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A step In the
right direction.

In @ world of constant change, we serve as a compass,
navigating challenges alongside our communities
to chart a course to a brighter future.
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1.1 Tone of voice

Our tone of voice is a blend of three characteristics.

We’re a Warm Friend, encouraging and reassuring
people while at the same time, our Energiser
characteristic has some get up and go, we aren't
passively sitting back, we want to get things done
and bring people along with us.

Sometimes, we need to be a Firestarter! What we do

Is urgent. It needs attention now. There’s very little

time to waste, so when it’s for the greater good of our
community or purpose, we become a rebel with a cause!
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1.2 Tone of voice

In summary, our writing presents us as:

3

Community-first
Action-focussed

And determined to make a difference. In practice,
we use these words to guide our writing.

Please read the full tone of voice document or our quick
reference writing guide to make sure you’re clear on the
Point North sound.

Point North Brand Guidelines

Assured

We’re a warm, safe pair of hands.

We adopt a confident, assured tone without being blunt or
arrogant. We’re warm without being patronising. We’re open,
actively listen, and welcome feedback. We also know we are
experts in our field, and we take confidence from that. We
take time to be clear and concise because this gives people
confidence. No waffling here!

Spirited

We are determined. Even when... no, especially
when things seem difficult.

The work we do isn’t easy. It can seem relentless and as though
change won’t come. But we stay focused on what we’re trying
to achieve and are not afraid to be direct and speak for the
cause when necessary. We can be rabble-rousers, capture the
attention of a room, or make a statement with our writing—

if, and only if, it advances the work.

Human

We write just like we talk.

We’re human, and this must come across. We’re never
unprofessional, but we’re also never overly formal, rigid, or
unapproachable. We treat all people as equals and speak as
such. There’s no hierarchy in our language.

Natural

We write just like we talk.

We reread our words to make sure they sound natural and flow
well. We use words that are commonly understood. We don’t
use slang, jargon, or colloquialisms as a rule, but we understand
they’re common (even required!) in certain areas.

Positive

We are positive and aim to inspire action. We
want and need people to believe change is
possible!

This doesn’t mean we’re naively positive — we don’t try to
sugarcoat negativity — we reframe it. Our purpose is to make
positive change. We aren’t ranty, confrontational or curt even
when we’re passionate about a cause, which we often are! We
select positive words over negative ones and speak of solutions
to problems, never the problem in isolation.







2.1 Logo

Logo

Our logo clearly communicates our brand’s personality
and identity. It enhances our brand recognition by
differentiating the brand, whilst establishing credibility.

Colour

The primary logo colour is Deep purple or White where
possible. Although the logo can be used in a secondary
colour when used on its complementary background
colour.

Please see the following page for best practice when using
the logo on colour backgrounds.

Please do not manipulate, stretch, alter or adapt the logo
in anyway. Logo does not support a strapline.
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2.2 Logo - Colours

Logo colour

The logo should be used in purple or white where possible.

However, the logo can be used in other complementary
brands colours depending on the background colour when
used on secondary touch points / communications.

Please follow the examples on this page, showcasing the
colour combinations to be used.

e Please do not use the logo in any other colour than
our brand colours shown here.
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2.3 Logo - How to use Clear space

Clear space

The recommended clear space is the smallest margin
allowed between the logo and the edge of another graphic
element, logo,page, photo or body text.

The margin of the clear space around the logo is defined by
using the ‘arrow’ in the logo mark and doubling it

- See example on this page for best practice.

Minimum size
Print logo minimum use is 6mm high.
Digital logo minimum use is 22 pixels high.

Positioning / Alignment

The logo should always be positioned left or right

and not centrally aligned. This could be aligned to the page
or content on the page (eg. text).

a Please do not manipulate, alter or adapt the logo.
Positioning / Alignment
Please note, the dashed line shown here is for visual
reference only and should never be used in creative.

