Brand Guidelines

www.activesussex.org




Our brand story

Active Sussex’s main aim is to encourage
everyone to be active in a way that works
for them, with our goal that everyone across
Sussex can access the health and wellbeing
benefits of physical activity.

There are many barriers that can stop people
from accessing and enjoying physical activity
so our focus is on addressing inequality and
breaking down these barriers.

We work with a variety of sectors, groups
and partners who want similar outcomes.
Such as the charitable, community and
voluntary sector, including our activity
providers; our health and care partnerships
and networks; those who support children
and young people both within and outside
educational settings; our local authorities,
including public health and wellbeing teams;
parks and open spaces; leisure trusts and the
gatekeepers to outdoor spaces.
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Active Sussex - Logo

The Active Sussex logo is a key part of To maintain consistency within the brand, there are several permitted logo variants
our identity. It should be used in all our

communications and always in a way that is

clear and legible. ac t I ve .
susse

The full colour logo should be used wherever possible.

White and Mono logos should be used against solid colour.
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Sussex Sport & Physical Activity Awards - Logo

The Sussex Sport & Physical Activity Awards
logo should be used on communications SUSSEX

when promoting the awards. SPOR

It should always be displayed on a white
background. & PhUS|Ca|

SUSSEX 4
SPORIY &
& Physica ctﬁnt\g‘

Examples of logo usage on white
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Active Sussex Programme - Logos

The relevant logo should be used on
communications when promoting

each of these events. SUSSEXt
e SRS BhunY

YOUTH GAMES Sports

Network
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Co-branding: Corporate Partnerships

Wherever branding is required to

[ ]
demonstrate our corporate partnerships, the aCtlve ' _
partner’s logo should wherever possible be Susse Y < f frfii‘;ﬁieafefre
placed next to our logo. The partner’s logo :

should sit to the right of (or possibly below)
our logo. Please ensure that when placing
the partner’s logo next to ours, there is a

shared balance of impact between the two. Position the partner logo either to the right or below, depending on the space and application.

active
susse

freedomleisure
where you matter
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Protocols, Advice and Guidance

+ When relevant to the agreement, corporate  Qther Notes
partner logos should be applied to all
online and offline marketing and publicity
which relates to Active Sussex

* There may be instances where it is
inappropriate to use corporate partners
logos, for example when promoting NGB

* When relevant to the agreement, corporate activities, Sport England programmes
partner logos should be applied to all and campaigns, and local and regional
Active Sussex branded documents, activity through local networks, local and X
which will be shared externally, including regional media and digital channels L

PowerPoint Presentations
* Corporate partner logos should not be

* Subject to advertising and sponsorship used for the sole purpose of building ’

contracts corporate partner logos should corporate partners’ reputation and profile
be applied to all event materials
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Logo Area and Minimum Size

Minimum size Resizing and re-scaling
For all uses of the Active Sussex logo, Ensure that you retain the correct
the minimum size is 40mm across. proportions - do not distort, squash or

stretch the logo.

40mm .
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Exclusion zone

An area around the logo has been defined,
which must be kept clear. The amount of
‘clear space’ should never be less than the
relative dimensions shown as ‘X'.




Corporate Palette

Primary colours

9

Pantone: 485
CMYK: 0 96 100 0
RGB: 228 31 19
Hex: #e41f13

Pantone: 130
CMYK: 130990
RGB: 249 185 0
Hex: #f9b900
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Pantone: P 109-8 C
CMYK: 8339 15 2
RGB: 19 176 125
Hex: #137eaf

Pantone: 2603
CMYK: 731000 3
RGB: 104 34 128
Hex: #682280

Pantone: P 151-8 C
CMYK: 82 22 100 8
RGB: 43 134 53
Hex: #2b8635




Corporate Palette

Secondary colours

Pantone: 2395
CMYK: 279000
RGB: 190 52 139
Hex: #be348b

Pantone: 389
CMYK: 100 85 5 35
RGB: 26 43 104
Hex: #1a2b68

Pantone: 341
CMYK: 8339 15 2
RGB: 0 124 76
Hex: #007c4c

Pantone: 807
CMYK: 29300
RGB: 228 37 134
Hex: #e42586
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Typography

