
OnSide Visual Brand Guidelines 1

BRAND 
GUIDELINES



OnSide Visual Brand Guidelines 2

CONTENTS
WHO THIS GUIDE IS FOR 3

LOGO AND STRAPLINE 4
Our logo and strapline 5
Primary logo and strapline 6
Primary logo and strapline versions  7
Secondary logo and strapline 8
Secondary logo and strapline versions 9
Minimum clear space 10
Using our logo without the strapline 11
Misuse of the logo  12
Logo size guide  13
Collaborative logo  14
Monogram  15

COLOUR 16
Our colour palette 17
Tinted colour palette 18
Colour combinations 19
Using our colours 20
Legibility guidance  21

TYPOGRAPHY  22
Our typefaces 23
Using our typefaces 24

PHOTOGRAPHY 25
Our photographic style 26

BRAND ELEMENTS  27
Super graphic  28
Single colour super graphic 30
Using our super graphic 31
OnSide star  32
Using our OnSide star – dos  33
Using our OnSide star – dont’s  34
Bevelled corner and dotted lines 35
Image containers  36
Icons  37
Pull-out facts and stats 38
Infographics 39

STRUCTURE 40
A4 cover example breakdown 41
A4 cover examples with super graphic 42
A4 spread example breakdown 43

APPLICATION EXAMPLES 45
A4 brochure cover examples 46
Website example 47
Social media examples 48
PowerPoint slide examples  49
T-shirt example 50
Business card example  51
Pop-up banner examples 52



This guide has been created to 
introduce the OnSide visual brand and 
how it should be applied. It is intended 
for anybody working on behalf of the 
charity, whether you are commissioning, 
designing or delivering communications 
materials as a member of staff, 
volunteer or an external agency.

WHO THIS GUIDE IS FOR
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OUR LOGO 
AND STRAPLINE
The logo depicts a shooting star 
at the centre of the O in OnSide. It 
conveys a positive sense of moving 
forward, helping young people reach 
the potential within themselves.

Our strapline is clear confident and 
straight to the point. 
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PRIMARY LOGO 
AND STRAPLINE
Our primary logo is used most of  
the time. It’s the main logo we use on 
our website header, business cards, 
marketing materials, brand collateral, 
etc.

Minimum size
35mm / 100px

Minimum size
25mm / 70px

To maintain legibility the logo 
should not be used below the 
minimum size.
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PRIMARY LOGO 
AND STRAPLINE VERSIONS
For flexibility in 
applying our logo, there 
are four variations to 
choose from.

Primary logo should be used on white 
backgrounds. It can also be used over 
photography. Always ensure there is a 
good level of contrast and clear space 
around it. (See page 41 for example.)

Primary logo with white strapline 
should only be used on our slate 
background. 

Primary logo black should only be 
used where colour printing is not 
available. 

Primary logo white should 
predominantly be used on our 
OnSide Green, but can be used on 
our secondary colours when needed.
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Our secondary logo is stacked. This is 
useful for narrow places, or instances 
where our primary logo may not fit 
or be legible if you have to shrink it 
down. Places where we might use our 
secondary logo include social media, 
vertical web banners, and print 
materials where space is restricted.

Minimum size
35mm / 95px

Minimum size
15mm / 43px

To maintain legibility, the logo 
should not be used below the 
minimum size.

SECONDARY LOGO 
AND STRAPLINE
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SECONDARY LOGO 
AND STRAPLINE VERSIONS

Secondary logo should be used 
on white backgrounds. It can also 
be used over photography. Always 
ensure there is a good level of 
contrast and clear space around it. 

Secondary logo with white strapline 
should only be used on our slate 
background. 

Secondary black should only be 
used for one colour printing.

Secondary logo white should 
predominantly be used on our 
OnSide Green, but can be used on 
our secondary colours when needed.

For flexibility in applying 
our secondary logo, there 
are four variations to 
choose from.
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MINIMUM 
CLEAR SPACE
To keep our logo and strapline clear 
and prominent, we always allow a 
clear space around them, on which 
no other graphics, text or logos 
should encroach.

The measure of this space is defined  
by the height of the ‘n’ in ‘OnSide’ 
from within our logo, as shown 
below. Please note that this is a 
minimum clear space – always allow 
as much room as possible to ensure 
our logo and strapline stand out.

n height
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USING OUR LOGO 
WITHOUT THE STRAPLINE
There may be occasions where we 
want to use our logo without the 
strapline. 

 • We can do this where we want a 
strong visual impact, for instance 
on branded merchandise, 
t-shirts, balloons, pens etc.

 • There may also be occasions 
where we want to make more 
of our strapline ‘Here for young 
people’ and do not need it 
repeated on the same piece of 
communication, for example on 
a poster or pop-up banner (see 
example on page 52). 

 • We also remove the strapline 
where space is limited or when 
using minimum sizes where the 
strapline would become hard to 
read, and therefore redundant. 

 • Clear space should still be 
maintained around our logo 
when used without the strapline.
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To ensure that our logo is used 
correctly and brand consistency 
is preserved, please follow the 
guidance below and always use 
the master logo files.

Please do not…
01. Stretch or distort 
02. Reposition words or the mark
03. Colour the logo
04. Add a stroke to the logo
05. Attempt to recreate the logo
06. Rotate the logo 

02.

