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Introduction to the Ouse Washes brand

“A brand is a person’s gut feeling about a product, 
service, or organisation.” 
Marty Neumeier -The Brand Gap

It is a lot more than just a logo or a brochure or a website. It’s the emotional 
connection an organisation has with its audience. It speaks to your mind and heart.

The Ouse Washes brand creates a recognisable identity to the Ouse Washes Landscape 
Partnership Scheme.

The aims of the scheme:

•	 Understanding the role of the washlands

•	 Promoting the area as a visitor destination

•	 Involving communities in maintain the landscape

•	 Providing training in conservation and heritage
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Our logo

The thinking behind the logo

The	first	impression	an	organisation	makes	is	very	often	a	visual	one	and	a	logo	is	an	important	element	
in	influencing	that	impression.	Logos	are	the	visual	representation	of	your	brand.	They	let	your	customer	
quickly identify you and provide a shortcut to the brand for your mind.

This	logo	focuses	on	the	flatness	of	the	landscape	and	wet	grassland	and	is	emphasised	by	the	flat	
design and complimentary colour use based on the Landscape Character Assessment. 

A circle contains the landscape and represents a “0” whilst the 2 meeting rivers allow you to see a “W”. 
We’ve brought in silhouettes of birds to highlight the area’s international importance for the large 
populations of birds which feed on it in winter. 

Typography	has	been	kept	simple	for	maximum	legibility	and	finally	the	logo	is	finished	off	with	the	apt	
strap “The Heart of the Fens”.

The primary version

The proper and consistent use of the logo is essential in order to ensure that the identity is effective and 
maintains recognition.

Any deviation from these standards can weaken the impact and acceptance of the brand.

This is the Primary logo and should be used whenever possible in full colour. It should only appear on 
white or very light backgrounds. 
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Logo variations

The logo can appear as monotone – in 4 options as demonstrated. We’ve allowed this in case of 
monotone press ads, invoices or when allowing for a cheap 1 colour printing option. The logo must never 
be reversed out onto black.

A landscape version of the logo is available to use where applicable

Pantone 7474 UP Pantone 752 UP Pantone 377 UP one colour black



7

Exclusions

To ensure the logo is always used to maximum visibility, other text, images or graphics should not be 
placed inside the clear marked area - calculated as full height of the letter ‘O’ top, bottom, left and right 
of the logo.

The inner white area indicates Clear Space.  
This area must be kept free of other elements.

Blue padding indicates the Safe Zone; this is an area 
where other elements can be positioned safely without 
encroaching on the logos clear space
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Scaling & Sizing

Enlarging or reducing of the logo should be made in the same proportion as the preferred logo style as 
shown previously. The logo must not be distorted or manipulated at any time.

To achieve a suitable minimum size the logo can appear without the strap “The Heart of the Fens”. The 
composition of the logo however must always stay the same.

38mm

20mm

Minimal logo size 
with strapline

Minimal logo size 
without strapline
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What not to do

These are examples in which the logo is used incorrectly.

These guidelines should be followed to ensure these do not happen.

The logo must never be used as anything other than previously shown. 

Never produce logo and 
background in any other 

colours	than	those	specified.

Never change the size or 
position relationship of our 

symbol and full name.

Never distort the logo. Never place primary logo  
over imagery.

Ouse Washes
The Heart of the Fens
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The colour palette
Make sure that you only ever use the assigned colours from the colour palette. Please do not use 
software to convert colour from Pantone to CMYK.
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C: 53
M: 0
Y: 33
K: 0

R: 116
G: 201
B: 186

C: 31
M: 31
Y: 69
K: 12

R: 164
G: 150
B: 95

Pantone 
570 UP

Pantone 
7503 UP

C: 82
M: 0
Y: 92
K: 0

R: 0
G: 176
B: 87

C: 81
M: 13
Y: 51
K: 11

R: 0
G: 148
B: 133

C: 23
M: 32
Y: 30
K: 0

R: 196
G: 170
B: 164

Pantone 
355 UP

Pantone 
562 UP

Primary / Logo colours 

Secondary complimentary colours

C: 86
M: 10
Y: 33
K: 10

R: 68
G: 137
B: 147

C: 97
M: 0
Y: 66
K: 0

R: 0
G: 169
B: 132

C: 16
M: 9
Y: 45
K: 21

R: 177
G: 176
B: 131

Pantone 
7474 UP

Pantone 
334 UP

Pantone 
452 UP

Pantone 
377 UP

C: 60
M: 27
Y: 96
K: 8 

R: 113
G: 143
B: 63
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Typography 
The chosen fonts have been selected to compliment the Ouse Washes brand ideals.

Din - This font is available in many different weights and should be used for headlines and subheadlines.

PT Sans - This is the main body font and should be used for all literature. This font is web compatible, if 
this font can not be used then Arial should be the alternative font.
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Din Light

ABcdefGhijklMNOpqrsTuvWxyz 123456789 
abcdefghijklmnopqrstuvwxyz 123456789
Din Bold

aBCdEfghIjkLmnOPqrSTuvWxyz 123456789 
abcdefghijklmnopqrstuvwxyz 123456789
PT Sans

ABCDEFGHIjKLMNOPqRSTUvWxYZ 123456789 
abcdefghijklmnopqrstuvwxyz 123456789
PT Sans Bold

abcdefghijklMnopqrstuvwxyz 123456789 
abcdefghijklmnopqrstuvwxyz 123456789

Note:

For all internal documents 
that are created on PC’s 
like: PowerPoint, Word, 
Excel, Outlook use..

headers: Tahoma 
sub header: Calibri



14

Possible collateral styles 
A visual of possible collateral elements and how they could look



15



16

Lead contact:  Richard Astle

Telephone: 01733 207340

Email:  Richard@athene-communications.co.uk

SPEEd 

the old dairy, elton, peterborough, pe8 6sq 

Tel:  01832 280032
Email:  mail@speed-net.co.uk
Website: www.speed-net.co.uk

athene Communucations Ltd

25 priestgate, peterborough, pe1 1jl 

Tel:  01733 207340
Email:  admin@athene-communications.co.uk
Website: www.athene-communications.co.uk

Created in partnership by athene 
Communications and Speed