POl orth POl orth Logo can be
5 ‘ ‘ ‘ aligned with |
left aligned text
B?_I;_I)r_th __________________________ P ?_I_;I)ﬂhi S P oqgﬂh
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3.1 Our colours

Colour palette
This page showcases our vibrant colour palette used to
inject excitement and personality into our communication.

Colour ratio

This page also highlights an overview of the colour ratio
usage for all colours, running from our core colours (left)
to our supportive colours (right).

Complementary colours
The following pages showcase the colours that are to be
used together.

G Please be aware that colours may appear different on
screens depending on the colour profile used.
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3.2 Colour - Primary

Core primary colour

purple

R49 G37 B75
#31254b

C89 M100 Y6 K56
Pantone 2695
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Background colour

lilac

R160 G143 B 225
#a08fef

C56 M54 YO KO
Pantone 2/15
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3.2 Colour - Supportive

Complementary colour

green

R12 G 92 B 92
#0cbhbcbhe

C100 M9 Y 38 K 34
Pantone 322
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Background colour

sage

R180 G 202 B 190
#b4cach

C23 M3 Y16 K6
Pantone 5585

"



3.2 Colour - Supportive

Complementary colour

pink

R199 G12 B 98
#c/70d61

CO M100 Y18 K3
Pantone Rubine Red
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Background colour

blush

R 236 G168 B 202
#eca8cd

COM37 Y2 KO
Pantone 203
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3.2 Colour - Supportive

Background colour

Complementary colour

Durham purple Bl{i5,

R97 G 38 B 92 R 236 G168 B 202
#61265c #eca8cd

C67 M100 Y6 K 28 COM37Y2KDO
Pantone 260 Pantone 203
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3.2 Colour - Supportive

Complementary colour

orange

R216 G119 B 30
#d87/71e

CO0O M56 Y100 KO
Pantone 138

14 Point North Brand Guidelines

Background colour

lemon

R240 G 213 B 54
#f0d536

COMI9YS86 KO
Pantone 7404
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3.3 Colour - Graphic device

Primary
The graphic device should be used in our primary
deep purple colour with the background in our
supportive brand colours shown here.

If copy is being used, the text colour should match
the graphic device colour.
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3.3 Colour - Graphic device

Secondary

The graphic device, where applicable can be
used in the brand colour that is complementary
to background colour.

Depending on usage, the text colour should
match the graphic device colour.

This page showcases the acceptable colour ways.
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4.1 Typography

We have selected Gabarito

as our font and use semibold
(600) in our headers.

Our body copy makes use of Gabarito Regular.

Tracking for header copy is set at -20 and -10 for body copy. Font can be downloaded here
Leading for headers are the same as the font size. (if font size is 40pt, leading is 40pt.
Leading for body copy is +3pt the font size (if font size is 20pt, leading is 23pt).

fonts.google.com/specimen/Gabarito




4.1 Typography

externally editable shared documents.

We have selected Arial as
our system font and use
bold In our headers.

Our body copy makes use of Arial Regular.

Tracking for header copy is set at -20 and -10 for body copy.
Leading for headers are the same as the font size.
Leading for body copy is +6pt the font size (if font size is 20pt, leading is 26pt).



4.2  Typography - Primary colour

For best accessibility,
copy should be used
in purple on lilac.

Including body copy in purple.

For best accessibility,
copy should be used
In purple on blush.

Including body copy in purple.
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For best accessibility,
copy should be used
In purple on sage.

Including body copy in purple.

For best accessibility,
copy should be used
In purple on lemon.

Including body copy in purple.



4.2  Typography - Supportive colour

Copy can be Copy can be
used in pink or used in green on
Durham purple sage for large
on blush for large  headers only.
headers only.

Please note, pink on blush is AA accessible but not AAA accessible. Please note, the above colour way is AA and AAA accessible. Please note, the above colour way is not AA or AAA accessible
Durham purple on blush is AA and AAA accessible. Body copy must remain in our primary purple colour for so therefore should not be used, unless for decorative purposes.
Body copy must remain in our primary purple colour for accessibility reasons. Body copy must remain in our primary purple colour for
accessibility reasons. accessibility reasons.
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5.1 Graphic device - Top arrow

We have created a dynamic
. graphic device that is used

horizontal and vertical.