03.

06.

01.

05.

04.

MISUSE OF THE LOGO

HERE FOR YOUNG PEOPLE 
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LOGO SIZE GUIDE

Below are the sizes our logo and 
strapline appear on the following 
common document formats. These 
are applicable to both portrait and 
landscape orientations. 

A1
Minimum size  200mm wide 
30mm margins

A2 
Minimum size 140mm wide 
25mm margins

A3 
Minimum size 100mm wide 
20mm margins

A4 
Minimum size 70mm wide 
15mm margins

A5 
Minimum size 50mm wide 
10mm margins
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COLLABORATIVE LOGO

 • Our collaborative logo is combined 
with the local Youth Zone identity 
to show they are part of the OnSide 
Network. They should always be 
presented together.

 • The combined logo is presented in 
a clear and consistent manner on 
all platforms across the Youth Zone 
Network.

 • Below you can see a couple of 
examples of how our collaborative 
logo and local Youth Zone identity 
can be locked up together. 

 • It’s important to be aware of clear 
space around our logo when 
combined. We use the ‘n’ from 
OnSide as a guide.

 • The collaborative logo is the only 
application where the OnSide logo 
may appear smaller than 25mm. 
However when creating a lock up 
with the Youth Zone identity, the 
collaborative logo should be as big 
as possible. 

CLEAR SPACE

LOCK UP EXAMPLES

Youth ZoneAn  
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MONOGRAM 

SOCIAL MEDIA AVATAR

SOCIAL MEDIA AVATAR ALTERNATIVE 

We have a simple monogram that 
can be used as a shorthand for our 
logo. The O and S should never be 
broken up.

Our monogram can be used in a 
subtle way to add branding to a 
piece of communication. 

It can also be used in a bolder 
way, for example on branded 
merchandise, t-shirts, flags or even 
pin badges.
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OUR COLOUR PALETTE

PRIMARY COLOURS 
Our primary colour 
is our OnSide Green 
which is used in 
our logo, and slate 
which is used for 
our strapline and 
our main body copy 
text. It’s a bit softer 
than solid black.

Forest Green
Pantone 3536 U 
CMYK 85/30/65/15
RGB 0/120/100
Web #007864

Ruby Red
Pantone 227 U 
CMYK 25/100/25/10
RGB 175/15/100
Web #AF0F64

Bright Red
Pantone 185 U
CMYK 0/85/40/0
RGB 250/60/100
Web #FA3C64

Dark Purple
Pantone 2617 U 
CMYK 80/100/30/20
RGB 80/0/100
Web #500064

Orange
Pantone 1375 U 
CMYK 0/55/95/0
RGB 80/0/100
Web #f08714

Bright Purple
Pantone 2592 U 
CMYK 60/80/0/0
RGB 130/40/155
Web #9430b5

Yellow
Pantone 109 U 
CMYK 0/25/90/0
RGB 255/195/10
Web #FFC30A

Navy Blue
Pantone 280 U 
CMYK 90/75/20/5
RGB 45/70/130
Web #2D4682

Bright Blue
Pantone 2202 U 
CMYK 80/25/0/0
RGB 0/150/200
Web #00A3E0

SECONDARY COLOURS 
Highlight and 
complement the 
primary colour.

ACCENTS
Used in conjunction 
with our primary 
colours, to aid legibility 
and give greater 
contrast. 

OnSide Green
Pantone 354 U 
CMYK 80/0/80/0
RGB 0/165/95
Web #00a55f

Slate 
Pantone 5463 U 
CMYK 90/70/50/65
RGB 30/40/50
Web #1e2832

White 
CMYK 0/0/0/0
RGB 255/255/255
Web #FFFFFF
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TINTED COLOUR PALETTE 

You can use tints 
of our primary and 
secondary colours to 
highlight or pull out 
important information. 
They should be used 
minimally to add variety 
and visual interest 
to our materials. 
Please keep to the tint 
percentages shown here 
to maintain legibility 
and consistency.

50%

20%

100%

50%

20%

100%

50%

20%

100%

50%

20%

100%

50%

20%

100%

50%

20%

100%
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COLOUR COMBINATIONS 

The OnSide Green used for our logo 
should be a constant within our 
materials. It can be teamed up with 
one of our secondary colours, plus 
an accent colour as seen opposite. 

If you want to keep things simple it’s 
recommended to keep to our primary 
OnSide Green and its accent colour 
forest green. 

The chosen colour combination 
should then be applied throughout 
the material supported by colour 
tints.

Additional secondary colours can 
be used to differentiate between 
sections within a single document.

RECOMMENDED COLOUR PAIRINGS 

Primary colour 

Primary colour 

Accent colour 

Accent colour 
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USING OUR COLOURS

All our colours can 
be used for headings, 
highlighting important 
text, quotes, pull-out 
information and for 
elements such as our 
dotted line, icons and 
infographics. 

Once you’ve chosen 
your colours, please 
ensure you use them 
consistently. For 
example if you choose 
Navy blue for your 
sub-heading, all sub-
headings within that 
section or across the 
publication must use 
the same blue.

