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The Brand Guidelines help make our branded 
communications effective and consistent. 

They explain the various elements that make 
up our identity – what they are, how they fit 
together, and why it is vital that we use them  
in the right way.

If we don’t follow the rules, we confuse our 
audiences and devalue the Visit Erewash brand.

BRAND 
GUIDELINES
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Go local and discover the Erewash area, right on your doorstep. Tucked 
between Derby and Nottingham, this undiscovered part of Derbyshire 
offers walks, waterways, wildlife, wining and dining and is just a short 
distance away from the urban areas and city centres.

Whether you want a short stroll after work in the open air or a more 
challenging weekend walk on a long distance path, a quick bite to eat or 
a full day of family fun, you can find it all in Erewash. It’s small, compact 
and often overlooked, but we’ve got inspiration and ideas to help you 
uncover and enjoy everything it has to offer.

Discover the Derbyshire that’s on your doorstep.

BRAND 
STATEMENT



5

The visual identity has been designed to reflect 
who we are as a brand and what we do.

The Visit Erewash logo, sub-brands, strapline 
location icon, colours, typography, imagery 
and graphics have a big impact on the way our 
brand is perceived. It is a tool for representing 
our values and for effectively communicating  
to our target audience.

By following these guidelines, you can help 
ensure that our stakeholders will have a positive 
and uniform experience of our brand. 

On the following pages, we will present the  
most important design elements so that you 
can continue building our common brand  
and identity.

CORE 
ELEMENTS
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Please do not attempt to create art 
for any VE logo for any application. 
Use the files provided with this 
manual.

C O R E  E L E M E N T S

The Visit Erewash (VE) logo is our primary brand element. The primary element 
Visit Erewash logo
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There must always be sufficient space surrounding the 
VE logo to avoid competition with other elements and to 
maintain its visual impact. The recommended clear space 
is relative to the logo size, and is equal to distance ‘x’ show 
below. 

Try to allow at least this amount of clear space to help give 
the logo clarity. The VE logo should never be used as part of 
another logo/symbol.

Please note that the legibility and 
visibility of the logo takes precedence 
over clear space. 

Use common sense to find the  
right balance. 

Clear space

C O R E  E L E M E N T S
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These are the official versions of the VE logo.  
No other arrangement or colour is allowed. 

The positive version (coloured text) must always be used on 
a white background. The negative version (white text) must 
always be used on a black or coloured background.

The logo files are available in  
EPS format, compatible with  
Adobe Illustrator CC for both  
print (CMYK) and screen (RGB).

Versions

C O R E  E L E M E N T S
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To ensure clean and legible spacing within the logo the  
recommended minimum size for the logo width is 35mm.

The recommended minimum  
width of the logo is 35mm.

R E C O M M E N D E D  M I N I M U M  S I Z E

Minimum size

35mm Width

C O R E  E L E M E N T S
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Please do not attempt to  
create art for any VE Sub-brands 
for any application. Use the files 
provided with this manual.

C O R E  E L E M E N T S

The VE Sub-brands are our supporting brand elements. 
They are used to define our four key areas of interest; 
Attractions (Enjoy Erewash), Heritage & History (Navigate 
Erewash), The Great Outdoors (Explore Erewash), and Food 
and Drink (Taste Erewash).

Each VE Sub-brand has it’s own colour. Colours must not be 
altered or mixed in any way.

Supporting elements 
Visit erewash sub-brands
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Our strapline is ‘Derbyshire on your doorstep’ and can be  
applied to a variety of scenarios.

Supporting elements 
STRAPLINE

D E RBYSH I RE  
O N  YOU R  DOO RSTE P

D E RBYSH I RE  
O N  YOU R  DOO RSTE P

D E R BYS H I R E  O N  YO U R  D O O RSTE P D E R BYS H I R E  O N  YO U R  D O O RSTE P

Whether you want a short stroll after work in the open air or 
a more challenging weekend walk on a long distance path, 
a quick bite to eat or a full day of family fun, you can find it 
all in Erewash. It’s small, compact and often overlooked, but 
we’ve got inspiration and ideas to help you uncover and 
enjoy everything it has to offer.

