
Brand Book 
This is how we roll...
the 2017 edition.
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About this brand book

The brand book for One Line, ethical design is designed to communicate our 
brand for internal and external use. Indicated are the key points of the brand 
and how the various elements fit and work together. Use these guidelines  
to create a consistent and strong presence, and a positive perception in our 
audience’s eyes and mind.

These guidelines are essential for freelancers we collaborate with as they 
help you to ensure the look, feel and voice of One Line remains consistent.
 
All artwork containing our visual identity assets should be approved prior  
to publication by emailing it to design@onelinestudio.co.uk
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Brand Strategy
“A lively journey of humble beginnings and dreaming big!”
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Our name comes from the idea that ‘One 
Line’ (probably made on a cave wall) had the 
power to create visual communication.

Just think, one curious mind wondering 
what would happen if they put charcoal  
to rock; a seemingly primitive experiment 
was the beginning. The start of what we 
now know as writing, drawing, the alphabet, 
signs and symbols. The tools we use to 
express ideas, get our message across and 
make our mark! 

We’re inspired everyday by that one mark, 
made by one person and the impact it’s had. 
We’re inspired that something so simple can 
say so much. We know amazing results can 
start with just one action, decision or idea.
And that’s what we do  – we help our clients 
to make their mark! 

Just as charcoal was to rock, we put pen  
to paper and plug our brains into our apple 
macs – to create solutions that combine tried 
and tested design principles with a good 
splash of creative flair.

Our ethical approach comes from  
a background working in the fair trade 
industry. Our experience in this field has 
shown us that a fair business model works,  
is sustainable and makes for a motivated and 
productive working practice. 

We work with ethical and fair trading 
suppliers. We keep our costs affordable  
by working collaboratively with other creative 
experts. We use the power of design  
to support businesses who value fairness, 
honesty and sustainability.

Our story
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The Big Idea

MISSION 
‘Design for a difference.’ 

We’re on a mission to prove that being different 
makes a difference.

 
VISION

Design is a powerful tool. It is one which taps  
in to human emotion and changes behaviors.  

We envisage a community driven branding agency that 
uses this power to make the world a fairer place.
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Brand Values

ETHICAL 
IS STRAIGHT TALKING | HONEST | FAIR | EVEN BETTER 

| OPEN MINDED |  DARING TO BE DIFFERENT        
Problem solving | Empowering |  Conscious decision 
making | Caring | Credible alternative 
Awareness that our actions have  an impact and  
a comeback – making  sure that comeback  
is a considerate one.
Keeping the planet happy, after all we  keep all  
our stuff there.   
More important than the bottom line.   
Inspired by the power and beauty  of humans  
who pioneer for humanity
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Who are we to our clients? 

Take their hand and lead them on a magical 
journey of transformation. 

The Explorer archetype is an undercurrent 
running through all of society. Brands that 
spring forth from this current are those that 
speak to the need for freedom, adventure, 
and independence.

We help our clients to discover and unearth 
what their brand and business idea is all 
about. Their adventure with us is a means  
of enlightenment and empowerment.  
As their guiding Explorer we are focused  
on helping them achieve self-discovery  
and self-sufficiency.

Archetypal Thinking

WE EXPLORE 
 
The process of seeking one's own individuality. The world is our 
oyster and open for experience.

A place of knowing who you are, with freedom to be completely 
true to yourself and express that uniqueness fully.

Pushing boundaries, taking risks, blazing new paths; we leave  
no stone unturned in the path to find meaning.
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One Line Studio is a design agency built  
on fair trade foundations and expertise  
in the principles of graphic design. 

We must portray this through a professional 
yet approachable image, rooted in our niche 
as an ethical design agency.

Being ethical is what makes us different,  
what makes us stand out. Let’s use our voice 
to help us get noticed and in turn propel our 
clients to be recognised.

Brand voice is used in all our promotional 
material. This includes marketing copy, social 
media posting, tag lines, presentations and 
client communications. It is also used in our 
promotional graphics.

Our voice will raise awareness of ethical 
business and challenge the norm.

We can be quirky and familiar but not  
off the cuff. Anything we communicate  
must be backed up by fact or clearly stated 
as opinion. 

We are interested in our audiences and 
customer centric. Asking questions is  
a key strategy.