PULL-OUTS & QUOTES BOX OUT 

LARGE HEADING STATS AND FACTS

89%
FEEL MORE 
CONFIDENT 

The OnSide Network 
provides a supportive 
environment, 
continuous learning, 
shared knowledge and 
resources, enabling us 
to achieve excellence.”
Anthony Ashworth-Steen, 
CEO, Wigan Youth Zone

Magnis quos et dus 
nonsectioFerum et autempel 
molorio estin net lab ium 
dolori dionem aspersp 
erestium aut et pliberitate

Visit onsideyouthzones.org/

Magnis quos et dus 
nonsectioFerum et autempel 
molorio estin net lab ium 
dolori dionem aspersp 
erestium aut et pliberitate

Visit onsideyouthzones.org/

SUBHEADING SUBHEADING

EXAMPLE HEADINGS

EXAMPLE HEADINGS
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LEGIBILITY GUIDANCE

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

We’re OnSide. A national 
charity determined 
to make sure that all 
young people have the 
opportunity to shine.

01. To aid legibility, 
body copy should be 
used in slate and set to 
a minimum of 10pt on 
13pt leading and always 
left-aligned.

02. Avoid using 
secondary and accent 
colours for body copy. 
Coloured text should 
be used for headings, 
subheadings and 
quotes.

03. To maintain 
legibility, always make 
sure there’s a high 
level of contrast when 
placing text on coloured 
backgrounds.

01.  POINT SIZE AND LEADING EXAMPLES

03. TEXT CONTRAST EXAMPLES

02. COLOURED TEXT EXAMPLES

We’re OnSide. A national charity determined 
to make sure that all young people have the 
opportunity to shine.

We’re OnSide. A national charity determined 
to make sure that all young people have the 
opportunity to shine.

We’re OnSide. A national charity determined 
to make sure that all young people have the 
opportunity to shine.

We’re OnSide. A national charity determined 
to make sure that all young people have the 
opportunity to shine.

We’re OnSide. A national charity determined 
to make sure that all young people have the 
opportunity to shine.

We’re OnSide. A national charity 
determined to make sure that all young 
people have the opportunity to shine.
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Fira Sans light
Fira Sans light italic
Fira Sans regular
Fira Sans italic
Fira Sans Medium
Fira Sans Medium italic
Fira Sans Bold
Fira Sans Bold italic
Fira Sans Extra Bold
Fira Sans Extra Bold italic

abcdefghijklm 
nopqrstuvwxyz
ABCDEFGHIJKLM 
NOPQRSTUVWXYZ
&£%()?!@;’.-/
1234567890

OUR TYPEFACES

Our brand typeface is Fira Sans. 
This is a clear, contemporary font 
and comes in a variety of different 
weights. 

SYSTEM TYPEFACE

When Fira Sans is not available for 
internal communications we should 
use Trebuchet bold and regular as 
system fonts.

We should never use these typefaces 
for professionally designed and 
printed literature.

YOU CAN DOWNLOAD 
THESE HERE

abcdefghijklm 
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
&£%()?!@;’.-/
1234567890

abcdefghijklm 
nopqrstuvwxyz
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
&£%()?!@;’.-/
1234567890

https://fonts.google.com/specimen/Fira+Sans#standard-styles
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USING OUR 
TYPEFACES

HEADINGS 
Are in Fira Sans bold. Should always be in uppercase and set to optical.  
Can be used in any of our brand colours. 

SUBHEADINGS 
Are in Fira Sans semibold. Should always be in uppercase and set to optical. 
Can be used in any of our brand colours. 

Body copy / regular 
Is set in Fira Sans light or regular depending on what works best for the 
application. Should always be in sentence case and be left-aligned, and 
always be set in our text slate colour.  

Quotes 
Are set in Fira Sans italic, set to optical, left-aligned and set in any of our 
brand colours.

These are the recommended uses for 
our typeface, though this may vary 
depending on the communication.

Note: Heading and 
subheading can be set 
to ‘optical’ in Adobe 
InDesign. This is used in 
professionally designed 
materials, and can be 
ignored for internal 
documents.
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OUR PHOTOGRAPHIC STYLE

Photography is part of our overall visual identity. 
All images should be high quality. 

Our photography should reflect who we are, 
and be inspired by our strapline ‘Here for young 
people’ and tone of voice principles: positive, 
passionate and confident.

DOS
Please do:

 • Use real-life situations and natural environments.

 • Convey approachable and human scenes.

 • Show the excitement, passion and confidence 
our work creates. 

 • Always portray young people with respect.

 • Reflect the diversity of the communities we serve.

DONT’S
Please do not use: 

 • Poorly shot, out of focus, too dark, grainy or low 
resolution photography.

 • Shots that appear too staged or unnatural, or 
obvious stock shots. 

 • Anything that could be interpreted in a negative 
way, or shows young people in a bad light.

 • Over-cluttered crowd shots should be avoided 
for covers, posters banners.

GOOD EXAMPLES OF OUR PHOTOGRAPHY
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BRAND 
ELEMENTS
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SUPER GRAPHIC

Our super graphic 
background is based on 
the shooting star from 
our logo. It should be 
used in applications 
where we want to be 
bold and add vibrancy.
For example: pop-up 
banners, flags, a divider 
slide in a PowerPoint 
presentation, or the 
inside front cover of a 
report.

It can be extended 
but the angles should 
remain consistent. This 
can only be done in 
Adobe Illustrator.  
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SUPER GRAPHIC

 Scale up and down

 Should not be rotated 

A second adjusted version of the super 
graphic has been created for additional 
flexibility.