D E R BYS H I R E  O N  YO U R  D O O R S T E P

1.	� Our strapline
	 Font: Poppins Semibold
	 �Line height/leading:  

Equal to character size
	 Letter spacing: 5px or;
	 Kerning: 120

2.	� The strapline can be used  
to sign off a body of text

3.	� When used in combination 
with the VE Logo, the strapline 
size must be set as shown. 
The space between each 
element is determined by  
the document format.

4.	� The strapline can be used  
as a subheading to our  
sub-brands

1 2

3

4 4
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On occasion it may be a requirement to include a partner 
logo on a piece of marketing collateral. Below shows 
examples of how this must be implemented. 

Where possible, a white version of the partner logo should 
be used alongside the relevant VE Sub-brand on the Visit 
Erewash colour palette. If there isn’t a white version available, 
both logos can be used on white as shown.

Always make sure you adhere 
to these specifications for all 
applications.

Partner logos

C O R E  E L E M E N T S

D E R BYS H I R E  O N YO U R D O O RSTE P

Ut volupta di cum fugition reprae nobitat 
iosandi simporp orpore eatempo rept

BARS AND 
RESTAURANTS
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Social media icons are individually designed based  
on specifications. They are an exception to the clear space 
guidelines and are sized optically to best fit each shape.

We use the VE Social Icon for all social media branding.

The icon includes the stone  
colour keyline.

Social icons

C O R E  E L E M E N T S
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The location icon has been created to use a marker to  
identify key points of interest in Erewash by being displayed 
on location.

Where icons are circular, please  
use the preferred option.

LOCATION icon

C O R E  E L E M E N T S
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TRENT LOCK

NUTBROOK CANAL

Derwent Valley
Heritage Way

LOCATION icon

C O R E  E L E M E N T S

The location icon can be combined with place names on 
signage or used as a separate icon, for example to highlight  
a trail.
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Colour is a key factor in ensuring rapid recognition of our
brand, therefore it is important that our brand colours
are reproduced accurately.

We have defined our colours with specific values for both 
print and screen. Always make sure you adhere to these 
specifications for all applications. 

EXPLORERS 
GREEN

ENJOYABLE 
LIME

NAVIGATIONAL 
TEAL

TASTY 
RED

GREY

STONE

WHITE

Print
CMYK C86 M32 Y84 K23

Screen
RGB R28 G109 B66
HEX # 1B6C42

Print
CMYK C60 M10 Y100 K0

Screen
RGB R121 G172 B43
HEX # 79AB2B

Print
CMYK C70 M0 Y35 K0

Screen
RGB R53 G182 B180
HEX # 34B6B3

Print
CMYK C33 M100 Y57 K26

Screen
RGB R144 G24 B61
HEX # 8F173D

Print
CMYK C70 M62 Y62 K55

Screen
RGB R61 G59 B56
HEX # 3C3B38

Print
CMYK C0 M0 Y0 K0

Screen
RGB R255 G255 B255
HEX # FFFFFF

Print
CMYK C0 M0 Y0 K15

Screen
RGB R237 G237 B237
HEX # ECECEC

Always make sure you adhere 
to these specifications for all 
applications.

Brand colours

C O R E  E L E M E N T S
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Both fonts are available for print 
and digital from Google Fonts.

Light	 ABCabc123#£@

Regular	 ABCabc123#£@

Medium	 ABCabc123#£@

Bold	 ABCabc123#£@

Bold	 ABCabc123#£@

Regular	 ABCabc123#£@

Poppins
Bebas Neue 
REGULAR

Our two primary typefaces are Bebas Neue Regular and 
Poppins. Both should be used in all communication across 
both print and digital channels.