We are here to offer a resourceful and  
open-minded approach which educates and 
inspires our audiences.

Brand Voice

Be inspired and inspiring

INQUISITIVE
BRAVE

CULTURED
TOLERANT
HAPPY
UNCONSTRAINED 
POSITIVE 
CARING  
GENUINE 
DEMOCRATIC 
MEMORABLE 
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The Logo Story

We love our logo and it took us some real soul 
searching to feel like this.

Whilst designing our own logo it dawned on us 
that’s why people need designers! Being creative  
is who we are. We apply that and our design 
expertise objectively for our clients.  

For our logo, we had the creativity part down but 
being objective about our own values and brand 
- boy did that take some doing! There were ideas 
after ideas after ideas, as we delved into our 
deepest emotions about who One Line is and what 
we want to portray. Just like our clients we wanted 
to say it all.

 
 
 

And here it is — we love it — did we say that 
already?

Our logo uses Lato, a humanist typeface designed 
with transparency in mind; the perfect fit for 
linking with our fair trade heritage. Accountability 
and transparency are a key principle in fair trade 
and ethical business models.
 
Lato’s designer, Dziedzic also added in a few little 
quirks which become more legible in larger point 
sizes. We loved the idea of this, that as it grows it 
also develops and changes. Being designers for us 
is about development. We’re always learning and 
challenging ourselves so that we stay ahead of the 
game and create the trends.

 

 
We have customised and redrawn the letter O to 
form our icon. Inspirations came from the 
astrological symbol Libra which represents justice; 
doing things right. Also from the mathematical Ω 
omega symbol, a notation for the ‘ultimate’ which 
connects with our commitments to always provide 
the best results in line with the correct principles 
of good graphic design and typography.   

We chose to look to mathematics as its properties, 
such as the golden ratio and Fibonacci sequence 
are also found in nature. Nature is the winner 
when it comes to ‘looking good and doing good’. 
Seemingly effortlessly, nature is able to appeal to 
the eye with its perfect combinations of regularity, 
symmetry and colour harmonies. The mathematical 
sequences found in nature are the foundation for 
design principles and good aesthetics. In turn these 
are the foundations to which we apply our 
creativity. Furthermore nature creates this beauty 
with little negative impact to people, planet or 
progression. A custom symbol using an abstract 
leaf-wave shape to link our brand with nature was 
the finishing touch to our logo.

Brandmarks
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Brandmarks

Construction

It is recommended  that the logo be used 
appropriately and consistently in the ways 
shown opposite.

Preference should be given to using the left 
aligned and centered logos. The wordmark 
should only be used in instances where the 
strapline would appear illegible due to scale.
The icon should be used frequently  
to support the logos and brand name.

When and wherever the brandmarks are 
used, we must use a TM or © mark in order 
to protect the IP and content. 

Size

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. 
The icon’s minimum size is 5mm wide.

Left aligned logo Centered logo

IconWordmark

r 

5mm
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Brandmarks

Logo Clear Space 

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 defined 
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.)

This formula applies to all brandmarks.

x

x

x x

x

Safe Zone
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Typography System

Logo Typeface

Lato embodies in a typeface our brand 
values: It is a humanist sans-serif designed  
by Lukasz Dziedzic. Dziedzic conscientiously 
used classical proportions to give familiarity 
and harmony. He wanted to create a typeface 
that would be straightforward and trans-
parent in body text, displaying its more  
daring original traits at larger sizes. 

Usage

Lato is the primary brand font across all print 
and web communications. Preferred (but not 
exclusive) weights are the contrasting 
Semibold and Light. Light can be used for all 
forms of standard body text, ranging from: 
stationery, website design, brochures and 
general correspondence. Semibold is used  
to draw attention  to second and third level 
headers and tag-lines or to embolden body 
 copy, as the standard, when stronger 
emphasis  is needed.

Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!@£$%^&*()

Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!@£$%^&*()

H1 Header Title case 
Sub-header 
 
Body copy.  Lest, nonseri buscid etur rerrum volorecuptas mo bera eos ipient.
Tem volupta temolorent fugit quias rene perferitatem ilita quatium volupta  
turionet quibus cone doluptas aut ulparum audandi tatquunt.
Susciendae corro quid quatem atem veliassim audae. Aborrorionet ab imacon  
corerum facea autecus ma as dolupti busapitas.
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Typography System

Secondary Typeface

Merriweather is a serif font which 
compliments Lato. Its sturdy appearance 
helps us communicate our credible 
alternative brand value. At the same time  
the open forms appear approachable  
and supportive.