 Scale up and down

  This can be rotated and cropped 
into to best fit the application. 

ONSIDE SUPER GRAPHIC WITH STAR ONSIDE SUPER GRAPHIC WITHOUT STAROur OnSide star super 
graphic features the 
star from our logo at 
the centre of our vibrant 
colours. It should be the 
only place where all our 
colours come together.  
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SINGLE COLOUR 
SUPER GRAPHIC

ONSIDE SUPER GRAPHIC WITH STAR SINGLE COLOUR ONSIDE SUPER GRAPHIC WITHOUT STAR SINGLE COLOURFor applications where 
we want to tone down 
our colours, a more 
subtle single colour 
version can be used. 

 Scale up and down

 Should not be rotated 

A second adjusted version of the super 
graphic has been created.

 Scale up and down

  This can be rotated and cropped 
into to best fit the application. 
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USING OUR 
SUPER GRAPHIC
DOS
Examples of how it can be used:

01. Dividers in a document. 
02.  Background graphic for when we 

really want to stand out.
03.  A close up crop to limit the 

number of colours. These are 
also good to use as simple title 
screens.

04.  Cropped at an angle to create 
dynamic graphics. 

05.  Placed onto shapes. 
06.  With photography on covers, 

posters, banners.

02.

03.

06.

01.

05.

04.

onsideyouthzones.org

LARGE HEADING

LARGE 
HEADING

FIND OUT MORE 

HERE FOR
YOUNG 
PEOPLE

LARGE 
HEADING

LET US 
KNOW WHAT 
YOU THINK?
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ONSIDE STAR

Our OnSide star, taken from our logo, 
can be used to add a flash of colour 
and interest to our communications.

It is most effectively used subtly in 
the corner of a piece of collateral. 

The star should be scaled up to 
no bigger than half width of the 
application size, as shown in these 
examples. 

Can be scaled down from the maximum width to any size.

Half HalfHalf Half

25°

37°
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USING OUR ONSIDE STAR

02.

03.

06.

01.

05.

04.

onsideyouthzones.org

DOS
Examples of how it can be used: 

01.   Alongside our accent colours to 
make it shine.

02. With photography.
03. Flipped horizontally.  
04.  When placed on white or a pale 

background, the star can be 
filled with our Onside Green or 
secondary colours.

05.  In the corner of an application.  
06.  Alongside a panel to draw 

attention, in this example our 
web address.
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USING OUR ONSIDE STAR

02.

03.

06.

01.

05.

04.

DONT’S
Please do not: 

01. Rotate the star.
02. Redraw the star.
03.  Overuse the star – it should be 

used subtly in communications 
04.  Outline the star.  
05.  Scale the star up too big, 

or cropped off the edge. 
06.  Use along with our super graphic.
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BEVELLED CORNER 
AND DOTTED LINES

READ MOREFIND OUT MORE ABOUT TOM’S STORY

OMMOLUPTAS 
AUTAT XIM CON 
POREPERIBUS
conse sequam quia comni 
discidernam nusciistem 
cores ma voluptatiora

OMMOLUPTAS AUTAT 
XIM CON POREPERIBUS
conse sequam quia comni 
discidernam nusciistem 
cores ma voluptatiora 
Nonem doluptas si cuptiis 
re esto volent quis et ex.

HEADING EXAMPLE 
conse sequam quia comni discidernam nusciistem cores ma 
voluptatiora Fic tem veni res sitae litatias voloren diorpore nisitas.

 exerate ndiciisim fugitem debit abo. It voluptam ent, quiat rerio. 
Milit, ut quis si aperepellis rest intias sit. Conse sequam quia comni 
discidernam nusciistem cores ma voluptatiora Fic tem.

SUBHEADING HEADING EXAMPLE 

conse sequam quia comni discidernam nusciistem cores ma 
voluptatiora Fic tem veni res sitae litatias voloren diorpore nisitas 
exerate ndiciisim fugitem. Milit, ut quis si aperepellis rest intias sit, 
et, sus re vent dus. Aquam illaut et inis as molorep tatisqui occus, 
con res repe nulparc hilliquo excepediam conse ea perroresse 
expe verepellia sam quatiis as.

DOTTED LINES

Dotted lines can be used to 
distinguish different sections 
within a page. They can 
also be used to separate or 
highlight pull-out stats. 

It’s recommended to use our 
accent colours for dotted 
lines. 
 
To create the line we use a 
2pt stroke with dotted line 
(not Japanese dots)

BEVELLED CORNER 

We add a 2mm bevelled 
corner to panels and 
box outs. This softens 
our edges and helps 
give a more unique feel 
to communications. 

The style can also be 
carried through onto 
buttons.

89%
FEEL MORE 
CONFIDENT 

OF YOUNG PEOPLE SAY THEY 
NOW HAVE SOMEWHERE TO GO

92%

2mm

Box outs can bleed off the edge of 
communications  

Box out examples

Button examples
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IMAGE 
CONTAINERS
Our bevelled corner can also be 
used on image containers. 

Circle containers can be used 
to add variety. They are best 
suited for portraits and close 
up photography. 

