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Introduction

“I learned a long time ago that managing a brand
is a lot like shaving, because if you do it every
day, you look pretty good. If you miss a couple
days, you start to look a little scruffy.

Some people like the scruffy look. Our experience
Is, it doesn’t translate when it comes to running a

transportation company.”

- T. Michael Glenn
Executive Vice President,

Market Development & Corporate Communications

FedEx

You may be asking, why there’s a quote from a parcel company
V.P. in the introduction to a politician’s brand guidelines? You might
even be asking why a politician has brand guidelines.

Mr. Glenn’s observation is a surprisingly fitting place to start
answering both questions.

The scruffy look is no more appropriate for a statesman than it is
for a trusted trans—national courier. Both need to convey a sense of
trustworthy capability.

Consistency fosters trust. People trust the familiar, the recognisable.

An effective politician is an effective communicator. The most
effective communicators are often those we immediately recognise,
remember and identify with.

A consistently maintained visual identity connects communicator
and audience.

Branding at its best functions as a shorthand encapsulating core
values into visual cues.

Alyn’s brand has been constructed for clarity with character,
conveying his Scottishness and international focus, his experience
and youth, his sober approachability.

Taking care over presentation helps to ensure that the underlying
message is carried clearly.

Consistency is key.
Following the guidelines set out in this document will enable you

to ensure Alyn’s communications are always smart, consistent,
effective, and — most importantly — always recognisably Alyn’s.



Section 1: Colour

PANTONE

300
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Since photography forms a core component of Alyn’s visual
identity, solid colour should be kept to a minimum in order to allow
the photographs to take “centre stage” visually.

The only specified brand colour is the Scottish government’s official
Saltire Blue: Pantone 300. Either Coated or Uncoated variants are
acceptable when printing in spot colours.

In most circumstances Pantone 300 should be the only colour
used outside of any incorporated photography. Accompanied by
black and white.

In contexts where a texture is used (see Section 4c) Pantone 300
should be treated as a guide colour, and used to determine the
dominant colour in the texture.

Do not substitute other blue shades.

Below are guide values for accurately reproducing the correct blue
under different circumstances.

Print: Spot Colour / PMS number:

Pantone 300

Print: Four Colour / CMYK values:

C =100 M =44 Y=0 K=0
Screen: RGB values:

R=0 G=113 B =186

Web: Hexadecimal values:

#0071BA (true colour)

#0066CC (nearest “web safe” value)

Please note: colour values can differ on varying systems. If in doubt
consult www.pantone.com for guidance on accurately reproducing
Pantone 300.
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Section 2: Typefaces & Typography

a: Primary & Secondary Typeface

Two typefaces have been selected to work together in Alyn’s

communications.

American Typewriter and Helvetica Neue

— in the weights and styles outlined below — should be the only
typefaces used in Alyn’s communications. Alternative typefaces for
contingencies are detailed at the end of this section.

Primary Typeface: American Typewriter

American Typewriter Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

American Typewriter Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

American Typewriter is for use in Alyn’s Logotype
(see Section 3) and for headings, subheadings
and detail.

Correct use of the primary typeface is illustrated
throughout this document.

Under most circumstances the Regular weight
is most appropriate. Light is available if required.

Secondary Typeface: Helvetica Neue LT Std

Helvetica Neue - 55 Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

Helvetica Neue - 56 Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Helvetica Neue - 85 Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz

Helvetica Neue LT Std is specified for body text,
descriptive content, quotes, strap lines and all
general use.

The 55 Roman weight is appropriate for most
uses. Regular, or Medium can be substituted
where 55 Roman is unavailable.

For uses such as quotations and reported
speech 56 ltalic is advised. Italic or Oblique can
be substituted where 56 lItalic is unavailable.

For uses such as in line emphasis, 85 Heavy
is advised. Bold can be substituted where 85
Heavy is unavailable.

Condensed and Extended weights of Helvetica Neue should not
be used. Do not use BLOCK CAPS or underlining.