Primary font

PrOXima NOva abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

1234567890!@£$%"&*

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%"&*

Proxima Nova is our primary font and should be used for all website copy, for printed materials, and on Canva (professional account) to bring it inline

Secondary font

Callbrl abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890/ @£S% N &* 1234567890! @ £S%"&*

Calibri is our secondary font used in Word documents, or when Proxima Nova is not available.
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Image Guidelines

* Active Sussex has an image library,
which includes Active Sussex-owned
pictures, submitted pictures, and
photographs from image libraries.
If you are looking for a particular
image and need help, please email
the Marketing and Communications
Officer via the email listed on Active
Sussex’s website.

* Qur imagery is positive and honest. It
represents the range of work that we
do, and the breadth of the community
that we support. We want to transform
the way people are portrayed when
being active and using the right
imagery is essential in achieving that.

* When using imagery, make sure it is
appropriate and relevant to the subject.

* Where possible, use colourful, vibrant
imagery that reflects the brand and
our colour palette.
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Brand voice

Active Sussex’s voice is professional, but friendly; authentic and
honest; positive, encouraging and caring; helpful and informative;
dynamic, passionate, empowering, and energetic.

With this in mind we need to make sure our tone represents this
‘voice’ in all our communication and that our partners likewise
consider this when working alongside Active Sussex.

We do not shame people into doing sport and activity, and we do
not expect our partners to do that either. We aim to encourage and
support people to see the benefits of doing any physical activity,
whatever their background, ability, or preference and inspire them to
get moving.

Our tone of voice shows that we rally against injustices and help
bring about equality through the partners we work with.

By working together we are one step closer to Getting Sussex Moving.
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Active Sussex does:

use a professional, but friendly, tone of voice in its communications
encourage and support

highlight how we can work together to bring about change

feel inclusive and inviting to our audience and their support network
exude passion and energy

empathise with our audience

celebrate successes, but also does not shy away from things that
have not worked

link to relevant posts, campaigns, awareness days so our readers
can find additional information on a subject

include advice where possible or signpost to fellow partners who
may be able to help

use correct language and grammar

use a very, very limited amount of emojis (for example clapping,
high five, strength) and only on social media platforms where this is
acceptable, such as Instagram




Active Sussex does not:
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use an overly corporate or an overly
chummy tone

shame people into doing exercise or tell
anyone that what they're doing or thinking
is wrong

use an aggressive, or passive aggressive, tone

show preference to one activity over
another or pit sports against each other

exclude anyone, unless their behaviour is
harmful or hurtful to others

display a dismissive attitude or ignore
concerns raised

argue with interactions

ignore challenges, roadblocks or failings -
we can learn from
every outcome

use text speak or slang

overuse exclamation marks, kisses
and emojis
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Example one
We would say:

Here, the Sustainability Manager at @
homeofcricket shows how it is making a real
difference in its net zero strategy. Check out
this inspiring video and perhaps think about
what you could do as an organisation to help
reduce your carbon footprint.

We would not say:
If you're not doing this already then your

organisation needs to wake up and smell the

are not doing this sort of thing!!

Example two
We would say:

Below is an inspiring story we have shared
previously about a man called Noah, who
fought against the odds after a terrible
accident and is training in the hope of
representing his country. If you check out his
Instagram page come_on_noah you can see
how much exercise he still manages to do
every single day.

We would not say:

If you are able bodied you have no excuse
not to exercise. Here is a story we previously
shared about a poor dude called Noah who
was left crippled and with severe brain
injuries after an accident (shocked emoji face,
crying face) and yet he is still working out!!!!