Usage

Merriweather should primarily be  
reserved for on screen usage where  
its large x-height makes it pleasant for 
reading very long paragraphs of text.

Merriweather has some interesting qualities 
which contrast with Lato and selective and 
careful use of it as a display font will be 
appropriate in our brand materials.

Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!@£$%^&*()

Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789!@£$%^&*()

go
ethical



© One Line 2017     All rights reserved  
+44 (0) 7806 652 541     design@onelinestudio.co.uk     www.onelinestudio.co.uk 

15

Typography System

Typographic Conventions

In order to remain consistent in our 
communications there are a number  
of approaches we apply to the treatment  
of typography and typesetting.

The examples opposite show those at the 
time of printing this document. However,  
it is important to remember that our brand  
is a growing business and other treatments 
may come into play as we develop.

If you are unsure, always refer to a previous 
document similar to the one you’re creating, 
for reference.

Our system is taken from the book Type & 
Typography by Phil Baines & Andrew Haslam 
— if in doubt read that. 

Numbers should be listed as shown using an 
em dash with a space either side: 

1 — List Item 
2 — List Item 
3 — List Item 

Bullet points use an em dash, 
never a •, *, - or – 

— List Item 
— List Item 
— List Item

Always use smart quotation marks 

‘I liked when the car went 
“beep, beep” suddenly.’

Use italics to denote the title of artistic 
works: 

He reads the New York  
Times daily.

Know your dashes.
A hyphen only ever indicates broken or 
compound words. 

What a lovey-dovey couple.
 
For parenthetical clauses use an en dash with 
a space either side.

The reason – which I don’t 
agree with – is that it looks 
out of place. 

Title should be in title case:

This is an Example Title
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Colour System

Primary Swatches

Power Grey
Pantone Cool Gray 11cp 
# 333740
CMYK  76, 67, 54, 50 
RGB 51, 55, 64

Golden Yellow
Pantone 110cp 
# e6b718
CMYK  11, 27, 100, 0 
RGB 230, 183, 24

This system visually 
represents our brand 
values and how we wish  
to be thought of.  
It is possibly the most 
important brand asset and 
must be used consistently 
in order to achieve brand 
recognition. 
 
Primary swatches feature 
in all printed and online 
communications. 
 

Accent Swatches

Fresh Green
Pantone 359cp 
# a0e8ae
CMYK  36, 0, 42, 0 
RGB 160, 232, 174

Kind Grey
Pantone 422cp 
# 7e7e7e
CMYK  52, 44, 44, 8 
RGB 126, 126, 126

Daring Red
Pantone Cool Gray 1797cp 
# df2935
CMYK  6, 97, 86, 1 
RGB 223, 41, 53

Accent swatches should  
be used sparingly and  
do not need to feature  
in all materials. Example 
uses include highlighting 
linked text or creating 
supporting icons.
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Photography System

Photographic Conventions

We like our photography to be subtly 
branded. This allows us to use stock 
photography and make it ownable.

We use two simple systems to give  
our photography a warm branded feel.

System One is to apply a bespoke warming 
filter. Firstly apply Adobe Photoshop 
Warming Filter 85 and then adjust the colour 
to the values of Golden Yellow to give a soft 
inviting feel.

System Two is to de-saturate the image 
making it black and white. Then apply  
Adobe Photoshop Warming Filter 85, default 
colour value and adjust the levels and opacity 
to create an inviting well contrasted image.

System one

System One

System Two
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Illustration

Icons and style

Select iconography that is simple and straight 
forward to understand – empower our 
audience with the idea that one icon can 
speak for a multiple of words and can be 
better understood across cultures.

Where possible we prefer our icons to be 
drawn with one continuous line harking back 
to our brand name and the idea that just one 
line can say and do so much.

Where this is not possible use simple linear 
icons, the noun project being a great online 
resource when you’re pushed for time.