Acceptable Alternative Typefaces

Where American Typewriter is unavailable, possible substitute
typefaces include Courier, and Rockwell.

Where Helvetica Neue is unavailable, possible substitute typefaces
include Helvetica and Arial.

Substitute typefaces should only be used where those specified in
the brand are unavailable and cannot be sourced.
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Section 2: Typefaces & Typography

b: Alignment & Layout
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For most body text uses (newsletters, press releases, web etc.)
body text should be laid out justified left and formatted without first
line indents.

Divisions between paragraphs should be indicated with a line break.
This avoids large dense blocks of text.

Where large quantities of text are presented (e.g. newsletters)
columnar layouts are advised.

Avoid placing large amounts of text on or over groupings of the
Logotype, Saltire Device and photographs of Alyn.

Wherever possible brand element compositions should be kept
clear. Text should be below or to the side of the brand composition,
or on a facing page or reverse face depending on the document
format.

Guidance for grouping brand elements with text headings or party
logos can be found in Section 5.

Clear space between body text and brand element compositions

should be equal to the Logotype’s position within the composition
(see Section 3b).
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Section 3: Logotype

a: Overview

A central component of Alyn’s visual identity, is the consistent and
eye catching presentation of his name.

Referred to as the Logotype, this section of the document details
design parameters for presenting the words “Alyn Smith” within a
branded graphic composition.

The Logotype is intended for use in contexts where Alyn’s name is
either the only text present, or the key text element.

The Logotype is not intended for use in body text.

The Logotype is available as a scalable graphic file. This file will suit
the majority of uses. See Section 3b for guidance on correct sizing
and positioning of this file.

Section 3c describes the construction of the Logotype from first
principles. This should be referred to by design professionals
recreating the Logotype for any purpose where existing files are
insufficient.

Section 3d contains examples of correct and incorrect usage of the
Logotype for reference.

Section 3: Logotype

b: Position & Size

The Logotype should always be positioned in the bottom right
corner of the over all brand composition.

The distance from the right and bottom edges is proportional to the
size of the Logotype. This is equal to the width of the serif on the
foot of the “h” in Smith, shown below as the value x.

_____________________

__________________

____________________________________

____________________________________________________________________________

.........................................................................................................
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Section 3: Logotype

b: Position & Size

In most applications the Logotype will appear with a photograph of
Alyn, framed in the Saltire Device (see Section 4). Examples include
masthead graphics, front cover illustrations, posters, fliers etc.

In these applications the Logotype should always be scaled in
proportion to Alyn’s face.

The relative size of the Logotype depends on whether the
composition of brand elements is “broad” (with ample space
around the photograph) or “narrow” (with limited space around the
photograph) These rules are outlined below.

1) Sizing: “Broad” Uses

Above is an example masthead graphic showing the correct
proportional relationship between photograph and Logotype for
use where there is ample space around the photograph.

The proportional relationship between photograph and Logotype is
marked as the value x.

This x is always equal to the vertical distance between Alyn’s
hairline and chin in the accompanying photograph.

Note that in the example, although the face is angled the value x is
still taken from the longest vertical line.
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Section 3: Logotype

b: Position & Size
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ii) Sizing: “Narrow” Uses

Where space around the photograph is limited, the relationship
between Logotype and photograph changes.

This ensures the Logotype never competes visually with the intended
focus of the brand. The focal point of compositions should always
be the photograph of Alyn.

To the left is an example badge graphic showing
the correct “narrow” relationship between the
Logotype and photograph.

Following the “broad” rules for this type of
composition would result in elements of the
Logotype overlapping Alyn’s face.

This should always be avoided.

The “narrow” relationship allows for consistent
positioning of the Logotype within the brand
composition in cases where space is limited.

Position and size are outlined left.

Once again the correct size of the Logotype
is expressed relative to the vertical distance
between Alyn’s chin and hairline

This distance is expressed in the guide to the
left as x.

In “narrow” arrangements the Logotype is scaled
to one half x.