CAPTION EXAMPLE

OMMOLUPTAS AUTAT XIM 
CON POREPERIBUS
conse sequam quia comni 
discidernam nusciistem cores 
ma voluptatiora
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ICONS

A bespoke icon style has been 
created to add visual interest and 
keep a consistent feel.  

All icons are supplied in our OnSide 
Green and white as default and 
available as Illustrator EPS files. 

The colour can be changed to any 
colour from our palette. This can only 
be done using Adobe Illustrator.

Designers are encouraged to add to 
this set over time. 

Activities 

People

General

Note: Icons are created 
in Adobe Illustrator 
using a 72pixel grid,
4pt stroke and corners 
set to bevel.
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PULL-OUT  
FACTS AND STATS

89%
FEEL MORE 
CONFIDENT 

89%
FEEL MORE 
CONFIDENT 

OF YOUNG PEOPLE SAY THEY 
NOW HAVE SOMEWHERE TO GO

90%
FEEL MORE  
ACTIVE 

92%

96%
said that their Youth Zone 
had made an impact on 
supporting them achieve 
their objectives

200
YOUNG PEOPLE 
MENTORED 
PER MONTH

Our icons can be used to illustrate 
facts and stats. Here are a few 
examples. 



OnSide Visual Brand Guidelines 39

20%

21%

59%

Agree

0

10

20

30

40

50

60

70

80

54

72

52

72

PARENTS’ VIEW ON WHETHER CHILD IS GETTING
ON BETTER WITH FAMILY SINCE JOINING YOUTH ZONE

EDUCATIONAL OUTCOMES SINCE
JOINING YOUTH ZONE

Neither agree
nor disagree

Strongly
agree

Less likely
to miss

school/college

Work harder at
school/college

Enjoy school/
college more

Get better
marks in class

INFOGRAPHICS

Here we can see examples of how 
infographics should look. They 
should be clear and simple to 
understand. 
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STRUCTURE
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DOCUMENT
LONGER HEADING  
At harciatem facipsunte quatem
aut reptiure nonet quae

onsideyouthzones.org

DOCUMENT
LONGER HEADING  
At harciatem facipsunte quatem
aut reptiure nonet quae

onsideyouthzones.org

A4 COVER EXAMPLE 
BREAKDOWN

Margins 15mm

Where 
possible we 
should use 
our images 
large 

Document 
heading
Fira Sans Bold 
Upper case
55pt over 50pt 

Subheadings
Fira Sans Semi Bold 
17pt over 20pt

10°angle

Website

Margins 70mm
Here you can see our 
basic cover structure, 
allowing images to 
be used big and 
giving enough clear 
space for headings 
whilst keeping a 
consistent look.

The composition can be flipped with images at the top. When 
doing this, make sure the logo contrasts with the image 
beneath. 
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onsideyouthzones.org

DOCUMENT
HEADING  
At harciatem facipsunte quatem 
aut reptiure nonet quae

DOCUMENT
LONGER HEADING  

onsideyouthzones.org

At harciatem facipsunte quatem 
aut reptiure nonet quae

At harciatem facipsunte quatem 
aut reptiure nonet quae

onsideyouthzones.org

DOCUMENT
HEADING  

A4 COVER EXAMPLES 
WITH SUPER GRAPHIC

Here are some examples of how the super 
graphic can be incorporated on covers.

Or if we want to tone it down, but keep the 
dynamism, we can use the single colour 
version. 

It can be used to add colour and an extra 
layer of to energy and excitement to our 
communications. 

Or simply used as a bold cover graphic where 
photography is unavailable or not required. 
Great for reports and internal documents.   
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This page 
illustrates some 
basic typographic 
principles and 
the hierarchy of 
information. This is 
just a guide of how 
to use our typefaces 
and is flexible 
depending on what 
material is being 
designed.

Fugit ut lab inusant aut oditissimin nissimusae 
receatur acest, sandam, offi ciis sequat eatem 
explation nis cum laborehenis acessit laut quia 
veles excerum reicit vella volutem peditatur? 
Exces aut mo offi ci to blanimporia volore vel 
ilit andictota nus in prem re nonse voluptate 
doluptur acessequi odi de ventia doluptam nobis 
ra que venes mi, volor se del is consecum velenia 
nietur adigendest arum fugit venitatur acidebis 

doloren imustorepel ea sinis mo dolut inihill 
audandebis etus, inctia pliquia quis moloribus 
maios quam alicae et in etur aut prores as earcid 
et as moluptatur repe perio eos minto od mo 
quidus dolut et magnates resto consendisti 
inctuscit, est, con conem estendi ullanimpor 
apienim oluptur rerum estotat urepudis dolupta 
pliquae vendit mollabo. Nam ius doluptae 
minctiuria arum voluptis eaque voluptati derum 
rat vendit mollabo. Nam.

Pa corerum ad exeraessit ulpa conecatet pro imet 
pra asi dolorem aut qui duntur se id ut quam 
quateceat quisciu santemquia est, offi cium la 
Pudaes simil ius, quiae vendi rem quae vellabor 
alit qui del inulpa incidebis etum utem et 
fugias arum ilitia pore aut ut erchillendi autem 
si ut dolo cores consent vit aut inust, utempor 
rehenisque magnam et omniendit eos dolutas 
dipsum qui sit qui que nihilisimus, endi ducienim 
il istent.

