiest to read.

Upper and lower case should be used for all wording as
this is easier to read than capital letters.

For advice on accessibility see section 4.

Font Examples:

Arial 11pt:

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890
abcdefghijklmnopqrstuvwxyz1234567890

Arial 11pt Bold:

ABCDEFGHIJKLMNOPQRSTUVWXYZ1
234567890
abcdefghijklmnopqrstuvwxyz12345678
90

Arial 11pt Italics:

ABCDEFGHIJKLMNOPQRSTUVWXYZ1
234567890
abcdefghijklmnopqrstuvwxyz1234567890

Arial Black 18pt:

ABCDEFGHIJKLMNOP
QRSTUVWXYZ123456
7890
abcdefghijklmnopqrst
uvwxyz1234567890

Impact 18pt:

ABCDEFGHIJKLMNOPQRSTUVWX
YZ1234567890
abcdefghijklmnopqrstuvwxyz
1234567890



3.4 Using Images

Selecting an image

Imagery is a universal medium used to tell stories and
have impact. Images should be used to make a
meaningful connection with the target audience. When
choosing an image for your document or presentation,
consider the following points:

• is it relevant?

• is it respectful?

• is it modern?

• is it interesting and eye-catching?

Use only high-quality imagery, where possible taken by
a professional photographer. As budgets do not always
allow for this, photographs taken by staff with digital
cameras may also be used.

Try to use images of people where possible.

Never use clip art as an alternative to photographs, as
it looks unprofessional.

Resolution

The term ‘resolution’ in digital photography refers to the
size of the digital image produced by the camera. The
higher the resolution the better quality the reproduced
image will be. This is particularly important for printed
literature and large format materials.

Resolution needs vary for different materials and you
should work to the following rules:

• 72dpi – low resolution, for on-screen

• 300dpi – high resolution, for printed literature

• 600dpi – high resolution, for large format materials
such as banners (always check with your supplier).

Resizing Images

If it is necessary to resize image(s), the original
proportions must be maintained, to avoid distortion.

Copyright

It is essential that permission has been given by the
photographer before using photographs taken by them.
Credit should be clearly visible within publications,
when this has been requested.

Advice on the use of children in photographs

The council has agreed photographic consent
procedures for minors (under 18s). These should be
referred to and are available on the Intranet.

It is the council’s policy to only take photographs of
children at the activities we offer for people - and then
only if we have written permission to do so. Similarly,
anyone other than SLDC staff wishing to take
photographs at activities organised by SLDC will be
required to complete a registration form (see Appendix
1) stating:

• Name, address and telephone number(s) of the
person using the camera*

• Reason or intended use for the photographs (eg
family record)

The photography registration form will carry a reference
number and will be filed at South Lakeland District
Council. 

The identity of any professional photographer working
with you must be checked and you must also check
that participants have a clear understanding of what
photographs have been taken and their intended use.

You must not identify children in any photograph
without their prior knowledge and written permissionon
the official form.

* For the purposes of these procedures, the word camera includes
any photographic equipment including film, digital and video cameras
and mobile phones with a photographic ability.
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3.5 Partnership branding

The council is working more and more in partnership
with other organisations and in any joint publicity, most
individual partners are keen to have their own
involvement acknowledged.

Partnerships vary from short-term projects involving
one or two partners to long-term multi-agency
partnerships such as the Local Strategic Partnership
and the Crime & Disorder Reduction Partnership.

It is important, early on in establishing the operation
rules of the partnership to consider how any publicity
will be branded. For short-term partnerships it may be
appropriate to agree that each partner displays their
logo on any materials. However, for multi agency, long-
term partnerships it may be appropriate to create a
separate brand and agree rules for how it will be used.

For example, both the Local Strategic Partnership and
the Crime & Disorder Reduction Partnership have
created their own logos:

It is up to the partnership management board to agree
the approach but points to be considered include:

• Estimated length of partnership

• Number of partners

• Who provides the funding

• Whether or not any national funding comes with
conditions regarding publicity

• Who is providing other support e.g. officer time
and expertise

• Whether or not publicity will be important to the
partnership’s work

• Who is the accountable body.

Southwark Council have produced a useful flowchart
which helps to determine the approach to be taken
(see Appendix 2).

However, the final decision rests with the partnership
board and should be considered early in the
relationship when terms of reference and governance
arrangements are being discussed. The board should
also ensure that guidelines are produced for how any
branding should be used. They should also be
responsible for ensuring that the guidelines are
adhered to.



essential though that the publication includes the box
explaining that information is available in different
formats if required.

Large print:

16 point must be made available on request. Materials
can be enlarged on a photocopier (the result must
achieve the equivalent to 16 point). All page numbers
and headings should also be in large print. In some
cases the person who has requested the information
in large print may find it acceptable to receive an
electronic copy, which they will be able to view in a
larger format on their computer screen. 

Type styles: 

Blocks of capital letters, underlined or italicised text are
all harder to read (a word or two in capitals is fine, but
avoid the use of capitals for continuous text).
Underlining text or setting it in italics should always be
avoided and an alternative method of emphasis used.