===z to contain text.
Please align the copy to
complete the ‘invisible boxX’ ¥V



We have created a dynamic
graphic device that Is used
to contain text. T —

Please align the copy to
complete the ‘invisible box’

: horizontal and vertical.

' Please note, the dashed




5.2 Graphic device - Image overlay

Imagery

Photography can also be framed within the device.

This is achieved by using the ‘opposite’ end of the device.
The same rules apply as previous, allowing the frame to be
resized to fit the media where required.

Only one image device should be used per spread.

Please note, the dashed line shown here is for
visual reference and should never be used.




5.3 Graphic device - The “arrow”

The Device
This page showcases the full graphic device.

Please note, the dashed line shown here is for
visual reference only and should never be used.

The device must never be used in its entirety and
should be cropped as shown on previous pages.
Please also see example visuals for reference.

The device should only be used pointing towards
the north east.
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6.1 Photography

Hero Photography

Our hero photography is to be used on key touch points
and marketing communications, which will be supported

by our supportive photography.

Our hero photography should be professionally captured

or carefully sourced from stock imagery. These should be
high quality and composed photographs that follow the key
points below.

Candid life and positive

All of our photography should capture everyday life with

a candid feeling and not be staged. Allowing the audience
to engage emotionally with the images. The images should
feel relatable, whilst focusing on the positive effects the
funds help create, rather than highlighting the problem.

Single focus

The focus should be on the people, making use of a soft
focus background. Avoiding direct eye contact with the
camera, as well as overly staged posed compositions.
Try to use a maximum of three people in each shot.

Colour
To keep consistency, the colour and brightness of each

image should be as similar as possible.

Please note, the images on this page are free stock
images and should should be used for reference only.
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Jrog Darlington oy ; ) Darlington
ageuk

6.2 Photography

Supportive photography

Our supportive photography is used to support our hero
imagery. These image are generally captured at events by
staff or volunteers and therefore are less likely to be of high
enough quality to reproduce at scale.

The images should capture everyday life with a candid
feeling, allowing the audience to engage emotionally with
the images and follow the key points below.

| o

.........
.......

Single focus

The focus should be on the people, making use of a soft
focus background. Avoiding direct eye contact with the
camera as well as staged / posed compositions.

Positive

The images should feel relatable, whilst focusing on
the positive effects the funds help create, rather than
highlighting the problem.

Colour
To keep consistency, the colour and brightness of each
image should be as similar as possible.

Please note, the images on this page have been
0 selected to showcase the best examples taken from
our current library of imagery.

¥

- r L X
Vol am s an o e a0

T il
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7.1 Social media - Posts

Social media templates

A suite of social media templates have been created to
give consistency in our communication across the different
social media channels. There is flexibility to keep the
communication fresh and dynamic - please see below.

Templates have been supplied in:
1080x1080px / 1080x1920px / 1200x360px

Font size and placement

The text size built into the templates are best practice,
however depending on the message this can be changed
to fit. Although please keep to the set style and structure.

Colour

Social posts follow the brand colour guidelines and should
use our core purple on the background colours, although
this can be changed to utilise our complementary colours.

Please try to alternate the direction of the arrow device on
each post. (If latest post uses the bottom arrow, the next
should use the top arrow, if applicable).

31 Point North Brand Guidelines

Message / Statement post

When using a message only post, the arrow device can be used either top or bottom of the frame and the colours can our core and complementary colours.
There are templates for large and small copy. The 1080x1920px template has the option of utilising the Point North logo.

>

We connect
donors with
causes they
care about.

y

Even the smallest
donation can
help those facing
barriers to move
forward in
County Durham.

V

Even the smallest
donation can help
those facing barriers
to move forward.

Even the smallest
donation can help
those facing barriers
to move forward.

We connect
donors with
causes they
care about.

We connect donors
with causes they
care about.