 • Em Nam es quaectatese volorae vellumqui 
odi solum ligent fugias non conserchicit officil 
luptate mporroria doluptios sectemque 

 • Orendae cor simus atustiis inusapi ssectem ut 
eturesciet ipsante ipsum alitius anducipsamet 
quia vere eata porposam que

 • Fugias arum ilitia pore aut ut erchillendi autem 
si ut dolo cores consent vit aut inust, utempor

HEADING HEADING
HEADING HEADING
Borissit ratiatur, optatiis aut dolupta voloratquas etus mossinu 
lleserrum que praera dolent aut la dit, to delliquis dolupta 
voluptae poreper ibeaquos audiae num faceper ionseque a volut 
volorem saectaes aliquiae sim enit est eosapit eati optatem.

SUBHEADING 

Uptati doleste sae num ant labora pre 
nonsecatiusa as dempor molles eos nulluptius 
eum repelis autem. Nam cusam eost, et omnis 
et harunti nctotat autenis tiscimin con parum 
lantiam voluptas esti occatur? Sequide ne et 
excestr umquam ipis in resse omnihil maio 
maximin pelest exernatia quas resequi sus 
ad moluptae rere, inulles dus sitaesti offi ciur? 
Untoreh enimodi ut alignimene que sinulpa 
doles quatur, a volorer ferume nis il mod quos 
et lantium ut ipistis il ipsaperitem et vendanis 
doluptat verferrorera dolupta tempell uptat.

SUBHEADING 
Uptati doleste sae num ant labora pre 
nonsecatiusa as dempor molles eos nulluptius 
eum repelis autem. Nam cusam eost, et omnis 
et harunti nctotat autenis tiscimin con parum 
lantiam voluptas esti occatur? Sequide ne et 
excestr umquam ipis in resse omnihil maio 
maximin pelest exernatia quas resequi sus 
ad moluptae rere, inulles dus sitaesti offi ciur? 
Untoreh enimodi ut alignimene que sinulpa 
doles quatur, a volorer ferume nis il mod quos 
et lantium ut ipistis il ipsaperitem et vendanis 
doluptat verferrorera dolupta tempell uptat.

Iciande mporendam ea volorat ibusdam, et 
offi cil labore cus, adignatque volore volendiciam 
aut ut et ma eris quate ratur, que rem volenim 
enduciis este nullestotate est volupti aerrum 
facerum aborepr atemqui qui cus rerum que cus 
ad ma dit aut quis serunt lat excepereptae est, 
simus maximus cienias dollectati sint assitati 
odipsa venihil invenditibus earcienti omnisti 
nctecae porem voluptatur siti alit optatemporum 
consediorio moditi odi omnimilis eos debitam 
faceprendam, sitinveribus porepre voluptate 
plaut res etur aliquas sunt et quam, senis quis 
dolorunt, qui te idit, acepe corit eaqui dolupid 
ucipsant maio. Magnamus, conem sa aut fugiam 
con restiur?

moditi odi omnimilis eos debitam faceprendam, 
sitinveribus porepre volupta.

SUBHEADING 
Iciande mporendam ea volorat ibusdam, et offi cil 
labore cus, adignatque volore volendiciam aut ut 
et ma eris quate ratur, que rem volenim enduciis 
este nullestotate est volupti aerrum facerum 
aborepr atemqui qui cus rerum que cus ad ma 
dit aut quis serunt lat excepereptae est, simus 
maximus cienias dollectati sint assitati odipsa 
venihil invenditibus earcienti omnisti 

nctecae porem voluptatur siti alit optatemporum 
consediorio moditi odi omnimilis eos debitam 
faceprendam, sitinveribus porepre voluptate 
plaut res etur aliquas sunt et quam, senis quis 
dolorunt, qui te idit, acepe corit eaqui dolupid 
ucipsant maio. Magnamus, conem sa aut fugiam 
con restiur?faceprendam, sitinveribus porepre 
voluptate plaut res etur aliqu.

Quote santemquia est, 
offi cium la Pudaes 
simil ius, quiae vendi 
rem quae vellabo”
Tyler, age 14

3

Break out 
box

Coloured bullet 
points

Page number

Standfirst 
Fira Sans SemiBold 
14pt over 17pt

Sub heading 
Fira Sans SemiBold 
uppercase 
13pt over 16pt

Body copy
Fira Sans light
11pt over 14pt

Section colour

Heading 
Fira Sans Bold 
Upper case  
38pt over 38pt

A4 SPREAD EXAMPLE 
BREAKDOWN

Quotes 
Fira Sans italic 
16pt over 19pt
set to optical 

Large quote 
mark 90pt 
Medium italic

Attribute
Fira Sans 
medium
11pt over 14

The below example is created using  
an 8 column grid. Margins: 17mm
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Fugit ut lab inusant aut oditissimin nissimusae 
receatur acest, sandam, offi ciis sequat eatem 
explation nis cum laborehenis acessit laut quia 
veles excerum reicit vella volutem peditatur? 
Exces aut mo offi ci to blanimporia volore vel 
ilit andictota nus in prem re nonse voluptate 
doluptur acessequi odi de ventia doluptam nobis 
ra que venes mi, volor se del is consecum velenia 
nietur adigendest arum fugit venitatur acidebis 

doloren imustorepel ea sinis mo dolut inihill 
audandebis etus, inctia pliquia quis moloribus 
maios quam alicae et in etur aut prores as earcid 
et as moluptatur repe perio eos minto od mo 
quidus dolut et magnates resto consendisti 
inctuscit, est, con conem estendi ullanimpor 
apienim oluptur rerum estotat urepudis dolupta 
pliquae vendit mollabo. Nam ius doluptae 
minctiuria arum voluptis eaque voluptati derum 
rat vendit mollabo. Nam.