Please note the terms “broad” and “narrow” in
these sizing rules refer to the available space around the photograph
of Alyn within a composition of brand elements not to the format of
the document in which they are used.
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Section 3: Logotype

b: Position & Size
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iii) Minimum size

The Logotype should always retain its relative proportions to other
brand elements. There is however necessarily a minimum useful
size to any text.

In print the Logotype should never appear smaller than 15mm
across from left to right.

On screen the Logotype must always remain legible at the target
resolution. For most uses a minimum width of 50 pixels is advised.

iv) Position Relative to Other Marks

As a general rule the Logotype should not be paired with other
marks (see Section 3d). .

For instances where elements such as headings or party logos

must be grouped within the composition, see guidance for pairing
the Logotype with additional elements in Section 5.
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Section 3: Logotype

c: Construction Guide
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Constructing the Logotype from first principles requires the typeface
American Typewriter in Regular and Light weights.

Owing to the proportional relationship between the Logotype and
the rest of the brand elements, we recommend producing the
Logotype in a scalable format.

Below is a diagram describing the
from first principles.

construction of the Logotype

= ——E
A S RO G 2
“““““ o a SR bkl b
e, A T A——
d.. Vertical alignment: Distance between base of “I” and top
of descender on “y” is equal to the distance between top of
“m” and base of descender on “y”.
D. Horizontal alignment: The second vertical of “n” and the
first vertical of “h” share a common central axis.
C. “Alyn” is set in American Typewriter Regular. Size = 100%

d. “Smith” is set in American Typewriter Light. Size = 90%
relative to “Alyn” (i.e. if “Alyn” is 40pt “Smith” is 36pt).
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Section 3: Logotype

d: Don't...

Don’t distort the Logotype

Don’t add any effects to the Logotype
Don’t use the Logotype in body text

Don’t draw shapes or add visual gimmicks to the Logotype

®© 0 T W

Don’t place the Logotype against any photographic
background which does not offer enough tonal contrast.

=

Don’t allow the Logotype to overlap Alyn’s face
(following guidelines in Section 3b will prevent this)

Aly

Tlllth

has reached this miles

AN
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Section 4: Saltire Device

a: Overview

The Saltire Device element of Alyn’s brand is intended to lend
both structure and a sense of place (specifically Scotland)
to all visual communications.

While the Saltire Device is primarily designed for use in conjunction
with the Logotype and photography, it also represents the most
flexible component of the brand.

Colour, angles and proportions are intended to balance an evocation
of the Scottish national flag, with useful visual framing — particularly
of photographs.

One example of the device’s wider possible uses include the
watermark treatment used throughout this document.

Section 4: Saltire Device
b: Construction Guide

The Saltire Device is constructed as a group of four equal sized
squares arranged around vertical and horizontal spaces, and then
grouped and rotated together anti-clockwise by 10°.

The diagram below shows the relative vertical and horizontal
spacing required to give the illusion of an evenly sized saltire cross,
once the device is rotated.

_.5

3
.5
. | .
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Section 4: Saltire Device

b: Construction Guide

The Saltire Device has been designed to be possible to construct
using any design or page setting software which has the facility for
drawing, re sizing and rotating simple shapes.

Once the squares are correctly positioned relative to each other
they should be grouped as a single object and rotated 10° anti-
clockwise as shown below.
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The resulting group should then be re sized so that only two sides
of each square remain visible.

The proportion of solid and clear space can be varied, to match
the requirements of the individual composition. However the Saltire
Device should never be distorted.

The relationship between the sides forming the cross must remain
consistently 2.5 horizontal to 3 vertical.

Two sides (and only two sides) of each of the four squares must
always remain visible in the finished composition.

Page 13



Section 4: Saltire Device

c: Position, Colour & Texture
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This section covers the correct positioning of the Saltire Device
when used in conjunction with photographs of Alyn, together with
guidelines on using creative textures or patterns with the device.

i) Framing Photographs

The Saltire Device is intended to visually frame Alyn, drawing the
viewer’s attention to him. It should never be positioned in such a
way that any part of Alyn’s face is obscured.