Even the smallest
donation can
help those facing
barriers to move
forward in
County Durham.

>
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7.1 Social media - Posts

Social media templates

A suite of social media templates have been created to
give consistency in our communication across the different
social media channels. There is flexibility to keep the
communication fresh and dynamic - please see below.

Templates have been supplied in:
1080x1080px / 1080x1920px / 1200x360px

Font size and placement

The text size built into the templates are best practice,
however depending on the message this can be changed
to fit. Although please keep to the set style and structure.

Colour
Social posts follow the brand colour guidelines and should
use our core purple on the background colours.

Please try to alternate the direction of the arrow device on
each post. (If latest post uses the bottom arrow, the next
should use the top arrow, if applicable).
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Fund post
The arrow device should remain at the bottom of the frame whilst only using the colour combinations below.
The copy is flexible depending on the fund name and amount of body copy. There is also the option to incorporate a fund logo (pink box below indicates placement).

Longerfund name Fund name

on doubleline

Fund name

Fund name

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
enim ad minim veniam, quis nostrud

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
enim ad minim veniam, quis nostrud

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
enim ad minim veniam, quis nostrud

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
enim ad minim veniam, quis nostrud

Apply by Monday XX Month 20XX

Apply by Monday XX Month 20XX Apply by Monday XX Month 20XX

Apply by Monday XX Month 20XX

poiTt

oit
Torth P

oit oit
P P Torth

sorth fund logo sorth fund logo fund logo

fund logo

Fund name

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aliqua. enim ad minim veniam, quis nostrud

Apply by Monday XX Month 20XX

Longerfund name
on doubleline

Longerfund name
on doubleline

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut
labore et dolore magna aliqua.
enim ad minim veniam, quis.

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut
labore et dolore magna aliqua.
enim ad minim veniam, quis.

Apply by Apply by
Monday XX Month 20XX Monday XX Month 20XX
pOI::Il(.) rth fund logo po'::gr 1_h fund logo




7.1 Social media - Posts

Social media templates

A suite of social media templates have been created to
give consistency in our communication across the different
social media channels. There is flexibility to keep the
communication fresh and dynamic - please see below.

Templates have been supplied in:
1080x1080px / 1080x1920px / 1200x360px

Colour
Social posts follow the brand colour guidelines and should
use our core purple on the background colours.

Please try to alternate the direction of the arrow device on
each post. (If latest post uses the bottom arrow, the next
should use the top arrow, if applicable).
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Imagery
There are three recommended options when posting imagery. Photography could either be posted full screen, without any graphic device or utilising a graphic device
overlay (shown below). To frame the photography arrow device can be used either top or bottom, as well as utilising the full arrow




7.2 Powerpoint

— point N iz
We connect donors

Presentation with causes they
title here care about.

xx Month 2024

Powerpoint template

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam

. . . nonummy nibh eui§mod_ tincidupt‘ ut Iaon:eet dol_ore magna aliqu§m ) nonummy nibh eui‘sr.noq tinciduptA ut la0|:eet dol_ore magna aliqupm )
erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation
A s u I te of s OC I a l l I |e d Ia te l I I p la t es h a Ve be e n C rea t e d to ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.
Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse mo- Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse mo-

lestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros lestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros
et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril

| delenit augue duis dolore te feugait nulla facilisi. delenit augue duis dolore te feugait nulla facilisi.

Cover Copy heavy

Template is Supplied in 1920 x 1080pX. The arrow device can be used either top or bottom of the frame and must be our core purple on a lilac, Statement and body copy slide - can be any colour.
sage, blush or lemon background.

give consistency in our communication across the different
social media channels. There is flexibility to keep the
communication fresh and dynamic - please see below.

partner / fund logo

28  Point North document title text here p oi.“. 28  Point North document title text here p oi.". 28  Point North document title text here p oi.“.

