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Our Logo

Our Logo:
Introduction
Our logo is the most visible element of
our identity. It is our universal signature
across all Community Foundation
communications.
Our logo is a bold, simple, graphic
statement. The logo is made up of two
elements: the symbol and the logotype.
This document has been complied to
highlight the correct usage of our logo
and how we communicate across all
aspects of our brand communications.

Brand Symbol

Logotype

Logo
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Our Logo

Our Logo:
Variations
We have a suite of logos, this ensures
legibility across all communication both
on screen and in print.

Primary Lock-Up

Primary Lock-Up With Strapline

The use of our logo variations is
determined by the available space,
aesthetics, function and visibility.

Vertical Lock-Up

Brand Symbol

Favicon
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Our Logo:
Spacing

Our Logo

Primary Lock-Up

To ensure that our logo is clearly visible
in all applications, sufficient clear space is
applied to maximize the recognition and
impact of our identity.
To ensure the integrity and legibility
of the logo lock-ups, the area directly
surrounding them is determined by the
size of the logo.
The spacing is calculated by the width
of the inner petals.
Vertical Lock-Up
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Our Logo:
Positioning & Sizing
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Our Logo

Logo Positioning

Positioning
On any given format, landscape or
portrait, the preferred logo placement is
in any corner position whilst adhering to
the logo spacing rules outlined previously.

Minimum Sizing
Scale and proportion should be
determined by the available space,
aesthetics, function and visibility. There is
no preset maximum size for the logo. We
have two minimum sizes for our logo, one
without our strapline and one with. This
ensures clarity across all communications.

Minimum Sizing
Without Stapline

With Stapline

20mm

35mm
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Our Typography

Our Typography:
Primary
Typography is an important aspect of
our brand identity. Our typographic style
contributes to our distinctive aesthetic.
Open Sans is our primary typeface.
We use it in two weights, Semi Bold
and Light.

AaBbCc
AaBbCc
Open Sans - Semi Bold

Open Sans - Light
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Our Typography

Our Typography:
Secondary
Arial is our secondary typeface. We use
two weights, Bold and Regular. Arial
ensures that our communication are
aligned when Open Sans is not available.
This is predominately used internally.

AaBbCc
AaBbCc

Arial - Bold

Arial - Regular
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Our Colour Palette

Our Colour Palette:
Primary
Our primary colours are taken directly
from our logo. This ensures that our
branded communications stand out
and have the Community Foundations
distinctive aesthetic.
Our primary colours are what give us
our personality. We’re bright, bold,
and colourful.
Process Cyan
C-100 M-0 Y-0 K-0
R-0 G-159 B-223

Pantone 485
C-0 M-95 Y-100 K-0
R-218 G-41 B-28

Pantone 2746
C-100 M-98 Y-0 K-0
R-23 G-28 B-143

Grey
C-0 M-0 Y-0 K-90
R-62 G-62 B-61
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Our Colour Palette

Our Colour Palette:
Secondary
Our primary colour palette is bold, and
our secondary colour palette has been
specifically selected to highlight and
compliment it.

Pantone 1225
C-0 M-19 Y-79 K-0
R-255 G-200 B-69

Pantone 360
C-63 M-0 Y-84 K-0
R-108 G-194 B-74

Pantone 2577
C-40 M-54 Y-0 K-0
R-167 G-123 B-202

Process Magenta
C-0 M-100 Y-0 K-0
R-230 G-0 B-126
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Our Colour Palette

Our Colour Palette:
Gradients
We use our gradients online and within
editorial communications only.
They are used to pull out specific
pieces of information such as quotes,
facts and figures.
Both gradients appear vertically,
consisting of two primary brand colours.

Process Cyan
C-100 M-0 Y-0 K-0
R-0 G-159 B-223

Pantone 2746
C-100 M-98 Y-0 K-0
R-23 G-28 B-143

Pantone 485
C-0 M-95 Y-100 K-0
R-218 G-41 B-28

Pantone 2746
C-100 M-98 Y-0 K-0
R-23 G-28 B-143
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Photography

Photography:
Style
Our photography can be broken
down into two sections, team and
community shots.