What's your excuse?!l!




Website style sheet

Writing style

Acronyms

Please always spell out the acronym in the first instance. For example
you would write National Governing Body (NGB) and then refer to as
NGB thereafter.

Avoid ‘R’

Avoid using ampersands unless it is part of an official name -
e.g. Brighton & Hove.

Using bold

Only use bold to pick out headings to break up text to make it easier
to read. Avoid using bold within a sentence. The same goes for italics
- try to avoid using it. Avoid underlining.

Formatting
Dates
Dates should be written June 14, 2023

Times
Times should be written 5pm not 5.000m/17:00/5:00pm
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Prices

Prices should be £18 not £18.00 (obviously if it is £18.50 you need the
decimal point in)

Numbers

Numbers one to ten should be written as words, 11 onwards in the
number format (unless in a stats document).

Percentages

In text % should be written as ‘percent’ unless it is a statistical
document with lots of numbers and %

Website URLs

Websites should be written as www.activesussex.org
NOT http://www.activesussex.org

Web links

When including web links, try to avoid ‘messy’ links - e.g.
https://www.activesussex.org/legacy/school-games

Best practice for Google is to hyperlink the sentence rather than just
the couple of words so there is context to the link (this helps with SEO)
e.g. ‘Click here to find out more about the School Games’ and then add
a hyperlink to the text directing the user to the above web page.




General Copy
* Ensure the copy is clear and succinct - 2-3 line paragraphs
work best.

* Clear, simple English in short sentences works better than
complicated words in long sentences.

» The BBC is regarded as a leader and role model regarding spelling,

punctuation and grammar. Aside from what has already been
stated in these brand guidelines, if you have any other query
relating to this topic, please read the complete BBC news guide
here: www.bbc.co.uk/newsstyleguide/all
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Images

Image compression

When adding any image to the website, make sure that the resolution
is high enough so that the image doesn’t look pixelated.
If the image is pixelated, it is best to create a larger version.

Image compression

Images should be compressed for optimum loading times. Ideally, the
image file size should be maximum 400kb.

Image sizes

* Full-width - at least 2500px wide

» Contained - at least 1250px wide

* Two images full-width - at least 1250px wide each




Emails

|t is important our email signatures are consistent across Active Sussex.

1.

2.
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It should all be in sans serif (normal size) apart from the disclaimer
at the bottom in small.

It should have your name in red and then a vertical line and
then your job role all in bold (e.g. ‘Alex Bunce | Marketing and
Communications officer’)

This should be followed by your preferred pronouns
(e.g. My preferred pronouns are: she/her/hers)

After this it should include in red the days you work (only for
those that are not full time). Please note my working days are
Monday, Tuesday, Thursday and Friday.

After that you should include your mobile number, the Active Sussex
website, and your personal X account (if you have one) highlighting
the name of each type of account in red for clarity:

T: 07432507429 W: www.activesussex.org

X: @AlexJenkins12

The address should follow with Active Sussex in red:

Active Sussex | Unit 33, Sussex Innovation Centre, Science Park
Square, University of Sussex, Falmer, East Sussex, BN1 9SB.
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New Message
Recipients

Subject
|

Alex Bunce| Marketing and Communications officer

My preferred pronouns are: she/her/hers
Please note my working days are Monday, Tuesday, Thursday and Friday.

T 07432507429 W www activesussex org
X (formerly Twitter): @AlexJenking12

Active Sussex | Sussex Innovation Centre, Science Park Square, University of Sussex, Falmer, East Sussex, BN19SB.

Follow us on social media and sign up to our email newsletters here
Website | eNews | LinkedIn | X | Facebook | YouTube | Instagram

Please note that your defails are on our system because we woric with you on a reqular basis or you are one of our pariners or suppliers. If you no longer v

your data with third parties and only keep enough information to facilifate our business relationship.
Active Sussex is the brand name of The Sussex County Sports Partnership Trust which iz a company limited by guarantee (Company No. 6166961) and a

This email (and any attachments) is intended solely for the individual(s) to whom it is addressed. The information included in this email may be of a confide
disclosure or copying is prohibited. If you have received this email in error, please notify the sender and delste it from your system. Security and reliability «

to this message/to the following. Any opinions expressed are those of the author and are net necessarily endorsed by the SCSPT.