Torth Torth Torth

We connect donors ocre We connect donors
with causes they £1 Million + with causes they

care about. . care about.
together we can fight

Lorem ipsum dolor sit amet, consectetuer Lorem ipsum dolor sit amet, consectetuer
adipiscing elit, sed diam nonummy nibh euismod poverty and ma ke adipiscing elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam erat . tincidunt ut laoreet dolore magna aliquam erat
volutpat. Ut wisi enim ad minim veniam, quis IlveS better volutpat. Ut wisi enim ad minim veniam, quis
nostrud exerci tation ullro eros et accumsan et iusto nostrud exerci tation ullro eros et accumsan et iusto
odio dignissim qui blandit praesent luptatum zzril odio dignissim qui blandit praesent luptatum zzril
delenit augue duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet, consectetuer delenit augue duis dolore te feugait nulla facilisi.

adipiscing elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam era.

Image and copy Image and copy
The arrow device is used to frame an image on the left with any content / copy on the right of the slide. Standard image on the left with any content / copy
on the right of the slide.

28 Point North document title text here p oi.“.

' Torth

Statement headline
with body copy.

Statement header
page, in any colour
combination.

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 ullro eros et accumsan et iusto odio dignissim
qui blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi. FUNDRASING

Statement Copy / statement Final slide

The arrow device can be used either top or bottom of the  The device can be used top or bottom of the slide and Contact and charity details.

slide in our complementary colours. the copy doesn’t need to align with the device.
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7.3 Stationery

Stationery

Templates have been created for letterhead and comp
slips. Both make use of our arrow corner device. Although
please remember that when not professionally printed the
arrow device may be cut off.

Typography

Font should be in our core purple colour and our brand font
Gabarito regular used for body copy and semibold for

any headers.

Fundraising regulator logo
Minimum printed logo size is 12mm high.

Remember logo clearspace.
Please note that desktop printers may not print to the edge.
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Together we can create a brighter future for all.

Victoria House, Whitfield Court, St John’s Road, Meadowfield Industrial Est, Durham, DH7 8XL Registered with
Registered Charity No. 1047625 - Registered Company 03072153 FUNDRAISING
Point North Community Foundation trading as Point North. REGULATOR

ER

Registered with
FUNDRAISING
REGULATOR



7.4 Email signature

Email signature
This page highlights a standard signature that is clear
and uncomplicated, as well as the options to include a

‘promotional box’ to promote an Point North or an event.

Text colour

The main copy should be in our core purple colour.
Although as our brand is dynamic, the each employee
could select one of the main colours to add personality
(green, pink, orange or Durham purple).

Point North Logo
Make sure to add a hyperlink to the point north logo.

Fundraising regulator logo
Minimum printed logo size is 45px high.

0 Email signatures should be between 400-600px wide
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Michelle Cooper
Chief Executive

michelle@pointnorth.org.uk | 07425 479 683
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Registered Charity No. 1047625 - Registered Company 03072153 - Point North Community Foundation trading as Point North.
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Michelle Cooper
Chief Executive

michelle@pointnorth.org.uk | 07425 479 683

Together, we can create
a brighter future for all.
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7.5 Footer

Placement Stacked
This page showcases the best practice of logo and

business details placement in reference to should use on

promotional material, i.e. the design of where the logo

goes, where the contact information goes etc.
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Minimum printed logo size is 12mm high. ’
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0 Remember logo clearspace.
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7.6 Best practice - Creative examples

Best practice examples
Please use this page for reference when creating
any communication and marketing material.

Remember to follow this brand guideline document and
these examples to help you create a consistent design.
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resource materials, books and equipment, etc.

Find out more about eligibility and apply on our website before Menday 29 April.

https://bit.ly/4420Sdi

Atom Futures Fund

An unrestrcited £250 financial incentive for
Year 13 students who are currently attending
a state school in County Durham and who
are applying to a Russell Group University.

Apply by Monday 29 April 2024
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Registered Charity No. 1047625 - Registered Company 03072153 - Point North Community Foundation trading as Point North.

For more information or enquires, please get in touch with the Marketing and Communications team at Point North on comms@pointnorth.org.uk




