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About us

Our vision
To work in partnership with our clients, helping them to 
build better workplaces, and better businesses.

We value
Creating a vibrant workplace for our employees.
Delivering a service that is organised and effective.
Sharing our business savvy and expertise.
Always being authentic.
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Primary logo on white (paper) background.

Logo
Primary logo
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The primary logo should, wherever possible be used.

To reinforce our identity and aid recognition, ink blue is the recognised corporate colour. Usage of the 
primary logo should adhere to the guidelines specific in this document and the logo must never be 
reproduced or altered in any way.

Logo
Primary logo

Primary logo on a white/light background Primary logo on a black/dark background Primary logo in greyscale
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Primary logo with sub brands

The sub brands must always appear with the primary logo.

Logo
Sub brands

EMPLOYEE BENEFITS AUTO ENROLMENTHR
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Strapline is

This strapline never appears on its own and must never be reproduced or altered in any way.

Logo
Strapline
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Space is important for a logo to stand out correctly without interference on any collateral and documents, both in print 
and on the web.

As shown in the example above, use the triangle as a guide for the exclusion zone.  

The logo is designed as a vector graphic, which means it can be ultimately scaled to any size without pixelation. 

Logo
Primary logo spacing
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HR

 

Logo
Sub brand spacing

The same spacing should be applied to the sub brands.
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Colour palette
Primary

CMYK (%)		  RGB 

C	 0		  R	 87
M	 0		  G	 87
Y	 0		  B	 86
K	 80

Hex (#)  575756

CMYK (%)		  RGB 

C	 100		  R	 35
M	 85		  G	 57
Y	 45		  B	 95
K	 10

Hex (#)  23395f

CMYK (%)		  RGB 

C	 0		  R	 0
M	 0		  G	 0
Y	 0		  B	 0
K	 100

Hex (#) 000000

Dark Blue Grey Black
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Colour palette
Secondary

PANTONE® 5493 C PANTONE® 3005 C PANTONE® 3395 C

HR EMPLOYEE BENEFITS AUTO ENROLMENT

PANTONE® 5493 C PANTONE® 3005 C PANTONE® 3395 C

HR EMPLOYEE BENEFITS AUTO ENROLMENT

PANTONE® 5493 C PANTONE® 3005 C

Suggested colour palette for future sub brands

PANTONE® 3005 CPANTONE® 3125 C PANTONE® 229 C PANTONE® 144 C

CMYK (%)		  RGB 

C	 54.59		  R	 127
M	 21.2		  G	 168
Y	 29.8		  B	 173
K	 3.36

Hex (#)  23395F

CMYK (%)		  RGB 

C	 100		  R	 0
M	 40.19		  G	 117
Y	 0		  B	 201
K	 0.06

Hex (#)  0075C9

CMYK (%)		  RGB 

C	 82.01		  R	 0
M	 0		  G	 193
Y	 60.41		  B	 139
K	 0

Hex (#) 00C18C
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Headings, straplines and body copy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
0123456789
Calibri Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
0123456789
Calibri Bold italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 

0123456789

Calibri Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
0123456789
Calibri Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
0123456789
Calibri italic

Typography
Typography plays a key role in brand recognition. Each typographic character has its own personality which can be associated to the brand. It is 
therefore very important to use these characters in all advertising and commercial documents.
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Tone of Voice
Statements and word banks

The INK brand is made up of more than just visual elements. The way in which we write and speak to our 
customers, what we say and how we say it, is just as important as our logo. This is our tone of voice, and it 
brings the brand idea to life in a way that is distinctly ours.

INK’s tone of voice is formed by the brand essence: ‘better at work’.  
Whenever people see something from INK it should add credibility to that essence, whether it is a web banner seen 
online or a sales letter addressed to only one client.

This section introduces INK’s tone of voice and gives guidance on how to put it into practice, both for external agencies 
and for INK employees who have to write as part of their jobs.

Clear
INK is understandable. INK makes sense of the complex and delivers clear recommendations, conclusions and advice. We 
keep business jargon to a minimum. The clarity of our communication also incurs confidence in our capability.

Vibrant
The way we communicate is positive and up beat. We avoid negatives. We are confident and can do.

Organised
INK is committed to delivering high-quality services. Our effective methods take work out of our clients’ hands, freeing up 
precious time. We keep up to date with legislation and work our way effectively towards deadlines, ensuring our clients 
are kept informed of the issues that affect their business in a timely and relevant manner.  Always.

ruth.johnson
Sticky Note
'incurs confdence'??

ruth.johnson
Sticky Note
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Expert
In an environment of constantly changing rules and regulations, INK is confident and expresses an informed point of view. 
In a world overflowing with information but lacking in interpretation, we speak our minds. We know the facts, know their 
implications, have a view on the future and what happened in the past. But we are not passive holders of knowledge: we 
use it to forge new ideas and approaches.