8.

9.

Following this it should read (with clickable links):
Follow us on social media and sign up to our email newsletters here
Website | eNews | LinkedIn | X | Facebook | YouTube | Instagram

Followed by the small print:

Please note that your details are on our system because we work with you on a

regular basis or you are one of our partners or suppliers. If you no longer wish to

be on our system please let us know and we will remove you from our database.

We do not share your data with third parties and only keep enough information to

facilitate our business relationship.

Active Sussex is the brand name of The Sussex County Sports Partnership Trust

which is a company limited by guarantee (Company No. 6166961) and a registered
charity (No. 1122082).

This email (and any attachments) is intended solely for the individual(s) to whom

it is addressed. The information included in this email may be of a confidential

nature and/or be legally privileged and is only intended for the addressee. Any

unauthorised use, disclosure or copying is prohibited. If you have received this

email in error, please notify the sender and delete it from your system. Security

and reliability of the email and attachments are not guaranteed and recipients

are advised to apply their own virus checks to this message/to the following. Any

opinions expressed are those of the author and are not necessarily endorsed by
the SCSPT.
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10.

At times you might want to highlight key information or
promote special events taking place, e.g. Sussex School Games
or Sussex Sports Awards. These messages should be displayed
in the key message area in your email signature and follow the
following format:

Headline Sans Serif - Normal size - Red
Call to action Sans Serif - Normal size - Black




PowerPoint template

We have created a branded PowerPoint template for presentations.

Click here to access the original PowerPoint file >.

Images

On the branded powerpoint presentation it is easy to swap the images
for other images to make it more relevant to the topic. The Marketing
and Communications officer can show you how if you are unsure how
to do this.

Font sizes

* Body copy: Calibri Regular - 18pt
* Heading 1: Calibri Bold - 38pt

* Heading 2: Calibri Bold - 30pt

* Heading 3: Calibri Bold - 20pt

* Bullet List: Calibri Regular - 18pt

* Number List: Calibri Regular - 18pt
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Heading 1

Body Copy goes here. Body Copy goes here. Body Copy
goes here. Body Copy goes here. Body Copy goes here.
Body Copy goes here.

Body Copy goes here. Body Copy goes here. Body Copy
goes here. Body Copy goes here.

Headlng 2 “Quote text goes
here. The circles can
Body Copy goes here. Body Copy goes here. Body Copy 4 be resized, moved

Body Copy goes here. Body Copy goes here. Body Copy the design”
goes here. Body Copy goes here. Body Copy goes here. B

goes here. Body Copy goes here. Body Copy goes here. ~ and deleted to suit '

(q
#GettingSussexMoving S‘ijslgeex

Heading 2

Body Copy. Body Copy goes here. Body Copy goes
here. Body Copy goes here. Body Copy goes here.
Body Copy goes here.

Heading 3 — with bullets below
* Bullet List 1
* Bullet List 2
* Bullet List 3

Heading 3 — with numbered list below
1. Number List 1
2. Number List 2
3. Number List 3

i
#GettingSussexMoving S‘lljslgee


https://drive.google.com/drive/folders/1SQAVnaKXEmoKlg97Wz9gA3jnn_ymbHPv?usp=sharing

Word template

Word documents should be set out on using the Word template.

Click here to access the Word template >

Font sizes

* Body copy: Calibri Regular - 12pt
* Heading 1: Calibri Bold - 20pt

* Heading 2: Calibri Bold - 78pt

* Heading 3: Calibri Bold - 74pt

* Bullet List: Calibri Regular - 12pt

* Number List: Calibri Regular - 1Zpt
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Heading 1

Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here.
Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here.