Team

Our photography captures a slice of
everyday life, whether it’s our staff, donors
and grantees.
It should make you feel like you are right
there in the room. It’s about telling stories
through personalities, interactions, and
experiences. So it feels real, honest and
straightforward.
Community
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Implementation
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Iain Riddell
Communications & Engagement Officer
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A Hendon resident having fun
at a Fourteen celebration

Funding for local groups
in Sunderland:

Serving Tyne & Wear and Northumberland
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Serving Tyne & Wear and Northumberland
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Fun for all the family at the Hendon Together Carnival

“ We’ve been supported by the
Community Foundation for over
a decade with various grants, and
so we see Fourteen as the latest
development in a long-term
funding relationship.”

A bridge to
communities

£0.4m

Steven Rylance, Project Manager
at Bluewatch Youth Project

Neighbourhood voluntary organisations make
a real diﬀerence in communities, but sometimes
struggle to have the knowledge and networks
to gain the support of national funders.
The Community Foundation regularly
partners with other funding bodies
to bridge this gap. In Sunderland,
a collaboration with the Spirit of 2012
Trust is providing local groups with
£360,000 of new income to promote
voluntary action.

Helping
you change
the world
on your
doorstep

communityfoundation.org.uk

Inspired by the London Olympics, Spirit
of 2012 was set up by the Big Lottery
Fund to empower people to get out, get
involved and feel better. Spirit decided
that it would invest in 14 very diﬀerent
places across the UK, as part of the
legacy of the 2014 Commonwealth
Games which were held in Glasgow.
Looking around at how its ambitions
might be met, Spirit saw that community
foundations would be ideal partners
to connect them with local areas.
Mark Pierce, Director of Community
Knowledge and Funding at the
Community Foundation takes up the
story: “Through our national body,

Name Badge

UK Community Foundations, we were
oﬀered £200,000 over two years to
focus on two disadvantaged wards
within our region. Spirit was looking
among its 14 areas to support an
urban, coastal community. After
careful research and consideration
we identiﬁed Hendon and Ryhope
in Sunderland. Here there was
certainly signiﬁcant need, but also
a concentration of organisations that
we knew from past experience could
deliver great projects.”
Spirit’s funding was conditional on
substantial match being found by the
Community Foundation. This was quickly
secured through the Foundation’s
Sir Tom Cowie Fund, which had been
established by the late philanthropist
to beneﬁt young people in Sunderland.
Further generous backing came through
Sunderland City Council, which was
keen to see Spirit’s money levered
in to beneﬁt its residents.

Allocations from the Foundation’s
own unrestricted Vital Funds completed
the package.
The Fourteen initiative is now well
established. At its heart is a local
steering group drawn from the two
wards. “By bringing local organisations
into the steering group, the Community
Foundation has enabled grassroots
organisations to help shape the
direction of the Fourteen programme
in Sunderland,” says Jen McKevitt of
Hendon’s Back on the Map project,
who has served on the group from the
outset. “This has enabled us to make
the most of the opportunity that Spirit
funding oﬀered to bring local people
together to make a diﬀerence
in their communities.”
Working with the steering group, the
Community Foundation has developed
a programme based on a combination
of locally-managed small grants,

funding for social action and
volunteering projects, and support for
community events. Steven Rylance,
Project Manager at Bluewatch Youth
Project, describes their involvement:
“We’ve been supported by the
Community Foundation for over a
decade with various grants, and so we
see Fourteen as the latest development
in a long-term funding relationship.
Our project is focused on providing
volunteering opportunities to young
people with disabilities. It’s challenging
work, but we have the track record of
working with local young people, and
links to local voluntary organisations,
that can make it a success. It’s going
well, with 44 young people placed
to date.”
Fourteen is running in Hendon and
Ryhope until early 2018 and looks likely
to leave a lasting legacy through the
groups supported and the stronger
relationships that are being built.

B Activ and B Fit provide specialist
exercise, movement and dance for
people over 50
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Contact
If you ever have additional questions about our visual identity and its
application, please contact Iain Riddell on ir@communityfoundation.org.uk
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