Authentic
INK is personable and responsive. INK is grounded, never superficial, and always authentic. We use our knowledge nd 
experience to illuminate debate and decisions. We are interested in people and in making work a better place.

Wordbank
Dynamic, Expertise, Personal, Clear, Precise, Confident, Timely, Relevant, Delight

Here’s how:
Expressing an informed point of view
Using personal, dynamic, energetic language
Bringing clarity to a subject
Looking outward, not inward
Editing expertly to ensure precision
Short sentences



14 | ink brand guidelines

We are interested in PEOPLE and making work BETTER.

We are interested in PEOPLE and making work BETTER.

Corporate stationery

A4 Letterheads (297mm x 210mm)

 t: 01858 414252    m: 07850 182199    e: hello@inkgroup.co.uk   www.inkgroup.co.uk

Harborough Innovation Centre, Airfield Business Park, Market Harborough, Leicestershire, LE16 7WB

Ink Employee Benefits Limited is authorised and regulated by the Financial Conduct Authority (609071)

 t: 01858 414252    m: 07850 182199    e: hello@inkgroup.co.uk   www.inkgroup.co.uk

Harborough Innovation Centre, Airfield Business Park, Market Harborough, Leicestershire, LE16 7WB

Ink Employee Benefits Limited is authorised and regulated by the Financial Conduct Authority (609071)

HR
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The layout for corporate literature should be consistent. 
 
Format, font, character size and the position of the various elements and 
their proportions must be rigorously observed.

Business card 
(85mm x 55mm)

Ruth Johnson
Director
Ink HR

 t: 01858 414252   m: 07850 182199
e: ruth.johnson@inkgroup.co.uk

Harborough Innovation Centre 
Airfield Business Park 

Market Harboroug 
Leicestershire 

LE16 7WB

www.inkgroup.co.uk

Harborough Innovation Centre 
Airfield Business Park 

Market Harboroug 
Leicestershire 

LE16 7WB

www.inkgroup.co.uk

William Johnson
Director

Ink Employee Benefits

 t: 01858 414252   m: 07850 182199
e: william.johnson@inkgroup.co.uk
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Ro temquas experia veruptatur alique 
voluptae venihit aspera pa iumquod 
igenias dolor am, illab illaut a sit volorem 
vitaque odi serum fuga. 

nobis excerore
Adisciati num fugit remporum enem sin 
pro in esendic temporem. Nam quam 
nobis excerore estota quid et as est 
labor sitaquid evereiume laceari orrovit 
doluptae pro toIllaborae. Rios as volum 
facidit debis doloreperae consequae 
maio offictur saepero estias assedipiti 
dolupta dolorem auta quunderum si sae 
voluptae reicia dustios aperferum autat.
Rae volo dicilias re nam ut anditaquae 
nonsendus et recum es experum 
faceatur arum recta sitetus coria volor 
simus dolluptaquam nonserciis andiciet 
aliaepe ritiisto doluptat voluptios 
volenis magnimus dolupta spicatis 
erorem eniendunt id eiuribeaqui 
cumetur, net dolectusanda dolecab 
orerro cus eumque odi rem fuga. Sus 
et as nis aditem fugiate mollent accus 
quo corposae eserum fugit magnist, 
voluptae necti doles et, qui doluptatia 
di rest, iliquas iminctum qui ideliquis 
conseque coreium.
percit la cuptur atem natiorum, etures 
arum la parum anisit  veliasped quae 
reste non cus, nullis 

ustios aperferum autat.
Rae volo dicilias re nam ut anditaquae 
nonsendus et recum es experum 
faceatur arum recta sitetus coria volor 
simus dolluptaquam nonserciis andiciet 
aliaepe ritiisto doluptat voluptios volenis 
magnimus dolupta spicatis 

erorem eniendunt id eiuribeaqui 
cumetur, net dolectusanda dolecab 
orerro cus eumque odi rem fuga. Sus 
et as nis aditem fugiate mollent accus 
quo corposae eserum fugit magnist, 
odi odipidus accust aut quiberiorem 
ra voluptae ne

ipitatis res quiatium volupti ullabor 
ernatib usanti temodit dis e eserum 
fugit magnist, odi odipidus accust aut 
quiberiorem ra voluptae necti doles et, 
qui doluptatia di rest, iliquas imi.

Brochure layouts

 
Format, font, character size and the position of the various elements and 
their proportions must be rigorously observed.

Corporate colours can be used for introduction pages or to highight product 
images.