Pa corerum ad exeraessit ulpa conecatet pro imet 
pra asi dolorem aut qui duntur se id ut quam 
quateceat quisciu santemquia est, offi cium la 
Pudaes simil ius, quiae vendi rem quae vellabor 
alit qui del inulpa incidebis etum utem et.

HEADING HEADING
HEADING HEADING
Borissit ratiatur, optatiis aut dolupta voloratquas etus mossinu 
lleserrum que praera dolent aut la dit, to delliquis dolupta 
voluptae poreper ibeaquos audiae num faceper ionseque a volut 
volorem saectaes aliquiae sim enit est eosapit eati optatem.

Pudaes simil ius, quiae vendi rem quae vellabor alit 
qui del inulpa incidebis etum utem et.

SUBHEADING 
Uptati doleste sae num ant labora pre 
nonsecatiusa as dempor molles eos nulluptius 
eum repelis autem. Nam cusam eost, et omnis 
et harunti nctotat autenis tiscimin con parum 
lantiam voluptas esti occatur? Sequide ne et 
excestr umquam ipis in resse omnihil maio 
maximin pelest exernatia quas resequi sus 
ad moluptae rere, inulles dus sitaesti offi ciur? 
Untoreh enimodi ut alignimene que sinulpa 
doles quatur, a volorer ferume nis il mod quos 
et lantium ut ipistis il ipsaperitem et vendanis 
doluptat verferrorera dolupta tempell uptat.

Iciande mporendam ea volorat ibusdam, et 
offi cil labore cus, adignatque volore volendiciam 
aut ut et ma eris quate ratur, que rem volenim 
enduciis este nullestotate est volupti aerrum 
facerum aborepr atemqui qui cus rerum que cus 
ad ma dit aut quis serunt lat excepereptae est, 
simus maximus cienias dollectati sint assitati 
odipsa venihil invenditibus earcienti omnisti 
nctecae porem voluptatur siti alit optatemporum 
consediorio moditi odi omnimilis eos debitam 
faceprendam, sitinveribus porepre voluptate 
plaut res etur aliquas sunt et quam, senis quis 
dolorunt, qui te idit, acepe corit eaqui dolupid 
ucipsant maio. Magnamus, conem sa aut fugiam 
con restiur?

SUBHEADING  SUBHEADING
Uptati doleste sae num ant labora pre nonsecatiusa as 
dempor molles eos nulluptius eum repelis autem. Nam cusam 
eost, et omnis et harunti nctotat autenis tiscimin con parum 
lantiam voluptas esti occatur? Sequide ne et excestr umquam 
ipis in 

resse omnihil maio maximin pelest exernatia quas resequi 
sus ad moluptae rere, inulles dus sitaesti offi ciur? Untoreh 
enimodi ut alignimene que sinulpa doles quatur, a volorer 
ferume nis il mod quos et lantium ut ipistis il ipsaperitem et 
vendanis doluptat verferrorera dolupta tempell.

resse omnihil maio maximin pelest exernatia quas resequi 
sus ad moluptae rere, inulles dus sitaesti offi ciur? Untoreh 
enimodi ut alignimene que sinulpa doles quatur, a volorer

ferume nis il mod quos et lantium ut ipistis il ipsaperitem et 
vendanis doluptat verferrorera dolupta tempell.
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20%

21%

59%

IL LABORE CUS, 
ADIGNATQUE VOLORE 

89%
FEEL MORE
CONFIDENT 

OF YOUNG PEOPLE SAY THEY 
NOW HAVE SOMEWHERE TO GO

90%
FEEL MORE 
ACTIVE 

 Inulpa doles quaturi
 Que sinulpa doles quatur
 mod quos et lantium ut ipistis

92%

Image is allowed 
to bleed off edge 
of page

Images should be 
used large where 
possible

A4 SPREAD EXAMPLE 
BREAKDOWN

Colour

It’s recommended 
to keep colours to 
a minimum within 
a publication. The 
example here shows 
our secondary blue with 
Navy blue accent.

However, different 
colours can be used to 
differentiate between 
sections within a single 
document.

Colour can be 
used to break 
up a spread

Graphs should follow 
the colour theme of 
the sections 

Image caption
Fira Sans regular
9pt over 12pt

Pull-out stats 
can be used 
alongside 
our icons to 
add visual 
interest 

Dotted lines 
can be used 
to distinguish 
different 
sections 
within a page. 
They can also 
be used to 
separate or 
highlight pull-
out stats.