Heading 2

Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Body copy goes here.

Heading 3 — with text below

Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Body copy goes here.

Heading 3 — with bullets below

e BulletList 1
e Bullet List 2
e Bullet3

Heading 3 — with numbered list below

1. Number List 1
2. Number List 2
3. Number List 3

www.activesussex.org #GettingSussexMoving



https://drive.google.com/drive/folders/1SQAVnaKXEmoKlg97Wz9gA3jnn_ymbHPv?usp=sharing

Reporting template

Reports should be set out on using the Reporting template.

Click here to access the Reporting template file >.

Guidelines

* Font 12pt Calibri upper and lower case with single line spacing.
* All copy left justified

* Titles and sub-titles: Red 14pt Calibri Bold upper and lower case
with single line spacing. All copy left justified

 Layout: Sub-headings, e.g.: ‘Paper Title’, ‘Background’, ‘The
Proposal” and ‘Recommendation’ should all be in Calibri Bold, all
other copy to be Calibri Regular
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Paper title
Date of meeting: [insert date]
Date of paper: [insert date]

Author: [insert name)

Purpose:

Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Sody copy 2oes here.

Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Body copy goes here.

Background:
Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Sody copy goes here.

Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Body copy goes here.

The proposal:
Body copy goes here. Sody copy goes here. Body copy goes here. Body copy goes here. Body copy
Zoes here. Body copy goes here. Body copy goes here. Body copy Zoes here.

Body copy goes here. 5ody copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Sody copy Zoes here.

Recommendation]
Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Body copy goes here.

Body copy goes here. Body copy goes here. Body copy goes here. Body copy goes here. Body copy
goes here. Body copy goes here. Body copy goes here. Body copy goes here.

WWw.3Ctivesussex. orgFGetmngsusssxhioving


https://drive.google.com/drive/folders/1SQAVnaKXEmoKlg97Wz9gA3jnn_ymbHPv?usp=sharing

Letterhead template

Letters should be set out on Active Sussex headed paper.

Click here to access the original Letterhead file >.

Guidelines

* Letters should be set out on Active Sussex headed paper (word
document) using the following guide:

* Font 12pt Calibri upper and lower case with single line spacing.

* All copy left justified

* Margins 2.5cm - left and right 6cm - top and bottom

* Subject heading should be in Calibri Bold, all other copy to be
Calibri Regular

* Single line spacing between date, salutation and paragraphs with
double line spacing after date and closure
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active

susse

Penelops Broad

Brighton and Hove Partnership
2 Wst Street

Brighton

BNL17TT

October 12, 2023

Funding for the Ramblers
Dear Penslope,

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut
labore et dolore magna aliqua. Aliquet nibh prassent tristique magna sit amet purus gravida quis.

Metus aliguam eleifend mi in nulla posuere sollicitudin aliqguam. Sodales ut etizm sit amet nisl.
Adipiscing bibendum est ultricies integer quis auctor.

Etiam dignissim diam quis enim. Mauris sit amet massa vitae tortor condimentum lacinia. Et
tortor consequat id porta nibh venenatis cras.

Sit amet nis| suscipit adipiscing bibendum. Praesent tristique magna sit amet purus. Dignissim
£nim sit amet venenatis urna cursus eget. Sit amet consectetur adipiscing elit pellentesgue
habitant.

Amet est placerat in egestas erat. A iaculis at erat pellentesque adipiscing commodo glit.
Pulvinar neque lzorsst suspendisse interdum consectetur libero id faucibus.

Arcu dui vivamus arcu felis bibendum ut tristique et egestas.

Yours sincerely,
Alex Bunce

Marketing and Communications Officer



https://drive.google.com/drive/folders/1SQAVnaKXEmoKlg97Wz9gA3jnn_ymbHPv?usp=sharing

www.activesussex.org