Typography

C O R E  E L E M E N T S
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1.	� Headlines 
Bebas Neue Regular

2.	� Introduction 
Poppins Regular

3.	 Sub-headline
	 Poppins Regular

4.	 Paragraph emphasis
	 Poppins Bold

5.	 Paragraph
	 Poppins Regular

6.	�� Titles
	 Poppins Semibold 
	 +120 Kerning 

7.	� Secondary body copy  
(info and short texts)

	 Poppins light

LO R E M  I P S U M 
D O LO R  S IT  A M E T 

Lorem ipsum dolor sit amet, 
adipiscing elit, sed diam nibh 
euismod tincidunt ut.

Lorem ipsum dolor Lorem ipsum dolor
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, 
sed diam nonummy nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat volutpat. Ut wisi enim ad 
minim veniam, quis nostrud exerci tation ullamcorper 
suscipit lobortis nisl ut aliquip ex ea commodo.

Duis autem vel eum iriure dolor in hendrerit in vulputate 
velit esse molestie con sequat, vel illum dolore eu feugiat 
nulla facilisis at vero eros et accumsan et iustoodio 
dignissim qui blandit praesent lorem ipsum dolor sit 
amet, consectetuer adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet dolore magna aliquam 
erat volutpat. Ut wisi enim ad minim veniam, quis nostrud 
exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex 
ea commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in vulputate 
velit esse molestie con sequat, vel illum dolore eu feugiat 
nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed diam nonu my nibh 
euismod tincidunt ut laoreet dolore.

Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait.

Lorem Ipsum
Dolor sit amet

08

A consistent use of typographic hierarchy unifies messaging 
and supports brand recognition.

Bebas Neue Regular is to be used for large headlines only. 
Italics are available for Poppins, which may be used to 
highlight or emphasise something specific in the text.

1

2

3

4

6

7

5

Typography
Hierarchy

Lorem 
ipsum dolor 

Ali quam 
volutpat

C O R E  E L E M E N T S
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P R I N T W E B SYS T E M

Available from Google Fonts Available from Google Fonts

BEBAS NEUE
REGULAR

BEBAS NEUE
REGULAR

IMPACT

Arial Regular/Italic
Arial Bold/italic

Available from Google Fonts

Poppins Light/Italic

Poppins Regular/Italic

Poppins Medium/Italic

Poppins Semibold/Italic

Poppins Bold/Italic

Available from Google Fonts

Poppins Light/Italic

Poppins Regular/Italic

Poppins Medium/Italic

Poppins Semibold/Italic

Poppins Bold/Italic

Our primary typefaces are Bebas Neue Regular and Poppins 
and must be used whenever possible. However, there may 
be occasions where this is not possible and the table below 
provides suitable alternatives for the most likely outcomes.

Typography 
Technical fallback

For usage within applications such as 
Microsoft Word or Powerpoint, if the 
user is unable to install the Bebas Neue 
font family from Google Fonts, then the 
universal typeface Impact can be used.

For usage within applications such as 
Microsoft Word or Powerpoint, if the user 
is unable to install the Poppins font family 
from Google Fonts, then the universal san 
serif typeface, Arial can be used.

Always try to use  
Bebas Neue Regular and  
Poppins where possible.

C O R E  E L E M E N T S



20

This section shows how the brand elements are 
brought together in marketing material for both  
print and digital channels.

BRAND 
APPLICATION
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Examples of how the branding can be applied to a leaflet.MARKETING 

COLLATERAL

B R A N D  A P P L I CAT I O N
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Examples of brand application across various sizes for print  
and online advertising.

MARKETING 
COLLATERAL

B R A N D  A P P L I CAT I O N
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Example of how branding can be applied to a local map.LITERATURE

B R A N D  A P P L I CAT I O N
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Promotional
items

Examples of branding applied to mugs, badges,  
and stickers.