In most cases the Saltire Device should be positioned evenly framing
Alyn’s head and shoulders. With his head remaining clearly visible.

The illustration above shows the minimum allowable clear space
that should be left between the inside corners of the Saltire Device
and Alyn’s head.

The minimum clear space is proportional to Alyn’s face in the
photograph — shown above as x where x is the width of his eye.
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Section 4: Saltire Device

c: Position, Colour & Texture

For use with photographs where Alyn’s surroundings should remain
clearly visible, position Alyn’s face relative to one of the two upper
corners. Adhere to the same minimum clear space rules.

The front cover of this document shows an example of this type of
positioning.

ii) Colour & Texture Rules

The predominant colour of the Saltire Device should always be
Pantone 300 or its equivalent (see Section 1).

Always use a plain blue fill for the Saltire Device when framing any
photograph showing Alyn against a detailed backdrop.

Where Alyn is photographed
against a plain white, grey or
black studio backdrop, brand
compositions can be enlivened
by the use of a textured fill as
illustrated in the example left.

Suitable textures would include
fabric, blue sky, water etc.

Avoid overly detailed textures

Where used, textures should
be recoloured to be as close as
possible an approximation of
Pantone 300.

Textured fills can also be used in compositions of just the Logotype
and Saltire Device.
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Section 5: Additional Elements

a: Overview

In most instances the three brand elements (Photograph, Logotype
& Saltire Device.) should be kept clear of other text, logos or other
visual elements.

Because this will not always be possible, the guidelines in this
section are intended to help harmonise necessary additional
headings or visual elements (such as party logos) with the rest of
Alyn’s visual identity.

Section 5: Additional Elements

b: Grouping Outside Compositions

Often the most effective approach to grouping elements such as
headings or logos with Alyn’s brand is to position them in line with
components of the brand, but “outside” the composition.

_________________________________________________________

______

.....

__________________________________

_________________________
_____________________

_________________________________________

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

lllustrated above are guides for aligning and sizing other elements (in
this case the SNP logo) with Alyn’s brand outside the composition.
In the example the logo is positioned relative to the Logotype.

As with positioning the Logotype, spacing is determined by the
value x, where x is equal to the width of the serif on the foot of the
“h” in Smith.

Sizing is shown as the value a, where a is the overall width of the
Logotype.
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Section 5: Additional Elements
b: Grouping Outside Compositions

The same formula can be used to size and position elements relative
to the Saltire Device as illustrated below:

1_

a

Again spacing is marked as x and size marked as a. This time
however a is the overall width of one section of the Saltire Device.

Section 5: Additional Elements
c: Grouping Inside Compositions

Positioning other elements outside the composition won’t always
be practical. Full page compositions (such as document covers,
posters etc.) may require other elements to be positioned within the
composition. Spacing for this contingency is outlined below.

_____________________________________________________________________

___________________________

The width of the logo remains relative to that of the Logotype (a).
Spacing is still determined by the same value (x) but the logo now
sits inside the composition.
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Section 5: Additional Elements

d: Positioning Small Elements

Where the sizing rules outlined in Sections 5b and 5c result in
elements which are shorter than x (still referring to the width of the
serif on the foot of the “h” in Smith) spacing the additional element
by the same value no longer results in a harmonious composition.

For these instances alternative spacing is outlined below:
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As before the value x determines positioning from the bottom and
right edges of the composition.

The small additional element is still sized relative to the Logotype,
with the width of the Logotype and additional element matched
(shown above as a).

The distance between the small element and the Logotype is now
equal to the overall height of the small element, shown above as b.

This spacing ensures that small additional elements remain visually
linked with the rest of the composition.

Additional elements whose overall height is greater than x when

matched to the width of their accompanying brand element, retain
the spacing outlined in earlier sections.

\ February 2012



Alyn Smith Brand Guidelines
February 2012

Design: Patrick Robertshaw
&g splateagle.com



	FCover(image-ph).pdf
	AS_Brand_Guidelines_inner.pdf
	BCover.pdf

