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Logo speci�cs1

Logo clear space

Construction and size

Grey striped area 
indicates Safe Zone. 
Other graphical and 

visual elements can be 
safely positioned up to the 

adjoining Blue area.

Blue indicates Clear 
Space. The blue area 

must be kept free of all 
other graphical and visual 

elements. 

The minimum required 
Clear Space is de�ned by 

the measurement ‘X’ 
(equal to the height of the 

upper-case V, known 
as the ‘cap-height’. 

The width is equal 
to the height.)

x

x

x x

x

It is recommended 
that the logo be used 

appropriately and 
consistently in the ways 

shown opposite.

The logo’s minimum size 
is 20mm wide. It should 

not be reproduced 
smaller than this size 

due to legibility.
There is no maximum size 

at which the logo can 
be reproduced.

Logo Wordmark Icon

Safe Zone

20mm

Minimum size
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ITC Avant Garde Book 
is the primary font used for 
‘National’ in the logotype.

ITC Avant Garde Book can
be used for all other forms 

of standard body text, 
ranging from: stationery, 

website design, brochures 
and all forms of general 

correspondence.

 

.

Only two font styles are 
used for the logo, and they 
are both from the same 
typeface family: ITC Avant 
Garde Std.

The ITC Avant Garde family 
consists of �ve typeface 
widths: Extra Light, Book, 
Medium, Demi, Bold. 
Each of the widths contains 
condensed and italics.

The huge variety of font 
weights and widths will 
ensure immense �exibility, 
and consistency for the 
future growth of the 
National Voices identity.

Typeface details2
When to use

The typeface family

‘

When to use

ITC Avant Garde Demi 
is the primary font used 

for ‘Voices’ in the 
logotype. It is also used 

to draw attention 
to second and third level 

headers and tag-lines.

Demi is also used 
to embolden body 

copy, as the standard, 
when stronger emphasis 

is needed, such as in: 
stationery, website 

design, brochures and 
all forms of general 

correspondence.
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The combination of 
ITC Avant Garde Demi and 
Book can be used to create 

a consistent connection 
with the logotype and 

brand look across typed 
display tag-lines headers 

and sub-headers.

Examples of this are shown 
opposite for reference.
Note the format ‘Book’ 

for level one header and 
‘Demi’ for level two header.

Typography in use2.1

Display hierarchy

The combination of 
ITC Avant Garde Demi and 
Book can be used to create 

a consistent connection with 
the logotype and brand look 

throughout written content.

A style guide is shown 
opposite for reference.

Content hierarchy

Body copy in sentence case preferred size and primary use 11pt, 
minimum size 10pt. All text to be left aligned.
Demi can be used within body copy to embolden important information.

H2 Header size = sub-header +4pt, demi, 
sentence case.

H3 Sub-header = body +2pt, demi, sentence case.

H1 Display title = header + 6pt
use contrast as needed.

Technical text, footers, minimum size 9pt.

Brand identity

Level 1 header 
Level 2 header

Title of presentation 
Presentation sub-header

The combination of 
ITC Avant Garde Demi and 
Book can be used to create 

a consistent connection
 with the logotype and brand 

look for contact details.

A style guide is shown 
opposite for reference.

Note use of right alignment 
as the primary alignment for 

contact details. Details 
should be positioned

 in a logical fashion with 
preference for the 

positioning ranging from  
shortest line to longest line.

National Voices should be 
written in title case unless 

used as a URL.

Contact details

Andrew McCracken
Head of communications

020 3176 0738
www.nationalvoices.org.uk

18-20 Bride Lane, London, EC4Y 8EE
andrew.mccracken@nationalvoices.org.uk

National Voices
www.nationalvoices.org.uk
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Colour speci�cations3
PROCESS C68  M100  Y10  K1
SCREEN R114 G42  B131
WEB HTML #722a83

PROCESS C10  M47  Y95  K0
SCREEN R227  G148  B48
WEB HTML #e2942e

Pantone 534CP

Pantone 2603 XGC
colour matched

Pantone 625CP

Pantone 7548CP

Pantone 7569CP Call to action buttons

PROCESS C99  M89  Y36  K28
SCREEN R30 G47  B91
WEB HTML #1e2e5b

PROCESS C76  M30  Y49  K6
SCREEN R63 G136  B131
WEB HTML #3e8783

PROCESS C64  M17  Y18  K0
SCREEN R87 G170  B194
WEB HTML #57a9c2

PROCESS C0  M0  Y0  K95
SCREEN R51  G48  B49
WEB HTML #333031

95% black Primary colour for body text.

Primary colour for white out text.

Brand identity

National Voices
www.nationalvoices.org.uk

Primary colour for titles and headers.

Accent colour.

Accent colour.

Pantone 428CP
PROCESS C26  M18  Y16  K0
SCREEN R187 G193  B198
WEB HTML #bbc1c6

Accent colour.

National Voices
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Logo styles4

Primary full  colour

Primary single colour

This is the primary logo 
to use. This is your main 

go-to version of the logo, 
except for limited 

exceptions below.

This is the single colour 
version, and can be used in 

environments that might 
require a cleaner aesthetic.

Solid black

The solid black version is only 
to be used for Fax, and some 

forms of black/white 
commercial printing 

applications, such as local 
newspapers etc, 

where course halftones 
screens are used.

Social media

There two versions of the 
social media pro�le image. 

Each are saved with 
transparent backgrounds. 

The �rst one can be used for all round 
and square cornered pro�le destinations, 
such as: Twitter, Facebook etc, and is 
placed within a container (shown as 
cyan and magenta key-lines).

Full tone greyscale

The greyscale version can 
be used for higher quality, 

but still B/W print 
reproduction, where a �ner 

halftone screen is used.

The second one is for circular pro�le 
destinations, such as: Google+, 
Instagram, avatars etc and as such 
does not come inside a container.

Brand identityNational Voices
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Logo best practice5

Do not: logomark

Logomark

Do not: fonts

Do not: sizing

Do not: colour

Do not change, alter, 
modify any part of the logo.

Some examples of logo 
misuse are shown below.

Do not resize or change the 
position of the logomark.

Do not use any other font, 
no matter how close it might 
look to ITC Avant Garde Std.

Do not distort, squish 
or squash the logo. Any 

resizing must be 
in proportion.

Do not change the colours. 
Use the of�cial colour 

speci�cations detailed 
in these guidelines. Brand 

managers may consider 
one off campaign uses.

x x x
National
Voices

National
Voices

National
Voicesx x x

x x x
x x x
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Graphic devices6

Super-graphic

To ensure brand 
consistency throughout 

printed and online materials 
the logo icon is used 

as a super-graphic.
The examples shown 

provide a basic guide to 
layouts which can be 

developed as appropriate 
for speci�c materials.

Brand identity

Key-line

To ensure brand 
consistency throughout 

printed and online materials 
a left and right aligned 
key-line is used to add 
structure to the page.
The examples shown 

provide a basic guide to 
layouts which can be 

developed as appropriate 
for speci�c materials.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Level 1 header
Level 2 header

Project title

Key-line

Super-graphic background.
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National Voices is a registered charity, no. 1057711, 
and a company limited by guarantee, no. 3236543.
Bride House, 18-20 Bride Lane, London, EC4Y 8EE 

Artwork questions?

If you have any questions concerning
the use of our brand identity please
contact us on +44 (0) 20 3176 0738

Artwork using the National Voices brand 
identity must be approved prior to publication. 
Contact info@nationalvoices.org.uk
for further details. 
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