About us

DescriptionQuias venditPictur 
as apeles doluptatibus re eum 
aspedip iendis millis doluptatum ut 
as estion natur, coribea qui quo tecto 
et inihic torepuda endit, o

Eum aspedip iendis millis doluptatum ut 
as estion natur, coribea qui quo tecto et 
inihic torepuda, eum aspedip iendis millis 
doluptatum ut as estion natur, coribea qui 
quo tecto et inihic torepuda.

1

Introduction page example Inside page examples

2

Magnis adiat. Vid qui opta dolest, numquidi 
repuditate et offic tectiis quunt doluptatur sundi 
consequam fugia commolent.

Xerum es derit poreictur, nobit, con nulpa net, 
ut ut vendiorum venis doluptatur sequia quide 
non nempori oreratem nonsequis qui deraturia 
dolore ea plaNon pra quam re accaborem 
ercimag natibusdant ut vendigenis et la 
dolorporisto volore doloris num eos quos ad 
quam ium dest, quam dolorepudae. 

Nem suntur? Am in percium solupta tureicipsam 
aped quaes de perovid ut qui consera voluptatet 
dolenia voluptam laboriat voluptat.
Del minum ant min eatur, te laut maximin 
ciatem qui blabo. Neque poribus cipsaecab 
imustem hil ius, soluptatem natur, omnitempor 
abo. Nam ut quas eaquas doluptatia posam, 
comnis etus nitaquatet eossinihil et quia volore 
pliqui nonesti aspelit aquasim inciditiis etur? 

Quidusc ilibus vel invenim oleceat apid quos et 
omnimin netus.
Il moluptam quo temporum quia qui doluptur 
simporumet untorepro omnit eossed est 
liscillupta sunt et, sa deni non porenihil et 
veniministo idit hillaudit quae omnis que nobitia 
sperchi llecum.
Il moluptam quo temporum quia qui doluptur 
simporumet untorepro omnit eossed est 
liscillupta sunt 

Main Headings

Subheadings

HR.    EMPLOYEE BENEFITS.    AUTO ENROLMENT. 

”

“ EMPLOYEE 
BENEFITSLOR SIT 
QUAS VELLORIOS 
RERUM QUE ENIS 

ADIS DIP.NAM, 
TEM ENIHICTUR SI 

DOLORIA DOLO MO 
VOLO MOLUPTA 

TIORERI TISTINIAM ET 
ILLOREM DOLUPTIO 

EOSAE DE CONSEQUID 
QUID QUAS MOD 

QUATUR

Our happy
clientsHR

DescriptionQuias venditPictur as apeles 
doluptatibus re eum aspedip iendis millis 
doluptatum ut as estion natur, coribea qui 
quo tecto et inihic torepuda endit, o

Eum aspedip iendis millis doluptatum ut 
as estion natur, coribea qui quo tecto et 
inihic torepuda, eum aspedip iendis millis 
doluptatum ut as estion natur, coribea qui 
quo tecto et inihic torepuda.

Expertise.

We are 
interested in 
PEOPLE and 
making work 
BETTER.
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PowerPoint templates

Image slideCover slide Introduction slide

Presented by: 

Title slide

Statement/  
Information

Gendae am nonsecernam quaes 
doluptae magniandae simagnistius 
sequid magnitiusdae con re, solupta 
ventur, sitation reperferiore lis sunt 
restiis quis dendicaborem.

Presentation 
title

We are interested in 
PEOPLE and making 
work BETTER.

HR.    EMPLOYEE BENEFITS.    AUTO ENROLMENT. 

Heading

Gendae am nonsecernam quaes doluptae magniandae simagnistius sequid 
magnitiusdae con re, solupta ventur, sitation reperferiore lis sunt restiis quis 
dendicaborem.

Volor rere 
Cuptas sectota tiurehent voloribus pratemqui quid moditae rendant et aut acia de 
lamus et pla nullabor atecust aut occaborem velicto et fugiae vel in reproressum 
voluptis nonet quidi ne ni conesciist volum ea que pedicitia voluptaquod magnis 
ides dolorumque laborunt velessimosam restis ut essimendebit por sit, te pera

1



These guidelines are intended as an example of how a set of brand 
guidelines may work with your brand.

This document may not be used other than as an example.  
Please do not distribute or copy any content in anyway without 
Catalyst’s specific permission. 

Catalyst, 1 Calico Business Park, 
Sandy Way, Tamworth, 
Staffordshire B77 4BF

Phone: 	 01827 300 329
Email:   	 hello@wearecatalyst.co.uk
Web:   	 wearecatalyst.co.uk

linkedin.com/company/we-are-catalyst
twitter.com/catalyst_create




