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Your logo

Clearspace

Your logo is the soul of your company. It will be seen as a direct representation of what you do and 
how you do it. It symbolises your company's ideals. The ultimate goal of a logo is for your audience 
to experience your business on an emotional level and remember it. Therefore, correct use of your 
logo and it’s tagline is key.

This document outlines how to use your logo and accompanying design elements, to ensure a 
clear and consistent presentation of your brand.

Your logo is important. It needs space! Space to breathe, space to be seen. We recommend that for 
best effect, you leave a clear space around your logo - as illustrated above. This means: no images, 
text, colours, or squirrels can be present in this lovely clear space whilst your logo is occupying it.

How to use your logo

Your logo is not a toy! It does not like being pulled, pushed, squeezed, stretched or being popped 
in the washing machine. Your logo, as we have provided it to you in it’s various formats, is the one 
and only. It doesn’t come with a guarantee, but If you treat it well, it will last for years.

Some unfortunate cases of logo abuse are illustrated below:

Your colours

These are your primary colours that make up and complement your brand. Secondary colours 
should be limited and chosen with care.

Pantone  294c
C100  M68  Y7  K30 

Dark Blue

Light Blue

Orange

R0  G52  B120
HTML  003478

Pantone process blue
C100  M13  Y1  K2 

R0  G136  B206
HTML  0088CE

Pantone  144c
C0  M58  Y100  K0 

R233  G131  B0
HTML  E98300

Your images & graphics

Your typefaces
We have chosen a few typefaces that will support your brand. We recommend you don’t use any 
others - especially NOT Comic Sans - that one scares us.

Web and print body text

Internal use only

Helvetica
Tahoma

Your primary graphics combine a flowing water theme with technical-style illustrative designs.
The compositions should always be bright, dynamic, suggesting movement and flow.
Your supporting photography is of fresh, active, cropped, office environments - focussing on the work 
rather than the workers. Clichéd, untasteful, dull, or anything ‘eigthies’ should be given a wide birth.  
Remember - cheese does not please!
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