B R A N D  A P P L I CAT I O N
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Anything other than external links and content, meaning 
anything we produce ourselves for publication on social 
media, must be in accordance with our visual identity 
guidelines. 

The examples show Facebook posts where brand colours, 
photography, video and typography have been used.

Social media 
Posts

Remember to use the correct  
category colours. (See page 16)

B R A N D  A P P L I CAT I O N
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Many social platforms support header/banner images.
When choosing these images, please ensure they are of  
good quality and in accordance with our brand image style. 

Social media 
Cover images

Change the cover image on a  
regular basis to help promote  
different attractions across the 
Severn Valley.

B R A N D  A P P L I CAT I O N
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Website application.DIGITAL 

WEBSITE APPLICATION

B R A N D  A P P L I CAT I O N
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Examples of wayfinding and how we combine the location 
icon with place names or use it as a brand identifier on shop 
windows or trails.

WAYFINDING

B R A N D  A P P L I CAT I O N
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Photography is an essential part of our brand and an 
important tool for us to communicate our values and 
personality. In order to support recognition and add to 
the visibility of our brand, it is vital that the style and 
quality of our brand photography is consistent.

High quality photos are critical in creating authentic 
Visit Erewash communication.

When shooting original imagery, use the examples 
shown in this manual as a visual reference, and follow 
style considerations to capture the essence  
of our brand image style. 

PHOTOGRAPHIC 
STYLE
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People Photographs of people should show them engaging with 
their activity. The imagery should show the people being 
immersed in what they are doing and show their smiles, 
concentration or focus.

Images should show people being active and engaged, 
rather than passive and disinterested.

P H OTO G R A P H Y
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Places Photographs of places should show clearly what and where 
they are. The photos should show off the beautiful area, 
utilising good lighting, good weather, a clear focus and 
different textures.

P H OTO G R A P H Y
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Nature The natural beauty of Erewash should come across in 
photography. Demonstrate the variety and beauty of the 
area through the colour and content of the photographs.

P H OTO G R A P H Y
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FILM AND 
VIDEO
Video is a powerful tool to increase awareness 
of what we do and who we are. However, as with 
all communication material, it needs to follow the 
principles laid out in the Brand Manual. 

Please follow these rules when creating a video  
for external use:
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Grid and VE LOGO A grid should be established to avoid any elements being 
placed too close to the edge. The grid should never be 
visible.

The negative version of the VE Logo should be placed in the 
bottom left corner and be visible throughout the whole film.

Using the clear space guidelines 
we can determine what a suitable 
margin width is and build a grid 
accordingly.

The VE Logo is 1/5 of the total height 
and 1/4 of the total width

No elements to be placed outside 
the outer margin..

F I L M  A N D  V I D E O
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PLACE NAMES

Dale abbey

Place names should be placed in the bottom right  
as shown.

Place name
Aligned bottom right within the 
margins. Same baseline as 
‘Erewash’ in VE Logo.
Font: Bebas Neue Regular
Size: Match ‘Erewash’ cap height 
in the VE Logo.
Line spacing: 4px less  
than font size

Place name should not encroach 
into the column space defined 
by the VE Logo.

F I L M  A N D  V I D E O
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Start/end screens The beginning and end of the film should always carry a  
‘brand screen’ with the VE logo, and where applicable a title,  
as shown below.

EXPLORE THE GREAT OUTDOORS

NAV I GATE TH E H I STO RY A N D H E R ITAG E

E NJ OY O U R AT TR ACTI O N S

TASTE O U R FO O D A N D D R I N K

F I L M  A N D  V I D E O
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Credits Credits can be displayed at the end of the video using the  
format shown here.

Font: Poppins Regular 
Size: 30px – 40px
Line spacing: 4px more  
than font size

(Font size may vary to fit  
the length of title)

Font colour:  
Solid white on Grey

CREDITS

Copy

Photography

Video & editing

Sound

Anna Forgaard

Glowfrog

Glowfrog 

Howard Young

F I L M  A N D  V I D E O
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