Stroke set to 
dotted 2pt 
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A4 BROCHURE COVER 
COVER EXAMPLES

HOW TO
GET INVOLVED
At harciatem facipsunte quatem 
aut reptiure nonet quae

onsideyouthzones.org

OUR YOUTH 
ZONES 
At harciatem facipsunte quatem 
aut reptiure nonet quae

onsideyouthzones.org

DOCUMENT
LONGER HEADING  
At harciatem facipsunte quatem 
aut reptiure nonet quae

onsideyouthzones.org
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WEBSITE EXAMPLE

About
OnSide

Youth
Projects

Local Community 
Partnerships

Our
Impact

Our Youth
Zones

Get
OnSide DONATE

IT’S ABOUT 
OPPORTUNITY.
Potential is everywhere. But while some young 
people get every opportunity to explore theirs, 
others don’t.

 We’re OnSide, a national charity determined 
to make sure that all young people have the 
opportunity to shine.  The chance to discover 
their passion and their purpose.  

We fund, build,  launch and support a network 
of state-of-the-art, multimillion-pound Youth 
Zones in the UK’s most disadvantaged areas. 
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ACTIVITIES PER EVENING 
IN EACH YOUTH ZONE  

22+

200
OVER

YOUNG PEOPLE 
MENTORED 
PER MONTH

CALLING 
ALL YOUNG 
PEOPLE IN 

WARRINGTON

CLIMBING TO 
NEW HEIGHTS

SOCIAL MEDIA 
EXAMPLES

30 mins

You, John Smith and 7 others

Like Comment Share

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 

OnSide

OF MEMBERS 
FEEL MORE 
CONFIDENT 

89%



OnSide Visual Brand Guidelines 49

POWERPOINT SLIDE 
EXAMPLES

PRESENTATION TITLE
Optional secondary information

DIVIDER SLIDE TITLE
Optional secondary information

RUPTA QUAM ETLAB INIMET
ESTRUM INCTOTA 

Restiusdae. Itatus, optae comnit eicit 
ipsum rectur sumquam quas doluptis 
eaquapere consendi ius, sequibus. 
Maionem dolupit, simporistet am se 
nonestia vitatur erendio est, offi ci 
tet atecte dent, ommod quunti des 
moloreceat.

RUPTA QUAM ETLAB INIMET
ESTRUM INCTOTA 

speraest omnit ut eaquiam utemodi psandus mi, 
cullo dollab illaudam, offi cipsanda aut ma sam, 
conse nit velles seque prectur assimusdae est, niti 
blanit eicia quid que periorio ipid ut mos poriand 
anihillecae cum ium nis del et de nosant.

Berunt et explitatur resciment utemodi res nus de si 
omnis es apedit iliquo ea nulparion prem ea assequi 
busandis maximin tiatur? Icab iuntur, omnietur 
restiusdae. Itatus, optae comnit eicit ipsum rectur 
sumquam quas doluptis eaquapere consendi ius, 
sequibus. Maionem dolupit, simporistet am se 
nonestia vitatur erendio est, offi ci tet atecte dent, 
ommod quunti des moloreceat.

RUPTA QUAM ETLAB INIMET
ESTRUM INCTOTA 

speraest omnit ut eaquiam utemodi psandus mi, 
cullo dollab illaudam, offi cipsanda aut ma sam, 
conse nit velles seque prectur assimusdae est, niti 
blanit eicia quid que periorio ipid ut mos poriand 
anihillecae cum ium nis del et de nosant.

Berunt et explitatur resciment utemodi res omnis 
es apedit iliquo ea nulparion prem ea assequi 
busandis maximin tiatur? Icab iuntur, omnietur

Restiusdae. Itatus, optae comnit eicit ipsum rectur 
sumquam quas doluptis eaquapere consendi ius, 
sequibus. Maionem dolupit, simporistet am se 
nonestia vitatur erendio est, offi ci tet atecte dent, 
ommod quunti des moloreceat.

RUPTA QUAM ETLAB INIMET
ESTRUM INCTOTA 

speraest omnit ut eaquiam utemodi psandus mi, 
cullo dollab illaudam, offi cipsanda aut ma sam, 
conse nit velles seque prectur assimusdae est, niti 
blanit eicia quid que periorio ipid ut mos poriand 
anihillecae cum ium nis del et de nosant.

Berunt et explitatur resciment utemodi res omnis 
es apedit iliquo ea nulparion prem ea assequi 
busandis maximin tiatur? Icab iuntur, omnietur

Restiusdae. Itatus, optae comnit eicit ipsum rectur 
sumquam quas doluptis eaquapere consendi ius, 
sequibus. Maionem dolupit, simporistet am se 
nonestia vitatur erendio est, offi ci tet atecte dent, 
ommod quunti des moloreceat.
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Get better
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BUSINESS CARD EXAMPLE 

SUSAN SMITH
Job title 

T: 01204 362128
E: Susan.Smith@onsideyouthzones.org
W: onsideyouthzones.org

OnSide 
Atria
Spa Road
Bolton
BL1 4AG
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POP-UP BANNER
EXAMPLES

HERE 
FOR 
YOUNG 
PEOPLE
Ost autet id qui ut essuscit id et 
volore pratatem derum rectaturis 
nones sum se nobis corehendicim 
qui sunt aut est, omnis ducius acim 
repudam, unti alique pore, cus.

onsideyouthzones.org

HERE 
FOR 
YOUNG 
PEOPLE
Ost autet id qui ut essuscit id et 
volore pratatem derum rectaturis 
nones sum se nobis corehendicim 
qui sunt aut est, omnis ducius acim 
repudam, unti alique pore, cus.

onsideyouthzones.org
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THANK 
YOU