Word spacing and alignment:

Keep to the same amount of space between each
word. Do not condense or stretch lines of 
type. Text should be aligned to the left margin, rather
than justified, since the uneven word spacing of
justified text makes it more difficult to read.

Layout:

• If using text in columns, make sure the margins
between columns clearly separates them. If
space is limited, use a vertical rule between
columns.

• Use bullet points wherever possible.

• Set text horizontally never vertically.

• To make reading and navigation easier, put
recurring features such as headings and page
numbers in the same place throughout a
publication and clearly separate individual
sections with a white space or a line.

PDFs

If a paper document is not already available on the
website, it may be useful for a visually impaired person
to have a PDF version emailed or provided on disk.
This digital information is accessible to many visually
impaired people, as software exists to enlarge text and
images and to turn text into sound. 

Audio/Website

Customers can be directed to the SLDC website which

includes a number of accessibility features. Visually

4. Accessibility

4.1 Offering information to the
public in alternative formats

Other Formats

The council is committed to providing information in a
range of formats upon request. To make sure our
documents are accessible to all our audiences, the
following phrase should be included in 16pt bold type
on either the back page or second page of all
documents:

Other Languages

To ensure the council overcomes language barriers
and makes the services it provides more accessible to
non-English speaking residents, we must offer
information in multi-language translations if requested.

If you are aware that there will be interest in your
information from non-English speaking audiences, then
you should provide a number of translated copies
without waiting to be asked.

A list of translation and interpretation and other equality
contacts is available on the Intranet under ‘Council
Business, Equality & Diversity’.

Access for the visually impaired

The council has consulted the Royal National Institute
of the Blind ‘Clear Print’ guidelines when preparing this
document.

Type size:

The RNIB recommend a minimum of 12 point,
however, for the purposes of producing general leaflets
and brochures, it is acceptable to use 11 point. It is
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The Communications Team have several reference

books on punctuation and grammar that can be

referred to or borrowed.

Top tips for writing in plain English

• Always consider your readers and adapt your

writing so they can understand what you are

saying

• Identify your message clearly – do not bury it in

too much detail

• Write the most important information first

• Pay attention to design and layout as much as to

the language

• Choose a formal but friendly tone

• Use short, familiar words – do not over

complicate things by using long words to sound

impressive

• Use active rather than passive verbs 

• Reduce words and detail that add little value

• An average sentence should be between 15 –20

words, but varying the lengths of sentences will

make it more interesting for the reader

• Always check your text carefully for errors in

spelling, grammar and punctuation.

Using language appropriate for your reader

With your reader in mind, say exactly what you mean

using straightforward language.  This does not mean

using only simple words – just words that the reader

will understand. Readers will not by impressed by the

frequent use of long, obscure words – they will just be

confused and stop reading! Imagine that you are

discussing the subject with a friend or relative.

Jargon should be avoided. It is a style of language that

is only easily understood by a particular group of

people and it is very common in local government.

Jargon can be useful when writing for people who will

understand the terms and phrases and it can be a

useful form of shorthand.  However, try to avoid using

any type of jargon for the general public or if you are

not clear who your audience is.    

In general, keep to everyday English whenever

possible. 

impaired users can access the website using a screen

reader. Adopting RNIB standards enables the site to be

read and navigated in an easy and consistent manner.

Text-reading software allows the individual to select

text to be read by simply clicking on the headphones

button. There is also the choice of translating the

website into a number of languages, and there is a

Polish language section.

Other methods of providing information

There are many other methods of providing information

which may be appropriate for individuals or groups of

customers. These include audio cassette, pictorial

material, video and Braille. 

A list of translation and interpretation and other equality

contacts is available on the Intranet under ‘Council

Business, Equality & Diversity’.

Encouraging feedback

In line with the council’s Customer Charter, all

publications should provide contact details to

encourage customers to comment on the document or

the wider service.

4.2 Plain English

All our written words - for publications, website,

committee reports etc. - should be written in plain

English. This simply means that we should write with

the reader in mind and with the right tone of voice

providing information that is clear and concise. No

reader should have to struggle to understand what you

are trying to convey.

Plain English is:

• faster to write

• faster to read

• easier to understand

• important in helping the council to demonstrate

openness and transparency.

With this in mind the council has introduced a ‘Keep It
Simple’ logo which can be used as a Plain English
benchmark on documents/leaflets/etc and the website.
This will be awarded by the Communications Team to
documents written to Plain English standards. 



• Could not becomes couldn’t
• The cat’s tail – shows that the tail belongs to the

cat
• Tony’s hair – says that the hair belongs to Tony

In these two examples there is only one owner – the
dog and Tony and the apostrophe goes before the ‘s’.
Where there is more than one owner the apostrophe
goes after the ‘s’.

For example:

• The dogs’ bowl – shows that one bowl belongs to
more than one dog

• The boys’ coats – this says that the coats belong
to some boys.