It’s important to remember that consistency 
isn’t about doing the same thing every time; 
as long as your approach to icon and 
illustration remains linear and references the 
brand colour system then let your creativity 
run wild with what’s appropriate for the 
message and audience. One line examples

Noun project examples



Brand Culture
“An immersive adventure in knowing what to do when 
representing the One Line brand.”
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Hello & Welcome 

GOAL 
Our number one goal is to provide a memorable  
service which transforms our clients businesses  

into a brand they can be proud of. 
We have great confidence in your ability  

to achieve this as part of our team.
 

METHOD
Our culture values individuality and de-emphasizes rules; 

trusted employees have the leeway to reach goals 
however you see fit. All we ask is that you are considerate 

and use good judgment in all situations.
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Strategy
1.  You think strategically and can articulate  

to the client what it is you’re trying  
to do and why.

2. You keep us nimble by keeping it simple.
3.  You are swift, responsible and consistent. 

One Line can rely on you to be a right-
hand man/woman.

Personality
1.  You are a confident expert who will 

influence project outcomes.
2.  You are broadly knowledgeable about 

business, technology, trends and wider 
ethical issues.

3.  You contribute effectively outside  
of your specialty i.e. you love to help  
us bounce and idea around.

Communication
1.  You listen, instead of reacting fast  

so you can better understand. 
2.  You treat people with respect irrespective 

of their status or disagreement with you.
3.  You help reduce client feelings of stress  

or overwhelm with a calm demeanor. 

Impact
1. You accomplish important work.
2.  You discover practical solutions  

to problems and aren’t afraid to challenge 
the status quo with better approaches.

3.  You are part of a movement which creates 
freedom and work life balance — for you, 
for One Line and for our customers.

Passion
1.  You celebrate wins and inspire others  

to do the same.
2.  You inspire others with your caring attitude 

and motivation to make a difference.
3.  You are courageous and make tough 

decisions without excessive agonizing.

Authenticity
1.  You are quick to admit mistakes and are 

candid and straight forward.
2.  You speak directly and honestly with  

other brand stars.
3.  You listen to the brief and seek  

ego-less solutions.

Attributes and behaviours that we value in our brand stars and creative warriors:

Team Spirit
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Doing things right 
We use our skills to help clients present 
themselves with confidence and in the 
appropriate form.  

Our work enables our clients to achieve 
better brand recognition and appeal to their 
customers.  

Nothing is ever too much for our clients.  
If we don’t know we will find out. But 
remember you are the expert and don’t let 
the client dictate a solution if it doesn’t make 
sense and won’t help solve their problem.

If our clients succeed we succeed and 
therefore all our work must be portfolio 
worthy and a reflection of the high quality 
design we offer.

 
Language that works well
Manners cost nothing – yes we sound like 
your Mum but please and thank you go  
a long way in the business world. 
 
Manage client expectations. Always try  
to put yourself in their shoes and imagine 
how they’re feeling before you respond. 
 
When a client sends a request you can often 
say ‘Leave it with me.’ to reassure them that 
the job is in safe hands.

You need time to think about your ideas but 
clients often have an expectation that your 
genius is on tap. However, rather than saying 
let me think about it use phrases like ‘Let  
me collate the ideas and I’ll get back to you 
by the end of the week.’ Always give them  
an idea of the time-frame.

 
Written communications
Keep short and sweet and clear. Emails 
should always start with a thank you and 
recognition of the brief/information provided. 
We like to include a friendly note so make 
the time to learn a little bit about the clients 
personality and personal life. If you want  
to include a note about yourself please do so 
but don’t get too personal; remember we are 
presenting an expert level brand persona. 
Sign off with a professional, approachable 
tone and include a question so the contact 
cycle continues. For example: 
 
Hi Clare, 
 
Thanks for your email regarding business card designs. That’s great 
to hear that you’ve moved into your new studio. We are looking at 
new office spaces this week as well – we’ll have to swap notes. 
 
The fee for the design you’ve requested will be £90 and will include 
up to 2 minor revisions. If you’d like to go ahead please let us know 
your deadline and we’ll get you booked in. 
 
Looking forward to your reply 
 
Kind regards 

Your HTML Signature

Team Tactics



Thank you 
Don’t put me in a drawer...
When you’re stuck I’m here to help.

 