The exception to this is with some words - for example
people, men and children – which refer to more than
one person. To show possession with these words, the
apostrophe goes before the ‘s’  

For example:

• The people’s opinions – refers to the opinions of
lots of people

• The children’s playground – is a playground used
by many children

Commas

Commas separate the items in a list, such as a list of
objects.

For example:

• I need some pens, pencils, paper and a
calculator. 

• I went to work, played badminton, went to the pub
and then went to bed.

Always use ‘and’ to separate the last two items in your
list and don’t use a comma before the ‘and’ at the end
of the list.

Commas also mark out the less important part of a
sentence.

For example:

The car, which was parked by the shop, had a dog in
the back seat.  

This sentence is about the car and the dog, it’s not
about where the car was parked.

A quick way to check this second use of commas is to
see if the sentence makes sense without the words
between the commas.
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Using positive language

Always try to use active, positive language. This has
the effect of making your words more lively and will
engage and interest the reader.

Positive example: 

Please send your payment so that we can renew your
membership.

Negative example: 

If you don’t send your payment, we won’t be able to
renew your membership. 

Using active verbs 

Using active verbs wherever possible is the best way of
making your writing sound interesting and lively. There
are three main parts to every sentence -

• a subject - the person, group or thing doing the
action

• a verb - the action itself

• an object – the person, group or thing that the
action is done to.

For example:

Helen watched the television.

With an active verb, the three parts appear in a
particular order: subject then verb then object

‘Watched’ is the active verb here.  The sentence says
who is doing the watching before it says what is being
watched.

With a passive verb, the order is reversed: object then
verb then subject

For example:

The television was watched by Helen.

‘Watched’ is a passive verb here.  The sentence says
what is being watched before is says who is doing the
watching.  By making the sentence passive, extra
words have to be included and it feels less lively and
interesting

Apostrophes

Apostrophes are used where some letters have been
removed to make a phrase sound more informal. They
are also used to indicate possession of something.

For example:

• Do not becomes don’t
• I will becomes I’ll
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Environment
Waste Management,
Recycling, Environmental
Protection, Food Safety,
Street Cleansing etc.

Pantone 383

Housing
Advice, Homelessness,
Energy Efficiency etc.

Pantone 258

Health and
Wellbeing 
Arts & Culture, Events,
Tourism etc.

Pantone 233

Built Environment
Development Control,
Building Control,
Development Plans,
Conservation etc

Pantone 200

Economic
Prosperity
Economy, Regeneration,
Markets etc.

Pantone 307

Resources
Finance, ICT, Legal, HR,
Member Services etc.

Pantone 144

Corporate
Documents

Additional Colour

5. Publications

5.1 Colour Options

Alternative colour options

For consistency and to ‘sign post’ the public to relevant
information, the main service areas have been
allocated one of the agreed colours.
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53mm

115mm

55mm

190mm10mm 10mm

13mm

Logo size 50mm x 33mm

51mm

Arial 50pt

Arial 24pt bold

Arial 12pt

10mm

5.2 Publication Formats

A4 document/brochure design example
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36mm

82mm

33mm

128.5mm10mm 10mm

11mm

Logo size 35mm x 23mm

10mm

Arial 40pt

Arial 20pt bold

Arial 12pt

38mm

A5 leaflet/brochure design example - front page



10mm

10mm

178mm

Arial 18pt

Arial 9pt bold

4.8mm

7.2mm
Arial 14pt bold

Arial 11pt

Arial 13pt

128.5mm10mm 10mm

Page 20 Corporate Design and Style Guidelines June 2010

A5 leaflet/brochure design example - inner page (left)



10mm

43.7mm

119.3mm

Arial 18pt 4.8mm

21.2mm

128.5mm10mm 10mm

11mm
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A5 leaflet/brochure design example - back page



36mm

88mm

36mm

128.5mm7mm 7mm

11mm

Logo size 35mm x 23mm

7mm

Arial 36pt

Arial 18pt bold

Arial 10pt

32mm
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DL Portrait Leaflet design example



124mm

304mm

146mm

466mm20mm 20mm

44mm

Logo size 140mm x 91mm

161mm

Arial 160pt

Arial 80pt bold

Arial 48pt

20mm

Arial 60pt

24mm 24mm

20mm

24mm

Poster example 1
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Poster example 2
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5.3 Stationery

Supplies of corporate letterheads, compliment slips
and business cards should be ordered from the Print
Unit.

Letterheads
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Compliment slips

Business cards
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6. Electronic
communication

Web branding

The SLDC website and Intranet are managed through
a restricted number of page templates within the
Immediacy software.
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7. Signage
Signage (both external and internal) throughout public
areas of council buildings and council owned land
should be in a simple style preferably using white text
on Pantone Reflex Blue background. All text should be
in Arial font. If logos are to be used refer to page 8 of
this document for further guidance.

If it is not possible to use Pantone Reflex Blue, then
RAL 5002 may be used instead.
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A Guide to Partnership Branding
With thanks to Southwark Council




